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House Review of 
Broadcast Laws 


Possible: Harris 


Mempuis, Oct. 25—-“A time for 
decisions” is the motif of this 
year’s series of regional meetings 
of the National Assn. of Radio & 
Television Broadcasters, and Rep. 
Oren Harris (D., Ark.), speaking 
to Third Region members here last 
night, underscored the words of the 
motif by advising the broadcasters 
that the House commerce commit- 
tee which he heads may: 

1. Consider a proposal to limit, 
“let us say for 10 years,” the peri- 


Sun Oil Puts Heat 
on EWRR, Invites 
Agencies to Bid 


Resignation of Case as 
Ad Manager Laid to His 
Feelings About Agency 


PHILADELPHIA, Oct. 23—Sun Oil 
Co. is now undertaking a “severe 
reappraisal of its relationship” 
with Erwin Wasey, Ruthrauff & 
Ryan. 

The agency has not been 
dropped, ADVERTISING AGE learned, 
but it was compelled on Monday 
to make a new presentation to Wil- 
lard Wright, vp of marketing, and 
compete with several other agen- 
cies for the account. Sun spends 
about $3,000,000 a year for adver- 
tising and promotion. 

Other agencies called in were 
Ted Bates, Kenyon & Eckhardt and, 
reportedly, Gray & Rogers of Phil- 
adelphia. 

A spokesman for Sun Oil denied 
that this “reappraisal” had any- 
thing to do with the resignation of 
Stores Case, advertising manager, 
but AA learned that there was a 
definite tie-in. 

(The company’s ad department 
will be directed by Palmer D. Mc- 
Kay, assistant ad manager, “until 
further notice.’’) 

Mr. Case, it was learned, had 
been dissatisfied with the agency’s 
handling of the current television 
test in this city for Sunoco’s new 
octane blending pump. 


ulatory power to government agen- 
cies—such as the Federal Com- 
munications Commission—or ex- 
ecutive departments. 

2. Re-examine the operation of 
the laws relating to broadcasting as 
to whether their provisions are 
“adequate to deal with” network 
broadcasting today, especially in 
the light of the Barrow report 
(AA, Oct. 7). 

3. “Scrutinize what protection 
the public interest requires” in 
connection with pay tv—and he 
referred to (1) the hearings his 
committee will hold next year 
and (2) the dispute between the 
committee and the FCC over 
whether FCC has the authority to 
authorize pay tv. 

4. Investigate the broadcast fre- 
quency spectra, re-examining the 
assumption of the FCC act “that 
enough spectrum space is available 
so that divided responsibility be- 
tween the President on the one 
hand, for governmental spectrum 
users, and FCC, on the other hand, 
for all other spectrum users, will 
result in a use of the spectrum 
® As a result, Mr. Case attempted | Which is in the public interest. 
to have the agency fired and al- 
legedly told the Sun Oil manage- 
ment that either they dropped 
EWRR or he would resign. The 
agency reportedly had also been 
unhappy with Mr. Case, though |sum of money for the operation of 
Sun Oil denied this. |our government and to leave to the 

Sun O'l said EWRR was asked | President the unlimited discretion 
for a presentation because of the|aS to what portion of these funds 
recent merger of Erwin, Wasey|he wants to use for the national 
with R&R, as well as the reported | defense and what portion for all 
dissatisfaction with the tv test. | other purposes. 

EWRR also handles the Sun in-| “Still, that essentially is the sit- 
dustrial division, Sun wholesale di-|Uation today with regard to spec- 
vision, Sun fuel oil division and| trum space, which is a commodity 
sales promotion for the consumer|™uch scarcer than money,” he 
products; none of these are in-| Said. ; 
volved in the current talks with; Rep. Harris cited the problems 
other agencies. + (Continued on Page 8) 


@ “It occurs to me,” he said, “that 
few persons would consider it in 
the public interest for the Congress 
to appropriate annually a lump 


FTC Examiner Hits Network Merchandising 
Plans; Asks for Cease and Desist Order 


WasHINGTON, Oct. 25—A Federal ,drug chains without making them 
Trade Commission hearing exam- available to other customers. 
iner ruled today that advertisers 
who participated in the CBS/tered into agreements with the 
“supermarketing” plan, the NBC chains offering free radio and tv 
“Chain Lightening” plan and the|time in exchange for in-store dis- 
ABC “Mass Merchandising” plan|play benefits for unidentified 
were underwriting a scheme to|products. The examiner noted that 
evade anti-discrimination provi- | networks then went to the gro- 
sions of the Robinson-Patman|cery manufacturers and offered 
Act. to make the display arrangements 

In recommending cease and de-|available to them if they pur- 
sist orders against six big grocery |chased time at regular rates. 
producers, FTC Hearing Exam- 
iner Abner E. Lipscomb said all 
three network plans were simply 
a means of using networks as in- 
termediaries to channel promo- 
tion benefits to certain food and 


@ The examiner said analysis of 
the contracts and correspondence 
demonstrates that the grocery 
companies were the sole financial 
(Continued on Page 111) 


od of time for which it grants reg- | 3 


Under these plans networks en- | 


Court Enjoins Schick 
From Using ‘Cotton Test’ 
Film Prepared by W&L 


PHILADELPHIA, Oct. 23—Judge J. 
Cullen Ganey today granted a pre- 
liminary injunction to Warwick & 
Legler which in effect forbids 
Schick Inc. or its agency, Benton 
& Bowles, from using a “cotton 


QUALITY really prospers 
Schaeter started serving in 1842. 
and so did Gimbets! 


si ee tote mere 


No Agency Changes 
=. |Planned at Pabst 
as Lachner Resigns 


Cuicaco, Oct. 23—The sudden 
resignation of Marshall S. Lachner 
as president of Pabst Brewing Co. 
will not affect other key personnel 
or the company’s advertising agen- 
cies. 

In an exclusive interview today, 
Harris Perlstein, board chairman 
of the company, who replaces Mr. 
Lachner, told ADVERTISING AGE that 
he thought Norman, Craig & Kum- 
mel and Grey Advertising—Pabst’s 
two agencies—were doing a good 
job, and that he had no intention 
of making any agency changes. 


<A ee hl 8 ce 5 i 
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115TH BIRTHDAY—F. & M. Schaefer 

Brewing Co. and Gimbel Bros. de- 

partment store are participating in 

a joint advertising effort in news- 

papers and radio to commemorate 

the 115th birthday of the two New 
York companies. 


AFA, FTC Agree 
to Cooperate in 
Weeding Bad Ads 


Project Will Probably 
Take Form of Educational 
Campaign to Members 


WASHINGTON, Oct. 25—Officials 
of the Federal Trade Commission 
and the Advertising Federation of 
America who dined together here 
last evening agreed to try to help 
each other in an effort to reduce 
the amount of untruthful adver- 
tising. 

While the details of the pro- 
gram were not explained, the basis 
of agreement was apparently so 
firm that the Federal Trade Com- 
mission today issued an announce- 
ment describing the project as “a 
major cooperative effort to gain 
greater public confidence in the 
reliability of advertising.” 


Mr. Lachner, who resigned last 


Feb. 20, ’56). 


president from 1927 until 


(Continued on Page 111) 


Free TV Will Wither 
Away as Advertisers 

— Follow Shows, He Warns 
The commission’s announcement 


contained no indication of the part! PyrrrspurcH, Oct. 23—The head 
AFA will play in this cooperative | of the National Broadcasting Co. 
(Continued on Page 110) today warned that his network 


Last Minute News Flashes 


Vick Chemical Markets Double Buffered Tablets 

New York, Oct. 25—Vick Chemical Co. will introduce a new product, 
Vick’s Double Buffered cold tablets, next week in San Francisco, Sac- 
ramento, Fresno, Phoenix and Wichita. An anti-histamine-type cold 
tablet, it sells for 98¢ and will be advertised on tv and radio and in 
newspapers. Morse International is the agency. 


Steenberg Leaves Schlitz; Kelley, ]WT Part Company 


MILWAUKEE, Oct. 25—Richard Steenberg, advertising manager of 
Jos. Schlitz Brewing Co., has left the company and joined Showcase 
Productions, New York. He will not be replaced. James T. Kelley, who 
supervised Schlitz’ tv activities for J. Walter Thompson Co. and man- 
aged JWT’s Milwaukee office, has left the agency, which closed its 
Milwaukee office last month. Mr. Steenberg, former administrative 
assistant to John Toigo at the old Biow-Beirn-Toigo agency, moved to 
Schlitz in March, 1956, when Mr. Toigo became Schlitz’ director of 


marketing. About the same time Mr. Kelley joined JWT from Lennen 
& Newell. 


(Additional News Flashes on Page 111) 
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Warwick & Legler’s Schick Suit May 
Set Precedent on Ownership of Ideas 


test” film commercial for adver- 
tising purposes. 

If it sticks, the injunction may 
set a precedent in the advertising 
business, establishing firmly whose 
property is an idea submitted by 
an agency to a client but not used 
by him. 

Remington Rand division of 
Sperry Rand Corp. also entered 


Bulletin 

New York, Oct. 25—A §1,- 
000,000 counterclaim and an- 
swer has been served on War- 
wick & Legler by Schick Inc., 
charging Warwick & Legler with 
a “breach of fiduciary relation- 
ship” and seeking the $1,000,000 
as a refund in commissions. 
The “breach” revolves around 
charges that Warwick & Legler 
prepared a rough film commer- 
cial for submission to Reming- 
ton Rand prior to the termina- 
tion of its contract with Schick. 
The agency has contended that 
filming a rough commercial in 
its own studios in no way vio- 
lated its termination contract 
with Schick. 


the case as a third party plaintiff, 


Mr. Perlstein said there have) presumably because it has bought 
been no management changes at/| the “cotton test” commercial from 
Pabst and no executives followed | Warwick & Legler. 


Warwick & Legler said in its 


weekend. Mr. Lachner joined Pabst complaint that, acting as agency 


as president in April, 1956, after | for Schick, it created the cotton 
16 years with Colgate-Palmolive | test plan in December of 1956. The 
Co. as vp of its soap division (AA, | idea, the complaint said, involves 


demonstrating the advantages of 


Mr. Perlstein served as Pabst’s| close shaving with a Schick elec- 


' Mr. | tric shaver by showing a lack of 
Lachner arrived. He was named adherence of short staple cotton 


(Continued on Page 107) 


NBC May Join Pay TV Ranks, if 
Public Buys It, Sarnoff Reveals 


“will have no choice but to follow 
the pay tide .. . if the pressures 
behind pay tv succeed in putting 
it over on the public.” 

Robert W. Sarnoff, president of 
NBC, discussed the dangers of pay 
television in a speech before the 
Duquesne Club here. 

Mr. Sarnoff is the second net: 
work president to warn that his 
company will have no choice but 
to get in there and compete in a 
pay television world. In May, 1955, 
Frank Stanton, president of the 
Columbia Broadcasting System, 
told a CBS-TV affiliates meeting 
that if “pay tv should become es- 
tablished, economic necessity will 
force CBS to participate...” 


® Both executives, who have 
fought against pay television from 
the beginning, emphasized that 
their companies would be forced to 
enter pay tv if the service be- 
comes established. 

“With the prime television at- 
tractions bought away, wih little 
left to hold a national mass audi- 
ence, the free broadcasting enter- 
prise would wither away,” Mr. 
Sarnoff said. 


(Continued on Page 110) 
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‘Battle of the Budgets’ . . . 


Toigo Tells Demands 
of ‘Total’ Marketing 


Today’s Marketer Makes 
What Will Sell, Chisholm 
Tells Boston Conference 


Boston, Oct. 22—“Today, the 
modern advertising agency must 
have a total team and a total meth- 
od for marketing any product. The 
modern agency must build a total 
marketing plan for the client. And 
it must establish a sound basis for 
working with the client with both 
manpower and functions.” 


Jam Session Gives 
Birth to “BBDO Blues’ 


New York, Oct. 22—They’re not 
only writing books about the agen- 
cy business; now they’re singing 
songs—the blues, of course. 

At the Adman’s Jazz Concert 


last night the number that really|® 


brought down the house went like 
this: 


There's an advertising agency, whose 
full name really grooves, 

It's name has got « beat. . 
that I can’t lose. 

I've the Batten, Barton, Durstine— 
and Osborn biues. 

Well, Benton may have Bowles— 
and Sullivan his three souls 

Ogilvy has his pair, and N double- 
you's got his Ayer, 

But there are four names I can never 
lose. 

I've got those Batten, Barton, Dur- 
stine—and Osbern blues. 

McCann's got Erickson—and Ruth- 
rauff's got Ryan, 

Walter Thompson's got his Jay—and 
Hal Davis has his Grey, 

But I've got blues that I can never 
lose. 


The words were jived together 
by George Simon, program director 
of Jazztown Society Record Club— 
and the number was rocked out by 
Helen Ward, former vocalist with 
the Benny Goodman band. 

The occasion for the jam session 
was the Herald Tribune fresh air 
fund benefit, held under the aus- 
pices of the Advertising Men’s 
Post No. 209, American Legion. # 


. @ beat 


In short, Adolph J. Toigo, presi- 
dent of Lennen & Newell, told the 
Boston Conference on Distribution 
here today, a modern advertising 
agency “must be a planning ad- 
junct to the client.” 

Mr. Toigo disclosed that the 32 
products which his agency services 
for clients have total advertising 
budgets of $60,000,000. 

“Every product is different,” 
said. 


he 
“For us to build the right 


place, every product must have a/|’ 


tailor-made agency team of at least 
seven key people. Every client 
must have at least four key people. 
We employ nearly 500 people. 

“To us the quality of this man- 
power, its skill, its capacity to 
work with methods, with clients, 
with timing—to analyze, recom- 
mend and to help execute—are all- 
important. 


“Every element of the marketing 
plan must be stated. It must have 
research analysis. It must be cre- 
atively built. It must be executed 
dynamically, timed right, and syn- 
chronized right for the greatest im- 
pact.” 

In his outline of the modern ad- 


(Continued on Page 100) 


Helpful PR Man Delivers 
Two TV Sets to Imposter 


A new confidence game opera- 
tion popped up in Chicago last 


week. A man posing as Jerry Jon- | 


try, advertising manager of Es- 
quire, “borrowed” two portable 
television sets from a tv manufac- 
turer’s public relations man (who 
asked to remain unidentified), pur- 
portedly to use in promotional 
pictures for the magazine. He nev- 
er returned. As it turned out, Mr. 
Jontry was not in Chicago last 
week and never heard of the so- 
called “promotion pictures.” 

Said the pr man after learning 
he’d been duped: “I even helped 


carry the sets out to the car!” # 


McCann-Erickson Opens Three-Phase 
Marketing Communications Workshop 


Marketing, Distribution 
to Be Stressed for New 
Employes and Executives 


New York, Oct. 22—Marion Har- 
per Jr., who joined McCann-Erick- 
son Inc. in 1938 as its third on-the- 
job trainee and is now its president, 
yesterday formally opened the 
agency’s marketing communica- 
tions workshop, which will func- 
tion as a central training and in- 
doctrination center for McCann’s 
4,000 employes in the U.S. and 
abroad. 

An ambitious undertaking, the 


workshop will be, in effect, an 
American Management Assn.-type 
school for the agency. 

It will operate permanently on 
the 30th floor of 485 Lexington 
Ave., where McCann took 14 floors 
earlier this year for its home office 
headquarters. Originally, the agen- 
cy said the 30th floor would be re- 
served entirely for “client use.” 


= There will be three phases to 
the workshop program: 

1. Training new and prospective 
employes. The agency said there 
are currently 170 new employes 


(Continued on Page 70) 


wrens SCOTCH 


USEFUL—Radio beams from Sputnik were picked up by RCA Oct. 17 
to activate the lighting of this new spectacular for King’s Ransom 
scotch in New York. The Glenmore Distilleries Co. spectacular fea- 
tures a 35’ color replica of the bottle. Compton Advertising is the 
agency; the sign was created by Artkraft Strauss Sign Corp. 
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His Honor. the Mayor, is worried 


¢ FAImBANKS-MorsE 


PAGE 1 ‘AD'—Fairbanks, Morse ad 

on water problems hit home in 

Paterson, N.J., where the Morning 

Call echoed the sentiment in a 
front page editorial. 


Fairbanks, Morse Ad 
Spurs Front Page 
Newspaper Editorial 


Paterson, N. J., Oct. 
advertising parlay of the year may 
have been scored early this month 
by Fairbanks, Morse & Co., Chi- 
cago. 


The company took a quarter page 


ad in the Wall Street Journal Oct. 


1 urging public attention to civic 
(The company 
manufactures a wide range of 
heavy industrial products, includ- 
ing water pumps.) One result of 
this was a two-column editorial on 


water problems. 


the front page of the Paterson 
Morning Call directing specific at- 
tention to the ad and its timeliness 
for Paterson citizens. 

The ad, which also ran in The 
Saturday Evening Post and U.S. 
News & World Report, told readers 
that civic officials are worried 


about water shortages and that) 


public understanding of the prob- 
lem is urgent. It also offered copies 
of a Fairbanks, Morse booklet, 
“Your 1,100 Gallons,” to help ex- 
plain the problem. 

A Morning Call reader sent the 
Wall Street Journal ad in, noting 
that “There seems to be a lot of 
interesting notes in the ad. Don’t 
you think so?” 


s “We certainly do think so,” the 


Call editorial said. “It contains a 


message which should strike home 


with every resident who would 
have greater Paterson forge ahead 
to a bright economic future.” The 
editorial went on to describe Pat- 
erson’s water problem and take the 
city government to task for failing 
to solve it. 

Fairbanks-Morse came off par- 
ticularly well. The editorial, head- 


ed “Wherein We Credit Advertiser 


for an Apt Illustration,” lead with 
the fact that an ad had inspired 
the editorial. 

“It is rather unusual,” the edi- 
torial began, “that an advertise- 
ment forms the basis for an edi- 
torial on a vital public issue .. . 
Of course, this is no commercial, 
yet if reference to its timely mes- 


sage benefits this nationally known v 
company in any way, we will be 


pleased indeed.” 
Buchen Co., Chicago, is the agen- 
cy. # 


St. Louis Bank Offers Kit 
of Ad Materials, Suggestions 
First National Bank, St. Louis, 


is making available to all banks 


upon request a comprehensive 
kit of advertising material and 
suggestions. The kit was prepared 
by the advertising and public re- 


lations staff of the bank for the 


purpose of helping small and 
middle-size institutions plan, ex- 
ecute and evaluate successful ad- 


| vertising programs. 


23—The | 


Some Soaps Will Be 
Squeezed in Fight 
for Limited Market 


By Emmett Curme 

Cuicaco, Oct. 22—The highly- 
competitive toilet soap field is in 
a king-size lather these days. 

People in the field describe this 
period as the most highly competi- 
tive one since the end of World 
War II. More advertising is being 


=| Do Good, Then Talk 


About it, Research 
Man Tells Business 


do not speak louder than words, a 
research executive warned Ameri- 
can business today. 

Dilman M. K. Smith, vice-chair- 
man of Opinion Research Corp., 


the American Mutual Insurance 
Alliance that industry today faces 
“a new kind of competition, whose 
skill is not in producing and dis- 
tributing but in talking about 
things.” 

As a result, he added, business 
must not only “render a good eco- 
nomic service but defend and in- 
terpret it.” 


s For example, he said, “it would 
be sound business if whenever you 
grant a benefit to employes you 
would at the same time spend a 
constant percentage for interpreta- 
tion. 

“Never make the mistake of as- 
suming that good deeds speak for 
themselves. If you want people to 
think well of you, render them a 
good service, but also be sure to 
tell them about it.” 

Mr. Smith said business suffers 
from poor communication. He 
asserted that whereas five years 
ago the public considered the gov- 
ernment as “the principal villain” 
|in inflation, today it puts the blame 
equally among “big business, big 
labor and big government.” # 


Mendelsohn Opens PR Office 
Howard Mendelsohn, midwest- 
ern publicity director of CBS Tel- 
evision until four months ago, has 
formed his own public relations 
company, Howard Mendelsohn 


Public Relations, 612 N. Michigan 


EA 


Ave., Chicago. 


- Hot 

Susy ase spices 

The only Chili that can satisfy every 
individual taste. just odd extra spices 
from packet under Flip-Lid. Try it today! 
Greatest new canned meat idea in 50 years 


"09 tome 


NEw OrR.EaAns, Oct. 23—<Actions 


Princeton, N. J., told a meeting of 


BROADCAST CHILI 


| CHILI TO TASTE—ILlinois Meat Co. is 


extra spices under a flip-lid. News- 
paper ads, starting Nov. 14 in Illi- 
nois, Michigan and Wisconsin, will 


is the agency. 


offering its Broadcast chili with 


be used, plus some radio and tv. 
Arthur Meyerhoff & Co., Chicago, 
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| Toilet Soap Marketers Gird Loins 
for Bitter Battle in Chaotic Field 


done and more will be done for 
more brands of toilet soap than 
have ever existed before. 

The general feeling is that the 
“big squeeze” is on. The potential 
toilet soap market will not expand 
quickly or extensively enough to 
allow profits for all the companies 
which market a brand or brands of 
soap. 

New brands such as Zest and 
Dove, backed by huge promotion 
and sampling campaigns, are ex- 
pected to make inroads into the 
shares of market currently held by 
the older, well-established brands 
such as Ivory, Lux, Dial, Camay, 
Palmolive and Lifebuoy. 


# The Big Three in soap—Procter 
& Gamble, Lever Bros. and Col- 
gate-Palmolive — well-equipped 
with new soaps in new packages, 
and loaded with advertising and 
promotion dollars, are out to over- 
take Armour & Co.’s Dial soap, and 
to battle new threats from Purex 
Corp., Andrew Jergens Co. and 
other soap makers. 

The principal reason for the cur- 
rent unstable condition of the toi- 
let soap business is the success of 
Dial soap. When Armour intro- 
duced Dial in 1948, the other soap 
makers refused to consider the new 
soap as a competitor. 


® Dial was pegged as a specialty 
item. Here was a soap, a deodorant 
one at that, which sold for 25¢ a 
cake—far above the price of com- 
peting soaps—and was distributed 
(Continued on Page 112) 


Bymart-Tintair 
Plans Hair Cream 
Push in 17 Markets 


New York, Oct. 23—Bymart- 
Tintair begins an introductory 
campaign for Beauty Set Curl 
Creme this week with more than 
400 tv spots per week in 17 major 
markets. The cosmetics manufac- 
turer is also placing newspaper 
schedules and making cooperative 
advertising allocations to depart- 
ment stores in the 17 markets. 

The new product is described by 
the company as a hair preparation 
with a “built-in permanent wave.” 
Test marketing of the product be- 
gan in 1955 and some refinements 
have been made since that time, the 
company reported. 

Heaviest concentration of the 
television spots is in the New York 
area, where schedules totaling 83 
spots weekly have been placed on 
WCBS-TV and WABC-TV. 


® The tv spots being used are one 
minute, 20 seconds and 10 seconds 
long. They feature Vera Ellen, mo- 
tion picture dancer and musical 
comedy star, and Rita Colton, tele- 
vision actress. Miss Ellen is also 
being used by Bymart-Tintair in 
department store appearances in 
each of the 17 markets. The news- 
paper ads also feature Vera Ellen. 

Markets being used by the com- 
pany include Atlanta, Boston, 
Charlotte, the Dallas-Fort Worth 
area, Buffalo, Chicago, Cleveland, 
Detroit, Los Angeles, Philadelphia, 
San Antonio, St. Louis, Toledo, 
Washington, Kansas City and San 
Francisco. 

Product Services is the agency 
for Bymart-Tintair. + 


Burlingame-Grossman Adds 2 
Burlingame-Grossman Advertis- 
ing, Chicago, has been appointed 
to handle advertising and public 
relations for Kroydon Golf Corp., 
Melrose Park, Ill., maker of golf 
clubs, and Joseph Goder Incinera- 
tors, Chicago, maker of incinera- 


tors and disposalls. 
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Gracious Sake! ... 


Anti-Queen TV 
Quiz Blacked Out 
by WMAL-TV 


New York, Oct. 23—The contro- 
versy set off by the criticism of 
Queen Elizabeth II by Malcolm 
Muggeridge, the acid-penned Brit- 
ish writer and ex-editor of Punch, 
spread to America this week. 

When Mr. Muggeridge arrived in 
New York for the probing inter- 
view treatment from ABC-TV’s 
Mike Wallace, he found that 
his appearance had been ordered 
blacked out by the network’s 
Washington affiliate, WMAL-TV. 
A spokesman for the station said he 
considered it “in questionable taste 
to telecast any program that might 
cast a shadow over the visit of Her 
Gracious Majesty to the nation’s 
capital.” 


s This brought a quick reaction 
from Mr. Wallace, who told re- 
porters: “It is curious that a tv 
station owned by a newspaper 
(Evening Star), should take to cen- 
soring a television interview with 
Malcolm Muggeridge. 

“The British editor’s remarks 
about the Queen have been carried 
in newspapers throughout the 
world. All we're going to do is dis- 
cuss them with him in front of a 
camera.” 

Mr. Muggeridge, whose Saturday 
Evening Post article about the 
queen evoked criticism on both 
sides of the Atlantic, was a last- 
minute replacement on the show; 
the Oct. 19 guest originally was to 
have been tv star Arlene Francis. 
But Miss Francis cancelled when 
NBC insisted that she stick to the 
terms of her exclusive contract 
with that network. (Miss Francis 
is permitted to participate on CBS- 
TV’s “What’s My Line?” because 
her agreement with the show ante- 
dates her NBC-TV pact.) # 


MENU TRICKS— 
Booth Fisheries 
PE ey Corp., Chicago, 
has budgeted 
$400,000 for a 
new campaign 
featuring fish- 
serving ideas. 
Color pages like 
this one and 
ERS smaller b&w ads 
will be used in 
the promotion, 
which runs from 
the end of Octo- 
ber to the end of 


ale Lent. 36 newspa- 
pers in 29 mar- 
gees kets are on the 


schedule. Rut- 
ledge & Lilienfeld 
is the agency. 


NARTB Panel Hits Radio's Island 


Preference Offers 


Datias, Oct. 23—Multiple spot- 
ting abuses leading to such anom- 
alies as premium-priced “island 
preference” offers by stations were 
among practices condemned by a 
panel of agency men before a radio 
session of the regional meeting of 
the National Assn. of Radio & Tel- 
evision Broadcasters here today. 

“With the 6:30 to 8:30 a.m. and 
4:30 to 6 p.m. radio periods be- 
coming prime time, frequently 
with prime rates, many stations 
have piled in commercials until 
today the spot schedule is just 
barely interrupted for music, news 
or weather,” Gene Dennis, Potts- 
Woodbury, Kansas City, told the 
radio men. 


s “This, as anyone’s good judg- 
ment tells him, reduces the im- 


Beer Ads Are Bad Because ‘Cocktail-Set’ 
Admen Are Creating Them, Says Martineau 


CHIcaGco, Oct. 22—The main rea- 
son why much beer advertising is 
poor and is not helping brewers to 
sell their product is because the 
ads are written by “cocktail-set 
admen who either do not drink 
beer at all or drink it only when 
with clients.” 

This blast was touched off yes- 
terday at a convention of the Na- 
tional Beer Wholesalers’ Assn. by 
Pierre Martineau, the peppery and | 
controversial research director of | 
the Chicago Tribune. And judging 
from the reaction of his audience, | 
many of the distributors apparent- 
ly agreed with him. 

Much beer advertising is “miss- 
ing the mark” because it is trying 
to elevate malted beverages from 
their natural spots in the mass 
market to the “silk-stocking class | 
market,” Mr. Martineau said. 

Some of the advertising is at-| 
tempting to make beer “a sexless | 
or feminine drink, and a few of 
the ads for beer have homosexual 
overtones,” he charged. 


s “Beer advertising is created by 
professionals who don’t drink 
beer,” Mr. Martineau said. “98% of 
these people drink martinis or oth- 
er mixed drinks, and write their 
beer ads with tongue in cheek. 
“Admen are in one class and 
they are having trouble communi- 
cating with consumers in the mass- 
market class. The ads either talk 
down to or over the heads of beer 
drinkers. The cute ads with plays 
on words and with New Yorker- 
type humor may win awards in the 


advertising field, but they do not 


sell beer,” he said. 

Mr. Martineau said the beer in- 
dustry appears to be trying to re- 
define itself like wine as a “class” 
product. The wine industry, on the 
other hand, is trying to get out 
of the “class” market and reach 
the mass market, he said. 

“The upper-class market in 
America is so small that few 
products can thrive on it,” he said. 
“Yet beer is trying desperately 
hard to remake itself into some- 
thing akin to champagne, used by 
elegant models and elegant men. 


es “What in the world is wrong 
(Continued on Page 46) 


LEONARD M. CALL has been named 
merchandising manager for the 
Airtemp division of Chrysler Corp., 
Dayton. He formerly was assistant 
advertising and sales promotion 
manager of the air conditioning di- 
vision of General Electric Co. 


and Gimmicks 


pact of any or all client messages,” 
Mr. Dennis said, deploring use of 
“three or four commercials in a 
group or commercials between 
choruses of a song.” 

“It very nearly reduces radio to 
an impression medium instead of 
an impact medium,” he said. “Ra- 
dio is not outdoor, which is an 
impression medium, and if it be- 
comes an impression medium then 
you are right back where you were 
seven years ago. 

“Some stations are now begin- 
ning to come to us with a new rate 
for what they call ‘island prefer- 
ence’. In other words, they’ll give 
our clients exclusive position be- 
tween song scheduling for an ex- 
tra charge,” Mr. Dennis said. 

“This to us is an admission that 
multiple spotting does lessen the 
effectiveness of radio advertising. 
It’s an evil you’ll do well to make 
note of.” 


= Speaking on the same panel, 
Larry DuPont, Tracy-Locke Co., 
Dallas, said: “We used to ask a 
station, ‘What’s your circulation?’ 
Now we ask, ‘What’s your gim- 
mick?’ 

“Stations should ask themselves 
whether they haven’t unwittingly 

(Continued on Page 107) 


21 Leave EWRR 
as Agencies Merge 
Chicago Operation 


Cuicaco, Oct. 22—Erwin, Wasey 
& Co. has closed its office at 230 
N. Michigan Ave. and moved one 
block north—lock, stock and ac- 
counts—into the offices of Ruth- 
rauff & Ryan at 360 N. Michigan 
Ave. 

Since the merger of the two 
agencies became effective Oct. 1, 
seven members of the account and 
creative staffs and 14 other em- 
ployes of the two agencies have 
left. 

Here is how the Chicago office 
of Erwin Wasey, Ruthrauff & Ryan 
looks as of today: Roswell Meiz- 
ger (R&R) , vp and chairman of the 
executive committee; Lorry R. 
Northrup (EW), exec vp; Haakon 
B. Groseth (R&R), exec vp; Wil- 
liam D. Watson (R&R), senior vp; 
Fred Wachter (EW), vp and gen- 
eral manager, and Kenneth D. 
Stewart (R&R), senior vp. 

Others are Holly Shivley (R&R), 
vp, time buyer and business man- 
ager of radio-tv department; Jack 

(Continued on Page 46) 


Mithun Tells Chains 
Food Ads Need Revamp 


Survey Shows 55% 
Shop Without Ads, 
Says Y&R’s Arnold 


WasuHincton, Oct. 23—Food 
chain executives attending the con- 
vention of the National Assn. of 
Food Chains were told today that 
the one thing which hasn’t changed 
enough in the food business dur- 
ing the past 30 years is the ad- 
vertising. 

Ray Mithun, president of Camp- 
bell-Mithun Inc., Minneapolis, 
picked examples of 25-year-old 
food ads to demonstrate that “Most 


Housewives Suspect 
Stamps Boost Prices, 
Burgoyne Reports 


CINCINNATI, Oct. 23—The house- 
wife still loves trading stamps, but 
is becoming convinced that stores 
giving them raise their prices, ac- 
cording to the “4th Annual Con- 
tinuing Report” on supermarket 
shoppers’ buying habits and atti- 
tudes, conducted by Burgoyne 
Grocery & Drug Index. 

While 90% of the shoppers save 
stamps, the survey showed, 52.8% 
of the shoppers in 1957 think that 
the stores giving them charge 
higher prices for their merchan- 
dise; in 1956, 35.1% of the shop- 
pers suspected higher prices. 

Almost two-thirds of supermar- 
ket shoppers buy in more than one 
store, although 95% of the shop- 
pers have a favorite store, accord- 
ing to survey findings. 


# The most important factor to the 
shopper in selecting a supermarket 
is convenience of location, with 
19.7% of the respondents giving it 
first ranking. This factor also 
ranked first in the 1956 survey. 

Low prices also showed increas- 
ing importance, according to the 
survey. In 1957 prices ranked sec- 
ond with 18.4% of the shippers 
considering it of first importance; 
the rank in 1956 was fourth. 

The other four factors (of the 
top six found of first importance 
by 83% of the shoppers) and their 
1956 rankings were quality and 
freshness of meats, 17.3% (2nd); 
attractiveness and cleanliness of 
store, 10.5% (3rd); quality and 
freshness of fruits and vegetables, 
9.0% (6th), and variety and selec- 
tion of grocery merchandise 8.3% 
(5th). 


s Other findings of the survey 
showed that the average shopper 
shops Gnce a week or less in a su- 
permarket (60%), that Friday is 
the most important day for prin- 


cipal food buying (42.9%), that) 


12.1% of supermarket customers 
are influenced in their choice of a 
supermarket by weekend newspa- 
per food ads (particularly meats, 
44.4%). In the 1957 survey, Bur- 
goyne found that 58.9% of the 


shoppers read newspaper food ads, | 


compared to 51.8% in 1956 and 
44.7% in 1955. 30.8% in 1957 see tv 
food store advertising compared 
to 29.0% in 1956 and 32.0% in 1955, 
while radio food store advertising 
was heard by 13.0% in 1957, 12.5% 
in 1956 and 11.7% in 1955. 


s Burgoyne’s survey was made in 
Cincinnati, Columbus, Milwaukee 
and St. Louis, with a total of 1,480 
interviews. Milwaukee was not a 
factor in trading stamp figures, 
however, since stamps are not used 
there. 

Copies of the study are available 
for $1 from Burgoyne Grocery & 
Drug Index, First National Bank 
Bldg., Cincinnati. + 


food store advertising has not kept 
pace with all the other changes in 
supermarket growth.” 

Predicting that the next big 
change in supermarket selling will 
be in advertising, he said ads need 
to be revamped to project the 
personality of the store. He pre- 
sented samples to show how food 
ads can be rearranged to interest 
young modern suburban house- 
wives through references to budg- 
eting, weight watching, etc. 

He said his firm defined at least 
10 basic supermarket personalities 
which can be used, and that chain 
executives could undoubtedly ex- 
tend the list considerably. 


= At an earlier session Stanley 
Arnold, vp of Young & Rubicam, 
reported that surveys covering 
more than 1,000 women which 
were carried out in cooperation 
with 21 leading chains showed 
that 55% felt ads had nothing to 
do with their decision to shop at 
a particular store on the day they 
were interviewed. 

“This can only mean that per- 
haps your ads have lost some of 
the sales excitement they used to 
have,” Mr. Arnold said. “It isn’t 
easy to think up 52 different ad- 
vertising themes every year—year 
in and year out—but the rich re- 
wards of a job well done make 
the effort worth the hardship. 

“Maybe your ads are too dull, 
too much alike, or lack art work, 
or have too much art work, or they 
are wordy, or they have not the 
right kind of words,” he suggested. 

“Whatever the reason, your ads 

(Continued on Page 50) 


Frankel Leaves 
Politz to Join 
Audits & Surveys 


New York, Oct. 24—Lester R. 
Frankel, one of the nation’s leading 
statisticians, has resigned as vp and 
technical director of Alfred Politz 
Research Inc. to join Audits & Sur- 
veys Co. 

Mr. Frankel, who has been sec- 
ond-in-command at the Politz shop, 
will join Audits & Surveys on Nov. 
1 as exec vp, a partner and a mem- 
ber of the board of directors. 

Solomon Dukta, president of Au- 
dits & Surveys, said Mr. Frankel 


Lester Frankel 


will be concerned with all phases 
of the company’s operation. 

Mr. Frankel came to Alfred Po- 
litz in 1951 when the company was 
starting its great surge to the top 
of the market research heap. He 
had been chief statistician of Dun 
& Bradstreet for five years, and be- 
fore that served with the govern- 
ment in the Bureau of Census and 
Bureau of Labor Statistics. 


® He is credited with organizing 


and putting into operation the first 
(Continued on Page 109) 
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Revlon Cuts Back 
on TV; Gives Five 


Telecasts to Norelco 


New York, Oct. 24—Revlon Inc. 
is cutting back somewhat on its tv 
expenditures at the pre-Christmas 
season by turning over five net- 
work telecasts to North American 
Phillips Co. 

George Abrams, vp and adver- 
tising director of Revlon, told AA 
that the money saved in this tem- 
porary tv cutback will go into a 
“special print campaign.” This na- 
tional drive will include newspa- 
pers and magazines and will break 
next month. Mr. Abrams would 


Revlon Beats Hasty Retreat 

New York, Oct. 24—The $7,000,- 
000 Revlon account is beating a 
hasty retreat from Batten, Barton, 
Durstine & Osborn. 

The agency announced last 
month that it was parting company 
with Revlon, effective Dec. 31, by 
“mutual agreement.” 

Now Revlon has moved up the 
termination date to Nov. 15. War- 
|wick & Legler and C. J. LaRoche 
lare the successor agencies. 

George Abrams, ad director of 
Revlon, said: “I can’t give you the 
reasons for the change.” BBDO 
also said it prefers not to comment 
on this situation. 


“one of our own agencies had a 
client that was interested in the 
shows.” He said Revlon is not 
seeking any further relief on its 
current network tv lineup. # 


P&G Launches Mothers Only 
Contest for Crest in Magazines 


A contest in which only mothers 
may win has been launched for 


|Crest toothpaste by Procter & Gam- 


ble. The ““mothers only” angle is 
being used as a tie-in with Crest’s 
current “Look Mom no cavities” 
campaign. Four-color magazine 
spreads are headlined, “Look, Mom 
—only mother can win!” Televi- 
sion support and in-store material 


|is also being provided for the con- 


|test. First prize is $20,000 cash. 
Benton & Bowles, New York, is the 
| agency. 


not say what the print campaign show, while Warwick & Legler | 
will deal with. |places the “$64,000 Question” for | 
Revlon. | 
= Two “$64,000 Question” (CBS)| Mr. Abrams said the plans for|, ’ 
and three “Walter Winchell File” | transferring the money from net- Glamour’ Boosts McCollum 
(ABC) telecasts will be sponsored | work tv to print were worked out} David D. McCollum, on the Chi- 
by Norelco during the next two | about two months ago and that the | cago advertising sales staff of Gla- 
months. C. J. LaRoche & Co. han- job ef finding a tv fill-in sponsor|mour since 1955, has been named 
dies Norelco and Revlon’s ABC | was simplified by the fact that|Pacific Coast advertising manager. 


Winston-Salem Grocery Inventory 


AVAILABLE FREE 


KNOW HOW YOUR GROCERY PRODUCTS 
STACK UP IN WINSTON-SALEM? 


As a free merchandising service to adver- 
tisers and their agencies, the Journal and 
Sentinel research department monthly con- 
ducts an actual “in store” grocery inventory. 
Sales and distribution reports are issued on 
more than 450 food brands and sizes in the 
Winston-Salem metropolitan area. These 
service reports have been available con- 
tinuously since January, 1948. 


The Journal and Sentinel 
newspapers deliver 
100% PENETRATION 
in Winston-Salem 
PLUS 
83% PENETRATION 
in the vital 11-county 


area of Northwest 
North Carolina 


IDEAL TEST MARKET — IDEAL TEST MEDIUM 
Write Promotion Department for Your Free Sample Copy Today 


/ \ 
{ You can’t cover \ 


\ North Carolina 
without the 


~~--7 


1956 Retail Food Sales 
$106,680,000* 
(1l-county area) 


S 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
KELLY-SMITH COMPANY 


*Source: Current SRDS Consumer Markets 
National Representative 


Toilet soap industry is now in the most 
highly competitive period it has been 
in since the end of World War II Page 2 


MecCann-Ericksen opens three-phase mar- 
keting communications workshop to 
train its executives and employes Page 2 


BBDO is immortalized in jam-session 
jingle 


Actions don’t speak louder than words, 
research exec says; if you do something 
good, talk about it later 


Bymart-Tintair will use more than 4,000 
tv spots per week to introduce its Beau- 
ty Set Curl creme in 17 markets .Page 2 


Fairbanks, Morse ad pointing out civic 
water problems spurs front-page edi- | 
torial in the Morning Call, Paterson, | 

Page 2 


The agency must build a total marketing 
plan for the client and be a 
planning adjunct to the client, Adolph | 
Toigo tells Boston Conference on Dis- | 
tribution 


Food advertising has been unchanged in 
the last 30 years, Ray Mithun, Camp-. 
bell-Mithun head, tells the National | 
Assn. of Food Chains 


Lester Frankel resigns as vp and tech- 
nical director of Alfred Politz Research | 
to join Audits & Surveys Co. ........Page 3 


Housewives still love trading stamps, but 

they suspect that stores offering them | 
raise their prices, Burgoyne Grocery & 
Drug Index reports . 


Radio’s crowding of spots in prime time, | 
use of gimmicks is hit by agency men | 
at Dallas NARTB meeting Page 3 


Beer ads are bad because cocktail-set | 
advertising men write them, Pierre | 
Martineau tells beer wholesalers Page 3 | 


21 employes leave Erwin, Wasey’s Chicago 
office as the agency merges its offices 
with Ruthrauff & Ryan's ............Page "| 


Madisen Ave. is too “glib” and “patroniz- 
ing’ toward the grocery trade, GMA's | 
Willis tells new product seminar Page 16 


Sell advertisers on editorial values, Wil- 
liam Marsteiler tells members of tf. 
Club of Chicago wid ..Page 29 


Los Angeles city council accepts bids from 
three companies for Bhencasrens closed- 
circuit tv .. ¥ Page 30) 


Canadian Broadcasting Corp. as pres- 
ently operated is a waste of money, 


mission whose findings established CBC, 
says 


Some adults go for animated cartoons on 
tv too, Associated Artists Productions 
reports Page 36 


| Walter Weir calls Vance Packard's 


Charlies Bowman, member of Aird Com- | 


Page 34) 


Advertising Age, October 28, 1957 


Highlights of This Week's Issue 


!Geed agencies buy markets, not space; 


customers, not circulation, Richard 
Derby of Hazard Advertising Co. tells 
sales meeting 


Six eut of ten major supermarket compa- 
nies increased their advertising expen- 
ditures in 1956, Super Market Institute 
TEPOTES reccccee 


Hallmark Cards’ new ad series features 
only the slogan, ““‘When you care enough 
to send the very best,” and the com- 
pany's signature .................... . Page 


Kalamazeo will be exhibited in Britain 
(via 3,500 sq. ft. exhibit) as a typical 
U. S. city 


International Furniture introduces new 
trademark symbol, a small “i’’ Page 62 


The Institute of Life Insurance will con- 
centrate its entire advertising budget of 
$1,400,000 on fighting inflation ...Page 64 


Hertz makes biggest new-car buy of 19,- 
737 autos at a cost of $60,170,250 Page 81 


“The 
Hidden Persuaders” a malicious book 
at meeting of New York chapter of 
American Marketing Assn. ........ Page 82 


|Heed quality of magazine's readership, 


not just its statistics, Burleigh Gardner 
urges Agate Club 


Newspapers can get one-third of all ad- 
vertising dollars in the future, BofA's 
Lipscomb tells New ee dailies’ 

conan Page 86 


| MacManus, John & Adams gets part of 


Van Munching Imports account Page 87 


Design decides consumer product choice, 
as product differences disappear, Burns 
Roper tells Minnesota marketers Page 90 


Commercial tv is making inroads on print 
advertising volume in Great Britain, 
Statistical Review finds ................Page 104 


REGULAR FEATURES 


Advertising Market Place 

Cernig COmvemesems ......cccesccseesccecccccssessecees 
| Creative Man's Corner 

| Department Store Sales ... 

| Direct Mail and Mail Order = 
CES SRE I eee Pa ; 
Editorials , 

Getting Personal 

| Looking at Radic & TV 

Looking at Retail Ads . 

| Merchandising Ideas ... 

| Obituaries oot ian : 
On the Merchandising ‘Front: aniline 
| Photographic Review sede 
|Rough Proofs 

| Salesense in Advertising .... 

|This Week in Washington 

Voice of the Advertiser . 

What They're Saying ...... 


‘Chicago Sun-Times’ Begins 
Move to $15,000,000 Plant 
The first edition of the Oct. 28 


duced in the newspaper’s new $15,- 
000,000 plant on the north bank of 
the Chicago River. The Sun-Times 
began its move Oct. 25, and over 
the weekend the entire editorial, 
composing room, engraving and 
advertising dispatch departments 
are scheduled to be transferred to 
the new building. The moving 
schedule was planned so that no 
edition will be missed or edition 
time changed. 


Chicago Sun-Times will be pro-| 


On subsequent weekends, other 
| departments will move into the 
|new building, which is “the na- 
tion’s first newspaper office to have 
its departments linked by an auto- 
matic selective pneumatic tube 
system,” the Sun-Times said. The 
plant, built from the ground up for 
the specific purpose of producing 
a daily newspaper, has been 
equipped to provide full-color 
throughout the pages of its edi- 
tions. For the time being, the 
newspaper actually will be printed 
from plates cast in the new build- 
ing but run on presses in its for- 
,mer plant. 
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Superior and Duluth are separate 
markets, just like Minneapolis an 
In fact--Superior and Duluth 


$282, 000, 000 northern Wisconsin market, 
you have to use the paper that people read-- 
The Evening Telegram! 


SUPERIOR, WIS. 


Burke, Kuipers & Mahoney--Natl. Reps. 
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There's nothing so powerful as an idea ! 
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The editors of Better Homes & Gardens have an uncanny ability to 
latch onto exciting new ideas and turn them into nation-wide trends. 
That’s because they know what kind of ideas their home-and- 
family loving readers want—often before their readers do. 


Take the Family Room, for instance. A few years ago hardly 
anybody even knew what the term meant. BH&G planted the idea 
in its pages. Other media took it up. Builders and manufacturers 
helped. The exciting result of BH&G’s cultivating of an idea is 
that today the Family Room is practically as standard for 
medium priced new homes as the 2-car garage! 

People get all wrapped up in the ideas they see in Better Homes 
& Gardens. And the more they read their favorite idea magazine, 
the more they do and the more they buy. BH&G is a natural for any 
advertiser whose products can help families to live better. There’s 
no other major medium quite like Better Homes & Gardens. 
Meredith of Des Moines . . . America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 
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4,350,000 COPIES MONTHLY 
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This Week in Washington ... 


No Fair Market Value Deductions 
for Donated Space, Tax Bureau Rules 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Oct. 24—lInternal 
Revenue Service has finally taken 
a firm stand on tax treatment for 
space which newspapers (and pre- 
sumably other media) give to 
worthy causes, and the ruling isn’t 
going to make life easier for such 
public service organizations as the 
Red Cross or the Advertising Coun- 
cil. 


In an effort to curb deductions 
claimed for these purposes, the tax 
people have decided that publishers 
cannot claim a benefit equal to the 
fair market value of the space. In 
fact, the ruling argues that the 
publication of gratuitous ads for 
charitable organizations is merely 
a service, and is not really a dona- 
tion or gift of property. 

Tax people agree the result is 
drastic, but they claim it is not 


quite as bad as it appears on first 
reading. Actual costs incurred in 
providing the ad, such as the cost 
of paper, composition, etc., would 
continue to be a deductible busi- 
ness expense. The chief effect 
would be that the publisher would 
be deprived of the possibility of 
taking a deduction based on the 
regular commercial rate for the 
space he provided. 

To justify their position, Inter- 
nal Revenue experts say the ruling 
fits four-square with a recent de- 
cision which prevents volunteer 
workers from charging off arbi- 
trary amounts to represent serv- 
ices rendered to charitable causes. 
On the other hand, actual costs in- 
curred, such as the purchase of a 
Red Cross uniform, are recognized 


as allowable contributions for per- 
sonal income tax purposes. 


Despite con- 
U.S. to Seek = gressional mut- 
Help Via Ads_ tering over “help 


wanted” ads by 
defense contractors, more of this 
kind of activity is cropping up. In 
fact, the government itself will 
soon be entering the competition, 
and ads under Uncle Sam’s signa- 
ture will be appearing in profes- 
sional, trade and college publica- 
tions in the hope of picking up 
some scientists and engineers to 
work on government technical pro- 
grams. 
The use of advertising to lure 
technicians from one defense job 
to another was severely criticized 
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last spring by a special House sub- 
committee, which claimed that the 
ads simply cause turnover, without 
improving the total number of 
technicians involved in defense 
work. Whatever the merits of the 
argument, the Civil Service Com- 
mission has decided that govern- 
ment agencies can’t stand with 
their hats in their hands. So in- 
structions are now being issued 
authorizing government agencies 
to use paid space. Professional, 
trade and college publications are 
recommended for recruiting, and 
paid newspaper space to announce 
visits by government employment 
representatives. 


General Serv- 
GSA Sweetens ices Administra- 
Building Deal tion may also re- 
turn soon to the 
ranks of government agencies using 
advertising. About a year ago, GSA 
bought space in several financial 
publications in an unsuccessful ef- 
fort to find investors who were 
willing to build public buildings 
for lease to the government. 
Now GSA Chief Franklin G. 
Floete is reviving the lease pur- 
chase program under a plan which 
sweetens the deal by allowing more 
competitive interest rates to in- 
vestors. In the near future he will 
seek offers on 10 projects scattered 
throughout the country, and it 
seems logical that he will once 
again use ads—presumably on fi- 
nancial pages—to make his needs 
known. 


New Defense 
Wilson Killed Secretary Neil 
Detense Ads McElroy appar- 
ently will not get 
to pass on a plan which would 
have allowed defense contractors to 
use a limited amount of general 
institutional advertising to protect 
their position in normal consumer 
markets. 

This long-sought relaxation in 
the defense plants had been part 
of a broad revision of defense cost 
standards circulated at top defense 
levels this summer. 

Now it is said that the change 
was vetoed by outgoing Defense 
Chief Charles Wilson during his 
final days on the job. Mr. Wilson’s 
position, reportedly, was that he 
wasn’t going along on anything 
which would result in further in- 
crease in the cost of defense items. 


Federal Trade 
Commission 
Hearing Exami- 
ner Joseph Callo- 
way conceded the other day that 
the Wybrant system of hair treat- 
ment (New York) might actually 
have benefitted some of the wit- 
nesses who defended truthfulness 
of Wybrant ads at a recent hearing, 
but he added he was convinced no 
hair treatment system can do any- 
thing about male pattern baldness, 
and that witnesses who say it does 
are deluding themselves into be- 
lieving what they want to believe. 

In issuing a cease-and-desist or- 
der requiring Wybrant’s ads to 
specify that the system won’t help 
in most cases, he reported that the 
firm’s most enthusiastic client was 
a man “whose head was almost 
completely bald on top after eight 
years of treatment.” He quipped 
that other witnesses produced by 
the company still have “high fore- 
heads.” # 


Lavenson Reports Stock Gain 
Lavenson Bureau of Advertising, 
Philadelphia, has reported that at 
the end of its fiscal 1957 (June 30) 
the price of its stock had gained 
260% in the four years since the 
agency was incorporated. In 1953 
employes were able to buy stock 
at $100 a share. When the price 
(based on book value) went up to 
$204 in 1955, the stock was split 
10-for-1. On June 30, the price was 
$35.91, or the equivalent of $359 on 


Evidence Is 
Fuzzy: FTC 


the old stock. 
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Time is running out for the ‘hands off”’ 
parental philosophy. Teenagers not only 
need, but want, discipline—a code to 
live by. They are headed for a life of 
unhappiness if they live only by their 
own standards in their formative years. 


This is the lead on a major feature in Cosmopolitan’s November issue on 
Teenagers. If you would like to read the complete article, ask us for a copy. 


ee aa: 


‘ — -In- depth of _ ‘signiticant contemporary t om 


An Answer to 
Juvenile Delinquency 


Curfews, punishment for parents, recreation, 
reformatories, probation — all have been 
tried, and found wanting. This answer 
attacks delinquency at its roots, in the few 
families which produce more than half of 
America’s potential young criminals. 


The 59,000,000,000 in 
Hot Little Hands 


As American parents of teenagers will aver 
with a sigh, the world belongs to the young. 
The young are pacesetters! An inside — and 
sometimes blood-curdling — look into the 
way the whelps are influencing our lives, 
habits, and artifacts. 


How to Be Young, 
Healthy and Beautiful 


A well-built body, more attractive teeth, a 
better complexion — with today’s new scien- 
tific knowledge, these are only some of the 
spectacular benefits teenagers with know- 
how can gain. 


Foreign Teenagers 


Their parents consider them children, buy 
their clothes, supervise their dates. But there 
are rock ’n roll rumblings of discontent. 
Many countries soon may be coming to 
America for advice about restive teenagers. 


California— 
Teenagers’ Paradise 


Socializing is easy and clothes informal in 
the 158,693-square-mile “Golden State,” 
where mountains, beaches and play-con- 
scious cities add up to a teenage pleasure- 
land. It’s no wonder the kids have fun. 


An Interview with 


Pat Boone 


“The first teenage idol that Grandma can 
dig, too.” He has over 2,500 fan clubs, and 
in 1956 became the youngest entertainer 
ever to receive the “Personality of the Year” 


award from the Variety Clubs of America. 
aad ee ae 
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This Week in Washington 


No Fair Market Value Deductions 
for Donated Space, Tax Bureau Rules 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Oct. 24—Internal 
Revenue Service has finally taken 
a firm stand on tax treatment for 
space which newspapers (and pre- 
sumably other media) give to 
worthy causes, and the ruling isn’t 
going to make life easier for such 
public service organizations as the 
Red Cross or the Advertising Coun- 
cil. 


In an effort to curb deductions 
claimed for these purposes, the tax 
people have decided that publishers 
cannot claim a benefit equal to the 
fair market value of the space. In 
fact, the ruling argues that the 
publication of gratuitous ads for 
charitable organizations is merely 
a service, and is not really a dona- 
tion or gift of property. 

Tax people agree the result is 


drastic, but they claim it is not 


quite as bad as it appears on first 
reading. Actual costs incurred in 
providing the ad, such as the cost 
of paper, composition, etc., would 
continue to be a deductible busi- 
ness expense. The chief effect 
would be that the publisher would 
be deprived of the possibility of 
taking a deduction based on the 
regular commercial rate for the 
space he provided. 

To justify their position, Inter- 
nal Revenue experts say the ruling 
fits four-square with a recent de- 
cision which prevents volunteer 
workers from charging off arbi- 
trary amounts to represent serv- 
ices rendered to charitable causes. 
On the other hand, actual costs in- 
curred, such as the purchase of a 
Red Cross uniform, are recognized 


as allowable contributions for per- 
sonal income tax purposes. 


Despite con- 
U.S. to Seek  gressional mut- 
Help Via Ads_ tering over “help 


wanted” ads by 
defense contractors, more of this 
kind of activity is cropping up. In 
fact, the government itself will 
soon be entering the competition, 
and ads under Uncle Sam’s signa- 
ture will be appearing in profes- 
sional, trade and college publica- 
tions in the hope of picking up 
some scientists and engineers to 
work on government technical pro- 
grams. 
The use of advertising to lure 
technicians from one defense job 
to another was severely criticized 
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last spring by a special House sub- 
committee, which claimed that the 
ads simply cause turnover, without 
improving the total number of 
technicians involved in defense 
work. Whatever the merits of the 
argument, the Civil Service Com- 
mission has decided that govern- 
ment agencies can’t stand with 
their hats in their hands. So in- 
structions are now being issued 
authorizing government agencies 
to use paid space. Professional, 
trade and college publications are 
recommended for recruiting, and 
paid newspaper space to announce 
visits by government employment 
representatives. 


General Serv- 
GSA Sweetens ices Administra- 
Building Deal tion may also re- 
turn soon to the 
ranks of government agencies using 
advertising. About a year ago, GSA 
bought space in several financial 
publications in an unsuccessful ef- 
fort to find investors who were 
willing to build public buildings 
for lease to the government. 
Now GSA Chief Franklin G. 
Floete is reviving the lease pur- 
chase program under a plan which 
sweetens the deal by allowing more 
competitive interest rates to in- 
vestors. In the near future he will 
seek offers on 10 projects scattered 
throughout the country, and it 
seems logical that he will once 
again use ads—presumably on fi- 
nancial pages—to make his needs 
known. 


New Defense 

Wilson Killed Secretary Neil 

Detense Ads McElroy appar- 

ently will not get 

to pass on a plan which would 

have allowed defense contractors to 

use a limited amount of general 

institutional advertising to protect 

their position in normal consumer 
markets. 

This long-sought relaxation in 
the defense plants had been part 
of a broad revision of defense cost 
standards circulated at top defense 
levels this summer. 

Now it is said that the change 
was vetoed by outgoing Defense 
Chief Charles Wilson during his 
final days on the job. Mr. Wilson’s 
position, reportedly, was that he 
wasn’t going along on anything 
which would result in further in- 
crease in the cost of defense items. 


Federal Trade 
Evidence Is Commission 
Fuzzy: FTC Hearing Exami- 


ner Joseph Callo- 
way conceded the other day that 
the Wybrant system of hair treat- 
ment (New York) might actually 
have benefitted some of the wit- 
nesses who defended truthfulness 
of Wybrant ads at a recent hearing, 
but he added he was convinced no 
hair treatment system can do any- 
thing about male pattern baldness, 
and that witnesses who say it does 
are deluding themselves into be- 
lieving what they want to believe. 
In issuing a cease-and-desist or- 
der requiring Wybrant’s ads to 
specify that the system won’t help 
in most cases, he reported that the 
firm’s most enthusiastic client was 
a man “whose head was almost 
completely bald on top after eight 
years of treatment.” He quipped 
that other witnesses produced by 
the company still have “high fore- 
heads.” # 


Lavenson Reports Stock Gain 

Lavenson Bureau of Advertising, 
Philadelphia, has reported that at 
the end of its fiscal 1957 (June 30) 
the price of its stock had gained 
260% in the four years since the 
agency was incorporated. In 1953 
employes were able to buy stock 
at $100 a share. When the price 
(based on book value) went up to 
$204 in 1955, the stock was split 
10-for-1. On June 30, the price was 
$35.91, or the equivalent of $359 on 
the old stock. 
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7 ase You Afraid of Your Teenager? 


Time is running out for the “hands off”’ 
parental philosophy. Teenagers not only 
need, but want, discipline—a code to 
live by. They are headed for a life of 
unhappiness if they live only by their 
own standards in their formative years. 
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This is the lead on a major feature in Cosmopolitan’s November issue on 
Teenagers. If you would like to read the complete article, ask us for a copy. 


An Answer to 
Juvenile Delinquency 


Curfews, punishment for parents, recreation, 
reformatories, probation — all have been 
tried, and found wanting. This answer 
attacks delinquency at its roots, in the few 
families which produce more than half of 
America’s potential young criminals. 


The %9,000,000,000 in 
Hot Little Hands 


As American parents of teenagers will aver 
with a sigh, the world belongs to the young. 
The young are pacesetters! An inside — and 
sometimes blood-curdling — look into the 
way the whelps are influencing our lives, 
habits, and artifacts. 


How to Be Young, 
Healthy and Beautiful 


A well-built body, more attractive teeth, a 
better complexion — with today’s new scien- 
tific knowledge, these are only some of the 
spectacular benefits teenagers with know- 
how can gain. 


Foreign Teenagers 


Their parents consider them children, buy 
their clothes, supervise their dates. But there 
are rock ’n roll rumblings of discontent. 
Many countries soon may be coming to 
America for advice about restive teenagers. 


An Interview with 
Pat Boone 


“The first teenage idol that Grandma can 
dig, too.” He has over 2,500 fan clubs, and 
in 1956 became the youngest entertainer 
ever to receive the “Personality of the Year” 


award from the Variety Clubs of America. 
. MI LY 7 COSMOPOLITAN 
; is really rolling! 


...edited in depth to create attitudes Jom 


A HEARST PUBLICATION 57th Street “and 8th Avenue, New York 19 * COlumbus 5-7300 ... Jan.-Nov. 1957 vs. 


By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING «+ HARPER’S BAZAAR «+ HOUSE 
BEAUTIFUL « SPORTS AFIELD « TOWN & COUNTRY « BRIDE AND HOME « MOTOR * MOTOR BOATING « AMERICAN DRUGGIST 


| California— 
, Teenagers’ Paradise 


Socializing is easy and clothes informal in 

the 158,693-square-mile “Golden State,” 
where mountains, beaches and play-con- 
scious cities add up to a teenage pleasure- 
land. It’s no wonder the kids have fun. 
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Radio Spots Need 
Creative Touch, 
Blair Exec Says 


New York, Oct. 22—John Blair 
& Co., radio station representative, 
emphasizes the need for intelligent, 
creative thinking in preparation of 
spot radio commercials in its dis- 
cussions with advertisers, Arthur 
H. McCoy, exec vp of the company, 
said today. 

“We don’t want the sound tracks 
from tv film commercials, nor copy 
originally made for print layouts,” 
he explained in giving a press pre- 
view of Blair’s presentation for the 
spot radio medium to be given to 
the Assn. of National Advertisers 
next week. 

In a question-and-answer ses- 
sion with reporters, the Blair ex- 
ecutive objected to the heavy busi- 
ness paper publicity given to the 
radio networks compared with that 
given those companies engaged in 
spot radio sales. National spot sales 
on the 43 radio stations repre- 
sented by Blair alone accounted 
for as much advertising volume as 
the NBC radio network or a com- 
bination of the ABC and Mutual 
radio networks, he said. 


® Blair’s presentation before the 
ANA also makes the point early 
that national and local tastes in 
music don’t coincide. During one 
week in August that he used as an 
example, only two numbers on 
Billboard’s list of the top ten tunes 
nationally figured in a local top 
ten for the St. Louis market. Local 
radio stations have made a real 
science of finding out what their 
listeners want in the way of music, 
he declared. 

The Blair executive pointed to a 
composite Pulse survey of eight 
markets in July showing 85.9% of 
the people interviewed as saying 
spot radio personalities advertise 
good products—with 61.6% identi- 
fying sponsored products and 
69.2% saying they would try a 
new product recommended by their 
favorite personality. This shows 
that the believability which these 
local personalities put into their 
shows can in turn rub off on an 
advertiser’s product, he said. 

“The personality who makes a 
smooth flowing easy-to-listen-to 
program is the guy who really 
makes the program special, and 
this is the big spot radio exclu- 
sive,” Mr. McCoy added. 


@ Spot radio’s out-of-home lis- 
tening audience is a powerful ad- 
vertising medium by itself, the 
Blair presentation asserted, with: 

1. 70% of all U. S. autos radio 
equipped. 

2. 83% of all new cars being sold 
with radios. 

3. 59,000,000 adults using their 
cars daily. 

4. 63.8% of employed persons us- 
ing their cars for home-to-work 
transportation. 


5. 33.5% as the average daytime 


sets-in-use figure on car radios. 

6. 23.8% as the average out-of- 
home addition to the in-home ra- 
dio audience. 


listener at the time the spot is 
broadcast, he said. 


3. The Dodge spot telling listen- 
ers they have to buy a swept wing 
Dodge to get a 1957 car. Dodge put 
‘half its advertising budget into 
|spot radio during the spring and 
}summer of 1957, the Blair presen- 
tation indicated. 


| 4. The Pepsodent “Wonder 
jwhere the yellow went” jingle. 
| This spot and 80% of the ad budg- 
et in spot radio produced the out- 
standing radio success story of 
1956, while continuation through- 
out 1957 is keeping the Pepsodent 
name constantly in the consumer’s 
mind, the Blair executive reported. 


5. Beechnut’s “I’m not talking 
while the flavor lasts” spot, whose 
portrayed characters range from 
Jesse James to Captain Bligh. 
Beechnut set aside two-thirds of 
its total ad budget for spot radio in 
1957, with the first schedules set 
to end Dec. 31, Mr. McCoy said, 
and added that early results indi- 
cate the medium will be a big sell- 
ing force for the company again in 
1958. 


6. Winston’s “tastes good like a 
cigaret should” spot. The Winston 
commercials are part of a heavy 
R. J. Reynolds Tobacco Co. fre- 
quency running for 52 weeks. With 
this schedule the company has al- 
ways had good time periods to 
reach and sell the people it wants, 
Mr. McCoy commented. 


® Spot radio had its biggest year 
in 1956, and yet the medium is 
40% ahead of last year so far in 
1957, Mr. McCoy said in presenting 
a list of advertisers who have re- 
discovered or discovered for the 
first time the power of spot radio. 

The more or less new advertiser 
product list presented by Mr. Mc- 
Coy covered those placing sched- 
ules on spot radio during the Sep- 
tember, 1956, to August, 1957, pe- 
riod and included products new to 
the medium or products which had 
no schedules longer than eight 
weeks in the two-year period prior 
to September, 1956. 

A partial list includes: 


Food—Blatz beer, Boyd coffee, 
Cherry Kijafa wine, Cloverbloom 
margarine, Daisy Brand _ sour 
cream, DeCaf coffee, Delaware 
Punch, Excelsior meat products, 
Fairmont Foods, Folger’s instant 
coffee, Gallo wines, Heinz baked 
beans, Junket quick fudge mix, 
Martinson’s coffee, New Spry, 
Tender Leaf tea, Virginia Dare 
wines, and Welch-Ade. 


Automotive—DeSoto, Exide bat- 
teries, Ohio Oil, Plymouth, and Su- 
per Shell gasoline. 


Appliance—General Electric pic- 
ture tubes, Norelco, and Schick. 


Drug & Cosmetic—Ben-Gay, 
Bonadettes, Candettes, Citroid 
|\Compound (Grove Laboratories), 
|Lady Esther cosmetic and toilet 
| preparations, Pacquin’s hand 
|cream, Quick Home Permanent, 
| Thylox shampoo, and Silk ’n’ Sat- 
in. 


Cigarets—Oasis and Hit Parade. 


Household—Niagara starch, 
| Kleenex paper towels, Praise (Le- 
iver Bros. Co.), Rit tints and dyes, 
}and Shinola shoe polish. 


Miscellaneous—Armour Verta- 


reach an agreement on affiliation 


SeaTTLe, Oct. 25—An affiliation 
venture between Frederick _E. 
Baker & Associates, Seattle, and 
Richard G. Montgomery & Associ- 
ates, Portland, was announced this 
week by the two agencies. 

Under the arrangement the agen- 
cies will handle some assignments 


AGREED—F rederick E. Baker (left) and Richard C. Montgomery 


between their agencies, Frederick 


E. Baker & Associates, Seattle, and Richard G. Montgomery & As- 
sociates, Portland. 


Baker and Montgomery Agencies Form Far 
West Affiliation but Retain Own Identities 


|talents of the 30-member Baker 
staff in Seattle, thus forming a 
creative group which we believe 
is unmatched in this region.” The 
Montgomery agency employs 20. 
The affiliation with C&H a year 
|ago was undertaken, Mr. Baker 
| said, “to provide tremendous crea- 


together, and the facilities of each | tive strength for northwest adver- 
agency will be available to the oth- tisers. In every way this has 
er. But there is no change in own-| proved eminently satisfactory. We 


ership and the agencies retain their are certain our affiliation with the 


own identities. The arrangement 
is similar to one Baker entered 
into a year ago with Calkins & 
Holden, New York (AA, Aug. 6, 
1956). 

For the past five months Baker 
and Montgomery have been work- 
ing together servicing the Cement 
Industry of Oregon account. “Based 
on that experience and a careful 
analysis of mutual interests in the 
two states,” the Baker agency an- 
nouncement said, “a decision was 
reached to formally establish the 
joint-venture relationship.” 


® Essentially, it is understood, this 
relationship consists of manage- 
ment coordination plus careful ac- 
counting of inter-agency work. 
“This association adds immeas- 
urably to our creative strength,” 
Mr. Montgomery said. “Our office 
now has access to the combined 


|Montgomery agency will 
|equally beneficial. 

“After a thorough examination 
of the Oregon agency situation, we 
concluded that a mutual agreement 
with the Montgomery organization 
answered our desire for expanding 
our own regional strength and 
consequently the regional strength 
of our advertisers.” 


prove 


# Some time after the affiliation 
|between C&H and Baker was set 
up, Mr. Baker and Irving Stimp- 
son, a partner, bought stock in 
C&H, and subsequently Mr. Baker 
was elected a director and vp of 
C&H. No stock purchase is antici- 
pated in the current joint venture 
of the Baker and Montgomery 
agencies, it is understood. 

The Baker agency was founded 
in 1940 and the Montgomery agen- 
cy in 1945. + 


Maddox Gets F&S&R 
Top Marketing Post 


New York, Oct. 24—John C. 
Maddox, vp and manager of the 
Cleveland office of Fuller & Smith 
& Ross, has been named senior vp 
in charge of marketing services of 
the agency, effective March 1, 
1958, and will make his headquar- 
ters here. 

Succeeding Mr. Maddox Jan. 1 
in the agency’s Cleveland office as 
vp and manager will be Kirk C. 


Tuttle, for the past 14 years with 
the Kudner 
Agency, where 
he has been ac- 


over management of the agency’s 
Cleveland office. 

In his new capacity, Mr. Maddox 
will supervise research, public re- 
lations and merchandising for the 
agency’s five offices in New York, 
Pittsburgh, Cleveland, Chicago and 
San Francisco. 

Mr. Tuttle, before joining Kud- 
ner in 1943, was secretary of the 
Foundation Plan, an investment 
trust. Before that he was in both 
the banking and brokerage busi- 
ness here and in Tulsa, Okla. # 


‘Supply House Times’ Bows 
First issue of the Supply House 
Times, a new national monthly 


® Mr. McCoy went on to discuss green, Beech-Nut gum, Benjamin 


six outstanding radio commercials | Moore paints, Delta airlines, Sili- | 


selected for the representative last|cone, DuPont paints, Greyhound 
summer by 150 agency experts and | Bus Lines service, Moore Business 
1,000 broadcasters: |Forms, Ray-O-Vac batteries, Root 
1. A Pepperidge Farm minute | Motors, and Seal-All auto acces- 
spot telling an ingredient story on |sories. # 
the bread product. Although this 
product had only limited distribu- 
tion, the commercial had so much 
“sock” that it ranked high in the 
Blair survey, he said. 


2. The “Where there's life, 
there’s Bud” series for Budweis- 
er beer. The commercial is pro-|ship, through Young & Rubicam, 
duced in many variations, each|begins in January and sells out 
tied to the probable mood of the |this western drama. 


Lipton Buys NBC-TV Show 
Thomas J. Lipton Inc., Hoboken, 
N.J., has purchased alternate-week 
sponsorship of “The Californians” 
on NBC-TV in the 10-10:30 p.m. 
Tuesday time slot. The sponsor- 


magazine for plumbing and heat- 
ing distributors, jobbers, their ex- 
ecutives and buyers, will be issued 
March 5, 1958, by Charles Horton, 
317 Howard St., Evanston, Ill. The 
initial circulation guarantee and 
rate base will be 12,000. Page rate, 
three times, will be $375. 


Puchaski Boosted to A.E. 

Ben S. Puchaski, formerly act- 
ing public relations director for the 
Geare-Marston division of Ruth- 
rauff & Ryan, has been promoted 
to account executive on the H. K. 
Porter Co. account of the newly 
merged Erwin Wasey, Ruthrauff 
& Ryan office of Philadelphia. 


count executive 
on the Goodyear 
Tire & Rubber 
Co. account. 


® Before he 
joined F&S&R’s 
Cleveland staff 
in 1941, Mr. Mad- 
dox had been as- 
sistant manager 
of the operating 
research department of Montgom- 
ery Ward & Co. He joined the 
agency as a research associate and 
|in 1954 was made research direc- 
\tor. The preceding year he took 


John C. Maddox 


Advertising Age, October 28, 1957 


|House Review of 


Broadcast Laws 
Possible: Harris 


(Continued from Page 1) 

of network broadcasting, pay tv 
and band allocations as examples 
of work which may be undertaken 
by the “legislative oversight com- 
mittee,” a newly established sub- 
committee of the House commerce 
committee. Legislative oversight, 
he said, means an attempt to “de- 
termine whether or not the provi- 
sions of the laws delegating powers 
to government departments and 
agencies are being carried out, or 
whether a great many of these 
laws are being repealed or re- 
vamped by those who administer 
them.” 

“Complaints have been voiced,” 
he said, “that the FCC has been 
inconsistent, to the degree of ap- 
pearing to be arbitrary; that some 
commissioners, in conducting com- 
mission business, have failed to 
observe the ordinary rules of pro- 
priety; that the communications 
industry has taken over the com- 
mission; that the commission has 
not been diligent in dealing with 
many communications problems.” 

The Barrow Report, he said, 
“points out that the forces of com- 
petition have been restrained 
through present tv network prac- 
tices,”’” whereas the laws assume 
that competition would insure 
broadcasting in the public inter- 
est. 

“Specifically,” he said, “Con- 
gress should determine what addi- 
tional powers, if any, should be 
granted to the FCC to counteract 
the concentration of power now 
existing in this field.” + 


Coca-Cola Testing 
6-Oz. Cans in 
Gary Steel Mills 


New York, Oct. 24—Reports 
that the Coca-Cola Co. is experi- 
menting with family-size caris with 
spouts for home refrigerators were 
denied here today by a company 
spokesman. 

However, he confirmed that 
Coca-Cola has been test marketing 
its product in six-oz. cans (without 
spouts) at the U.S. Steel Corp. 
plant at Gary, Ind. These tests 
have been successful, it was ad- 
mitted, but from the company’s 
point of view not entirely satis- 
factory because of technical prob- 
lems involved which it feels still 
have to be solved. 

Currently the company has no 
plans to extend its use of cans. 


# American Can Co. said that cans 
with spouts for soft drink bever- 
ages would involve too many diffi- 
culties in packaging, handling and 
storage to be practicable at this 
time. The company denied that it 
had been experimenting with cans 
of this type for Coca-Cola or any 
other soft drink manufacturer. 
Coca-Cola first started experi- 
menting with cans early in 1955, 
when it packaged its product in 
metal for the first time to supply 
U.S. military requirements in the 
Far East. It was handled exclusive- 
ly by Coca-Cola Export Corp. for 
export only (AA, April 4, 1955). + 


3 Papers Win Ad Honors 

The Philadelphia Inquirer, Lev- 
ittown Times and Doylestown 
Daily Intelligencer won top honors 
in their respective circulation 
classes in the classified advertising 
promotion exhibit contest of the 
Pennsylvania Newspaper Publish- 
ers Assn. The Inquirer won in the 
class of newspapers with over-75,- 
000 circulation; the Times won for 
newspapers with 25,000-75,000 


circulation and the Intelligencer 
won for papers with under-25,000 


circulation. 
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OUTDOOR See YEAR 'ROUN 
FOR QUALITY BAKERS 


i Outdoor Advertising Jy Saal 


“Quality Bakers’ most successful advertising campaigns 


use Outdoor. Our advertising strategy is based on striking 
with a heavy concentrated campaign in print and time media 
& My. R. L. Schaus two or three times a year—and—using Outdoor as the medium 
: y 


Advertising Manager to support our program for twelve months of the year, 
Quality Bakers of 


America Cooperative, Inc., says: 


steadily, week in and week out, hot seasons, cold seasons, holiday 
seasons, every season. Outdoor puts over a direct and short 
sales story at a single glance to all ages and classes of people.” 


8 out of 10 food purchasers are poster readers. Posters sell them on their way to buy!* 


OUTDOOR ADVERTISING INCORPORATED | & é 


z 
NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM ., oe 2 be 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising 
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Another true-to-life story about some make-believe characters 


Why are touchdowns 


more important than conversions 


in Chicago? 


L, the fall young ladies’ fancies used to turn to thoughts of Muscles 
PKX< Fe e% ‘ , 
Monahan, \) fC ) a touchdown artist from old Sigh-U. 
4) AGS 
aoa UJ 
And after graduation the object of all this adulation cashed in on 
his gridiron fame. But not in the way you may suppose, 


He opened a chain of sporting goods stores specializing in everything 


from aqualungs to zweat zox. However, Mr. Monahan 
concentrated on single item promotions—and featured single ‘‘loss leaders’ in his ads. 
“T’ll rely on impulse purchase for the rest of my business,” 


muttered Mr. Monahan. 


“But experience proves that’s not the way to win the game,” volunteered Joe, Monday 


” 
morning quarterback from the Chicago Tribune advertising squad. std .™ = 
a /NOE 


“Impulse purchases, like conversions, are important,” continued 


Joe, ‘but first you’ve got to score the touchdowns before you get a chance to kick 


>) 
the extra points. }* 


Cs So score your touchdowns by bringing Chicago 
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sportsmen into Monahan’s. Then think about the extra points of impulse purchasing.” 


And Joe elucidated further: 
‘*“Research shows that even in the big department stores, impulse purchasing accounts 
for less than 25% of total sales. A basic desire for a product > Rk 
SS) 
precedes all purchases—impulse or otherwise. And this desire often results from 
advertising. Giant retailers, both in the drug and general merchandise fields, have 
already learned that their greatest success results from advertising a variety 


\OY As 
of products 5 = 


s| in order to create a variety of these desires.” 
“‘Why not take a lesson from these old pros,” coached Joe, 
“and abandon your loss-leader advertising? It’s apt to make some people think 
Monahan’s is a cut-price, ‘fish-now—pay-later’ operation—which it 
4f/ 
isn’t. You’ll gain ground faster ‘ : if you establish Monahan’s 
_—— SE 
in the minds of Chicagoans as the place to shop for all sporting goods needs.” 
“And speaking of your gaining ground,” added Joe dramatically, 
“T happen to know the name of an advertising medium that has proved itself able to 


fill the stands for big and little Chicago retailers.” 


So while Joe sat on the sidelines and led the cheers, Muscles Monahan 
ran over the competition and scored heavily with a new system of advertising 


in the Tribune. 


Now maybe you sell fashions or ferneries = 


footballs. But if you want to sell more of them in Chicago, look up Joe. Nobody 
knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. And 


Joe’s the one to give the facts to you. 


Chicago Tribune _ 
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The Editorial Viewpoint... 


Split Atoms? Sure! Run Slides? No! 


We have long held that the American genius for mechanics has one 
tiny flaw, not too different from Achilles’ painfully human heel. Any 
child can run a steam engine or handle dangerous chemicals. Prac- 
tically any normal] teen ager can take an automobile apart and put it 
back together. And a number of kids we watched grow up think rel- 
atively little of the job of splitting an atom. 

But no one can run slides through a machine. And this definitely 
includes those full-scale unionized “professionals” who are thrust 
upon us in all the best hotels and auditoriums. 

At the concluding panel of the Audit Bureau of Circulations meet- 
ing in Chicago last week, A. Edward Miller, assistant to the publisher 
of Life, was the victim of as gross a foul-up of slide projection as we 
have seen in a long time. And we mention this here only to report that 
in our opinion, Mr. Miller did as magnificent a job of living through 
it as anyone we have ever seen. He (miraculously) kept his good hu- 
mor, despite a continuing barrage of wrong slides, upside down slides 
and backward slides. He even managed to get his basic story across 
to his audience, which is practically a miracle under the circum- 
stances. 

But the point of this editorial is not to congratulate Ed Miller on a 
sterling performance under extreme difficulties (which we do), but 
to take the slide machine industry to task for not having developed a 
machine which is so simple that even an idiot can operate it. If the 
automobile industry can do it, surely the slide machine people can, 
too. 

And the very first improvement should be the development of a 
machine into which slides are put right side up and forward in the 
first place, so that the operator doesn’t have to guess how to make 
them come right side up and forward on the screen. 

It seems to this non-mechanical mind that it ought to be the sim- 
plest possible thing to build a machine that does not require the slides 
to be inserted upside down or backwards, or sideways, or in some 
other nonsensical fashion. Why not add another lens or a couple of 
mirrors and let the operator put the slides in exactly as he wants 
them to appear on the screen? 

This alone would eliminate 20 or 30% of the existing confusion, and 
mark a major technological gain for American business! 


Listerine and Food & Drug 


The seizure of a shipment of Listerine by the Food & Drug Admin- 
istration was a shocker, and one which deserves careful study. 

We are not too clear about the whole thing, beyond the fact that 
the seizure was made on a mislabeling charge, in connection with 
advertising which claimed that Listerine would kill Asian flu germs 
as well as other germs. Until we discover precisely what is at issue, 
it is difficult to generalize, but it is not difficult to figure out that this 
action by Food & Drug, based on advertising designed to strike a 
timely note, seems to be marking a new and dangerous pathway. 

We can add, also, that the U. S. Public Health Service and the med- 
ical profession in general do not, by any means, look good in con- 
nection with the Asian flu situation. Here is a disease, admittedly of 
generally mild course, which has been ballyhooed out of all pro- 
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“That last brainstorming session turned into a big wind storm.” 


portion, apparently for the benefit 
druggists and maybe doctors. 

Now Food & Drug says Listerine 
it can be helpful with Asiatic flu, 
inoculation is the thing—the while 


It’s an impertinent question, but 
it—are we to be bilked only under 


It is now high time that (a) the 


meeting conflicts. 


of interest to him. 


alistically to each other in order tc 


Consumer Credit Problem 

Some of the problems related to 
the increase in consumer credit are 
illustrated in the story of the sales- 
man who was trying to sell a 
housewife an electric dishwasher. 

He said, ““Madam, if you buy this 
dishwasher it will help yeu to save 
the cost of a maid. You will be 
saving money every month.” 

The housewife replied, “Well, I 
am not so sure we can buy it. We 
bought an automobile to save bus 
fare. Then we bought a television 
set to save movie and entertain- 
ment expense. Last week we 
bought an automatic clothes wash- 
er in order to save laundry bills. 
You know, mister, I think we are 
saving about as much now as we 
can afford.” 


National Bank of Chicago, speaking 
before the Farm Equipment Institute 
in Chicago. 


It Works Like a Tire 


There are several kinds of Fla- 
tion. The best known, of course, 
are in-flation and de-flation. But 
these are both bad words, so the 
semanticists invented a couple of 
new terms: re-flation and disin- 
flation. They permit finer distinc- 
tions—and more involved ex- 
planations. But no matter how you 
slice it, the price of boloney keeps 
rising. 

As we understand it, if we do, 
|the thing works like a pneumatic 


| Homer J. Livingston, president, First | 


of a handful of vaccine producers, 


has a lot of nerve advertising that 
but the government officially says 
there is plenty of medical opinion 


that the inoculation is worse than the disease. 


nevertheless there is some point to 
“official” auspices? 


Too Much Meeting Confusion 


number of meetings in the adver- 


tising and related fields be reduced, or (b) a more careful job of co- 
ordination among the various associations be undertaken to prevent 


The conscientious adman, or marketing man, or media man, must 
now develop a schizophrenic physique if he is to attend the meetings 


We suppose it is too much to hope that the number will be re- 
duced; but we certainly hope the schedule makers will talk more 


re- 
» prevent major conflicts. 


a + an 


What They're Saying... 


tire. If you put in air, that is in- 
flation; if the tire is punctured 


it is underinflated and you add 
air, that is reflation; if it is over- 
inflated and you let some air out, 
that is disinflation, Simple, isn’t 
it. Still the price of boloney keeps 
rising. 

—From “Arizona Progress,”’ published 

by Valley National Bank, Phoenix. 


Adman’‘s Genius 

It used to startle me to hear ad- 
vertising men make casual state- 
ments that in many fields such as 
gasoline and cigarets the products 
are “all the same.” Now it becomes 
apparent why they can be so com- 
placent. It is the advertising man’s 
genius that makes products seem 
jcompellingly different im our 
minds. 


| —From “The Growing Power of Ad- 
| men,” by Vance Packard, in the Sep- 
tember Atlantic Monthly. 

| 


| Store Image, Too 
You hear the term brand image 


used a great deal in marketing cir- 
cles today. It is just as important 
to build a store image as a brand 
image. Retail stores must use all 
marketing tools at their command, 
and they must be planned and co- 
ordinated to create an efficient 
image and a saleable package. 


—Robert S. Larkin, director of chain 
store sales, Philip Morris Inc., speak- 
ing before the Des Moines Advertis- 
ing and Selling Club. 


and loses air, that is deflation; if) 


Advertising Age, October 28, 1957 


Rough Proofs 


Malcolm Muggeridge lost his job 
with the Sunday Dispatch of Lon- 
don for referring in his Post article 
to the activities of Queen Elizabeth 
as “a royal soap opera.” 

Maybe he should have added 
that it always gets a very high rat- 
ing. 

F * 

Ray Mithun wants to “break the 
media barrier” by using novel and 
unconventional graphic techniques 
in advertising. 

He suggests you throw away 
your slide-rule and start thinking. 
e 

Purdue, which hadn’t won a 
game, beat Michigan State, tops in 
national ratings, which hadn't lost 
one. 

The only college football team 
which always seems to run true to 
form is Oklahoma. 


J. M. Kesslinger says advertising 
agencies are too much like public 
utilities, and don’t get enough fun 
out of their work any more. 

They are inhibited by Starch re- 
ports, Nielsen ratings and the cli- 
ent’s sales curve. 

- 

Richard R. Deupree says FTC’s 
objection to P&G acquiring Clorox 
because of its promotional skills 
overlooks the fact that a merchan- 
dising success is based on a good 
product. 

Maybe the boys in Washington 
are overrating the hidden persuad- 
ers. 

. 


There was a conference at the 
summit during the ABC conven- 
tion in Chicago when Nelson Bond, 
chairman of ABP, was photo- 
graphed in friendly conversation 
with Russ Jaenke, chairman of 
|NBP. 

° 

Washington Pacific Telephone 
Co. is running a campaign ad- 
dressed to teen agers to increase 
use of Mr. Bell’s conversational in- 
vention. 

| Sales resistance is reported at 
labsolute zero, 


+. 
“A Hearst magazine keyed for 
ithe girl with a husband in mind!” 
That should encompass approx- 
imately 99.44% of the entire gal 
population. 
e 


Ken Dyke, who has retired from 
the agency business as vice-presi- 
dent of Young & Rubicam, has one 
unique distinction: He’s the only 
adman who emerged from World 
War II with the rank of brigadier- 
general. 


e 
Hilliard Henson, of the Beau- 
mont Enterprise, thinks Texas 


should embark on a nationwide 
advertising campaign to explain 
the commonwealth to the rest cf 
the country. 

It would at least give the tv 
comics some new material for their 
standard jokes about the Lone Star 
State. 

. 

The French Government Tourist 
Office says, “There’s a great deal 
more to France than Paris and the 
Riviera.” 

But it’s hard to explain their at- 
tractions to American tourists after 
they’ve seen les girls at Folies Ber- 
gere and the Lido. 


Copy Cus. 
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Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 
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Here’s a daily feature of The Inquirer that typifies the newspaper's resolution to live up to its 
obligations as a citizen of the community it serves. 


“Delaware Valley Dateline” affords a forum for neighborhood, club, civic, fraternal and similar 
organizations to send news of their activities to an immediate—and wider—public. Personalities 
play their persuasive role and readership studies testify to the high interest of The Inquirer’s 
audience in this “little news” that plays a big role in daily living. 


“Delaware Valley Dateline” is a planned feature ... part of an overall plan that demands that 
The Inquirer inform, entertain, and interest its readers. 


Constant attention to careful editing and writing—and to the daily needs of the community— 


has won outstanding reader loyalty. This loyalty is reflected in the advertising leadership 
enjoyed by The Inquirer. 


a Tee, The Philadelphia Inquier 
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Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 

CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Andover 3-6270 Woodward 5-7260 Garfield 1-7946 


Dunkirk 5-3557 
MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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This is the FG MAES EA story... exciting, profitable 


FOR YOUNG HOMEMAKERS 


and, above all, alive. That’s because your advertising 


m LEMAR Ee) reaches a concentrated market 


FOR YOUNG HOMEMAKERS 


of known buyers, young families with the need, 
desire and ability to buy. When it comes to 
buying productive media, for advertising infrequently 


purchased home products, make your first choice 


LIV nea, the The Time Of Purchase Magazine! 


For a showing of the Time Of Purchase sound-slide film 


Write Charles H. Coffin, Advertising Manager, Living for Young Homemakers, 575 Madison Avenue, New York 22, N.Y. 


© Street & Smith Publications, Inc. —1957 


Advertising Age—September 9 Advertising Age—September 16 


\ hat is the Who is at the 


Time of Purchase Market? : 9 
Time of Purchase? 


It’s the young homemaker 


market that needs your product America’s young homemakers, 
NOW... and [RR is 


the Time of Purchase Magazine 


who need your product 
NOW...and who read FOMAR RE 


The Time of Purchase Magazine 


The Time of Purchase market is the one that has the need, the mterest, and 
money to buy your product RIGHT NOW Amereca's young homemakers! 
“quentis chased home 5 


Who builds your profits’ Families who are at the Time Of Purchase 
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When is the Time of Purchase ? 


NOW... for young families with the need, 
desire and ability to buy...who read Ke 


the Time of Purchase magazine 


If you're selling infrequently purchased home goods 


the time for you to make that sale is NOW 


before your competition does. Living for Young 


Homemakers is edited on/y for America’s 
young families who are buying, building or 
rernodeling homes. More than any other market 
they have 
to buy that put them at the Time Of Purchase 
And they believe in Living' 


first year that young homemakers subscribe to 


the need, the interest and the money 


Slatieties show that in the 
Living. their ownership of homes increases 40°, ; of 
of dryers, 73°, ; 

That's 


only Living tells them what to buy, where 


automatic washing machines, 43°, 


of kitchen cabinets, 60 because 


to buy and how much to pay. Invest your first 


advertising money in this T.O.P. market. 


LIVING 


R YOUN 


The Time of Purchase init 


S75 Mecwe 


on Avenue + New Yors 22. New ¥ 


A STREET AND SMITH PUBLICATION 


ee! 


Advertising Age—September 23 


Advertising Age—October 7 


Because only families with the 
need, interest and ability 
to buy, read FGMAR Re 

The Time Of Purchase Magazine 


Only vou 


ng families at the 


Time Of chase, that short interval 
when infrequently 


purchased home goods are sold 


read LIVING. In fact. they use LIV 
Time Of Purchase they are changing their. place of 
residence. building or buying a home. LIVING is the harne 
magazine directed to young families, telhag them wh 
where buy and how ao 
or “ ’ " y 
w« YOUR bust wer t wer month after 
IRST rucing ft n r Fie 
fa ie t th arch . ] 
mid use VI For Young Ht r 


: The ff Time Of Purchase oa 


O78 Medison Avenue * New Yors 22 


ow Yo 
A STREET ANOS BMITH PUBLICATION 


© ee be Peete men me 97 
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ere is the 
Time of Purchase Market 


Wherever young homemakers 
begin new homes and furnish 
them...and[¥RUINKGis their 


Time of Purchase Magazine 


Whether they're renting a home. remodeling, building or buying or just moving into 
a new apartment, young homemakers in the first changing years of 
marriage are at the all important Time Of Purchase! That's the crucial time when 
need, interest and ability to buy « duce © sales 
.. and for infrequently purchased home goods, it may be once in a lifetime 
It's no coineadence that these Time Of Purchase young homemakers 
read Living, because Living is edited only for them. telling them what to buy, 
where to buy and how much to pay. Past-moving, fast-buying young 
marrieds use Living for Young Homemakers as their buying guide! You'll sell them 
faster, at the Time Of Purchase, in Living for Young Homemakers 


LIVING 


FOR YOUNG + 


vombine to f immediat 


S7S Macisen Avenue + New Vors 22 


Advertising Age—September 30 


Advertising Age— October 14 


HOW ean you 


be there at the 
Time Of Purchase? 


Advertise to the families who need 


your product ...in FEMAR Re 


The Time Of Purchase Magazine 


Timing is one of the most important factors in selling anything, 
especially infrequent!y purchased home products 

You must be there at the Time Of Purchase—-that short 
interval when the need, the interest and the ability to 

buy are combined to make a dynamic buying force Young 
homemakers, reading LIVING, are your FIRST market — 


They are building, moving and BUYING! They are at 
the Time Of Purchase. It is at this time that LIVING 
tells these young families what to buy, how to buy, bow 


much to pay and where to buy. This is ihe time when 
the advertised brand known by this market agerts 
ite eales strength. This is the Time Of Purchase! 


LIVING 


FOR YOUNG HOME) 


The Time Of Purchase Magazine 


S'S Medeor Aver 


+ New Yors 22 New Yorn 
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EVEN IN GREEK IT’S: “Sell the POST 


"Emnpecoate toc a&vayv@otac Tic EpnuEepidoc 


NOZST Si& v& Emnpecoovv Kai avdtoi &AAouc! 


INFLUENTIALS — they tell the others!” 


‘Patronizing’ of 
Grocery Field by 
Admen Hit by Willis 


New York, Oct. 22—Paul S. 
Willis, president of the Grocery 
Manufacturers of America, charged 
last week that Madison Ave. is too 
“glib” and “patronizing” toward 
the grocery trade. 

Speaking at the fourth annual 
new product seminar sponsored 
by Hilton & Riggio, Mr. Willis 
said this attitude is one of the 
examples of conformity prevalent 


today in advertising agency work. 


Another—about which “much 
has been said,” he noted—is the 
“sameness of advertisements for 
competing products and the ten- 
dency to imitate themes and ap- 
proaches that have been successful 
for others.” 

Discussing the “patronizing Mad- 
ison Ave. attitude” toward the 
trade, Mr. Willis said: “In the 
food industry, management has 
found it necessary to actively urge 
that agency men expose them- 
selves to grocery buyers. The fact 
that many agency men apparently 
have to be told to do this is evi- 
dence of conformity to a concept 
of client service which has be- 


come outdated.” 


® Mr. Willis added that “some 
agency men apparently don’t real- 
ize that in the present tough mar- 
keting era the client needs much 
more than so called ‘smart’ con- 
versation and ivory towered pre- 
sentations. Account executives and 
copywriters must have an _ inti- 
mate understanding of trade view- 
points in order to make realistic 
recommendations on such subjects 


an excellent time period as product improvement, package 
redesigning, label changes, price 


and a PROVEN SALES adjustments and merchandising 
RECORD. = 


—L s Arthur C. Nielsen Jr., president 
of the A. C. Nielsen Co., told the 
seminar that within a group of 
100 food and drug commodities, 
“three out of every 10 leading 
brands were knocked out of first 
place in the last 10 years by new 
brands.” 
| Mr. Nielsen said the largest sin- 
gle cause contributing to this de- 
|cline was “a better product in the 
hands of an aggressive competi- 
tor.” 
| And he added: “Failure to keep 
| ee product up to date was the No. 
1 brand killer in American indus- 


R | try.’ 
Ane See SeRNER, Ferest VOU When COCOA MARSH we ibs Seiad wadd Gn tt meet 
CIRCUS has more new cartoons entered the arena the | common errors made in test-mar- 
et ae impact of TERRYTOON keting new products are: 


1. Failure to select an average 
other station in New York. 


TERRYTOON CIRCUS 


On the inside there’s 
a TV program that 


There’s a big audience, 


Step right up timebuyers 
for an extra-ordinary 
selling opportunity 
this Fall. 


has everything! 


During the course of a month... 
TERRYTOON CIRCUS 
reached 42% of all 


New York TV homes! * CIRCUS was felt by a | market. 


. . 2. Failure to develop a promo- 
110% increase in their  teneh plan. tg 


3. Over-spending on promotion 
~ay : |in a test market. 

4. Failure to measure the total 
_market, including competition. 

5. Failure to measure all possi- 
ble sales-influencing factors. 

6. Failure to allow enough time 
for customers to buy and re-buy. 

7. Failure to expose the product 
| to competitive counter attacks. 

8. Failure to employ proper sales 
auditing procedures. 

It has been Nielsen’s experience, 
he said, “that the most successful 
product innovations involve more 
| than one move and more than one 
| phase of the entire marketing pro- 
|gram. Coordination is the key 

word.” # 


The ringmaster extraordinaire 
is veteran CLAUDE KIRCHNER, 
demonstrating his powers 
of personality 
persuasion. 


And the TERRYTOON CIRCUS is 
the only multi-weekly half-hour 
children’s show on television in 
the 7-7:30 PM slot 


So hurry, hurry, hurry... 
you can’t afford to miss this 
outstanding sales 
opportunity. 


Eastman Offers Pamphlet 

Eastman Kodak Co. has issued 
| “Foundation for Effective Audio- 
| Visual Projection,” a 20-page 
|pamphlet. Inclided are _ sections 
}on how room facilities, seating 
plan and screen size and type, 
| speaker location, projector loca- 
|tion and other factors contribute 
|}to effective use of audio-visual 
equipment. The pamphlet is avail- 
able without charge from Sales 
| Service Publications, Eastman Ko- 
| dak Co., Rochester, N. Y. 


and selling 


AL READERS 

ERS, VIEWERS 
claims that your agency, 
clients or personnel have committed 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 


A Division of 


RKO 


Teleradio Pictures, inc. 


it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


“2 hg Tenth. Kansas re _* a 
107 witnam mr oe 100°bu Bus 


Jackson 


WO R -T , —— 


New York 
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Balance 


The New Yorker has found that it serves both its 


readers and its advertisers more effectively if it tries to 
maintain an intelligent balance* between editorial and 


advertising pages and an interesting variety in both. 


*A publishing principle which has guided The New Yorker for thirty-two years, 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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Air-Plant with Air-Wick 
Bows in N.Y. Newspapers 
American Natural Ferns 


| the flower pot. Designed for the 


}a bottle of Air-Wick concealed in|ums, roses and tropical plants. 


the first of the year, radio and tv 


Air-Plant was tested in West-|spots will be used. National dis- 
Co.,| housewife who would rather con-| chester newspapers this summer.|tribution in supermarkets, hard- 


New York, will introduce its new |ceal the fact that she is using a|New York advertising will start | ware and department stores is be- 
Air-Plant to New York and Long | deodorizer in her home, the prod-| with full-page ads in the Long Is-|ing planned. Ben B. Bliss Co., 


Island in November. Air-Plant is;uct simulates several 
an artificial plant which contains|plants: African violets, 


kinds of|land Newsday, New York Daily 
gerani- |News and New York Post. After 


| 
' 


New York, is the agency handling 
the account. 


bigger than — 


Dallas,Texas ... 
Portiand, Oregon. . 
Denver, Colorado. . 
Columbus, Ohio .. 
Louisville, Kentucky . 


Young Giant Market . 


COPLEY News Service. 


SAN DIEGO- 
YOUNG GIANT MARKET 


1956 Restaurant Sales: 
$77,933,000 


With restaurant sales totaling nearly $78 million, 
San Diego ranks 22nd among 
the nation’s 262 Metropolitan County Markets . 


$73,174,000 
73,167,000 
72,645,000 
70,284,000 
67,591,000 


To sell San Diego . . . to capture this prosperous 
. . advertise in The San Diego 
Union and Evening Tribune. 83% saturation coverage! 


Sales estimates copyrighted 1957 Sales Management Survey of 
Buying Power. Further reproduction not licensed 


“The Ring O of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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‘Kool and Viceroy 
Promotion Allowance 
Illegal, FTC Charges 


WASHINGTON, Oct. 22—The Fed- 
eral Trade Commission today 
charged Brown & Williamson To- 
bacco Co. with giving illegal pro- 
motional allowances for Kool and 
Viceroy cigarets to large food and 
drug chains and vending machine 
operators. 

The complaint is similar to 
charges which FTC has levied dur- 
ing the past two years against 
other leading tobacco companies, 
including American Tobacco Co., 
Liggett & Myers, Philip Morris 
and R. J. Reynolds. 

FTC listed eight chains which 
allegedly received display materi- 
als or radio-ty benefits which 
were not available to others. It 
said payments of $5 to $12 per ma- 
chine were made to six favored 
vending machine firms, without 
making similar benefits available 
to competing machine operators. 


s Chains cited by FTC included 
Thrifty Drug Stores, Los Angeles; 
Walgreen Co., Chicago; United- 
Cigar-Whelan Stores, Brooklyn; 
Peoples Drug Stores Inc., Wash- 
ington; Katz Drug Co., Kansas 
City; Cunningham Drug Stores, 
Detroit; Food Fair Stores, Phila- 
delphia, and Union News Co., New 
York, 

As examples of payments to 
vending machine companies FTC 
cited allowances to Davidson Bros., 
Los Angeles; Los Angeles Cigaret 
Service; Automatic Merchandising 
Co., San Francisco; San Francisco 
Cigaret Service; Automatic Mer- 
chants, Cambridge, and Metro To- 
bacco & Candy Co., Brookline, 
Mass. + 


Corinthian Names Salk 

Robert H. Salk, formerly direc- 
tor of sales of Screen Gems, tv film 
producer-distributor, has been ap- 
pointed director of programming 
of Corinthian Broadcasting Corp. 
Corinthian operates KOTV, Tulsa; 
KGUL-TV, Galveston; WANE and 
WANE-TV, Fort Wayne, and 
WISH and WISH-TV, Indianapo- 
lis. 


Spain Gets Sponsored TV 

Ziv Television, Cincinnati, an- 
nounces that “Highway Patrol” 
has become “the first sponsored 
show to be accepted by Spain’s 
government-owned tv operation.” 
The Ziv show, which has been 
dubbed in Spanish, will begin run- 
ning shortly in Madrid under the 
sponsorship of N. V. Philips, Dutch 
electronics company. 


Wells Named KSEW Head 
Herb Wells, formerly assistant 
to the executive director of broad- 
casting and films of the Presby- 
terian Board of Foreign Missions, 
has been named to succeed the 
Rev. Hendrick Van Dyke as gen- 
eral manager of KSEW, Sitka, 
Alaska, which is operated by the 
Presbyterian Church. 


O’Lavin to Allis-Chalmers 

Barney O’Lavin has been named 
coordinator of institutional ad- 
vertising, public relations divi- 
sion, Allis-Chalmers Mfg. Co., 
Milwaukee. He formerly owned 
and operated a travel service in 
Fargo, N. D., and once headed the 
O’Lavin-Flint Advertising Agen- 
cy in Fargo. 


MASAI's ‘Post’ Raises Rates 

New rates have been announced 
for the Post, bi-monthly magazine 
published by the Mail Advertising 
Service Assn. International, De- 
troit. One-time rates for a b&w 
page go from $150 to $170, effec- 
tive Feb. 1, 1958. 


Raymond Moves Office 

Raymond Advertising Agency, 
Newark, has moved to larger quar- 
ters at 221 Washington St. 
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Vague, misty influences don’t count in today’s scramble 
for sales in the building field. Experienced sales and 
advertising executives know it’s the builder who is the 
buyer and that the entire market must be covered .. . 
home building, non-residential light construction, and the 
big modernizing-remodeling business. Only in PRACTICAL 
BUILDER can this be done effectively . . . and for that 
reason smart advertisers are picking PB. It reaches more 
builders, more builder buying power than any other 


builder magazine . . . at the lowest cost. 


Practical Builder 


5 South Wabash Avenue, Chicago 3, Illinois 


Published by Industrial Publications, Inc., with the famed DSF—builder’s Data & Specifica- 
tions File, Building Supply News and other outstanding building industry publications. 
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If you sell through Industrial Distributors, 
here’s your ‘‘National”’ hookup with “Local” impact 


P.S. And if you don’t, 
find out what they can 
do for you. nee for 
7: new free handbook, 
“Industrial Distributors 


Industrial Distribution 


A McGraw-Hill Publication (ABC ABP) New York 36 


Ketchum, MacLeod Names 3 

Ketchum, MacLeod & Grove, 
Pittsburgh, has appointed Worth 
Seymour and Kenneth C. MacDon- 
ald account executives in its public 
relations department. Mr. Seymour 
formerly was a public relations 
consultant for Alfred Colle Ad- 
vertising, Minneapolis; Mr. Mac- 
Donald previously was a research 
analyst with the Federal Central 
Intelligence Agency. Ketchum, 
MacLeod also has promoted Allen 
R. McGinley from assistant art 
director to art director. 


New York, Oct. 22—‘People 
simply cannot absorb all of the 
selling messages to which they are 
exposed and, consequently, close 
their eyes and ears to a good por- 
tion of today’s advertising. 

“The major job of the motion 
picture advertiser is to find and 
concentrate his selling in those 


specialized areas where he can 
hope to break through this wall 


You can now have an entire 


Reference Library 


on the 


Greater Cleveland Market 


The more you know about a market—the better you 
can sell in that market. In Greater Cleveland (1.2%, 
of America’s Retail Sales) there are first rate oppor- 
tunities for important sales. The Plain Dealer has 
prepared a number of definitive studies on many 
commodities— and on the nature of this market. 


Set up your own Cleveland marketing library. 


Write for any of these studies. 


S-10—-RETAIL PURCHASING BY 
ECONOMIC LEVELS-—lIdentifies the 
shares of retail purchasing, total and of 
various commodities, with economic levels 
and geographic areas of the County. 


R-44— LIQUOR SALES, 1956 — Retail and 
wholesale sales, by type, brand and bottle 
size, by areas of the Total Cleveland Market. 
More than half of Ohio's total 1956 sales. 


S-16—WHERE SALES ARE-—in The Com- 
pact Cleveland Market — Individual county 
volume and share of Cleveland Market — 
Total retail sales, food, drugs, automotive 
goods, major appliances, radio — television 


and liquor. maximum sales. 


The Cleveland 
PLAIN DEALER 


Represented by Cresmer & Woodward, Inc., New York, 
Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


S-14—MAJOR APPLIANCE, RADIO, T-V 
SALES-—The sales of more than 480,000 
appliance, radio and television units, 
detailed by commodity to each of the coun- 
ties of the Total Cleveland Market. 


M-30— FOOD FACTS—The organizations 
and sales coverage of those who compose 
the distribution system of food store prod- 
ucts in the ‘Total Cleveland Market. 


S-12— FOOD STORE SALES — Reported 
by The A. C. Nielsen Co. Sales volume, dis- 
tribution and other sales essentials, of a 
variety of food store commodities, define 
the areas and store types that bring you 


f The Cleveland PLAIN DEALER *3?°""—— = — 


S-19—-WHERE TO LOOK FOR NEW 
CAR SALES—-The census tracts of the 
County are ranked by annual new car pur- 
chases per 100 families for the three year 
period, 1953-1955 


S-18—1956 NEW CAR SALES-The 79,391 
cars sold in 1956 detailed by makes to each 
of the 342 census tracts of the County to 
pin-point your areas of saies opportunity. 


S-20-—WHO BUYS STATION WAGONS 
In the low priced field, 78% by the better- 
economic-half of the County’s families. Pur- 
chases reported by the individual census 
tracts of the County. 


4 
| Market Research Dept. + Cleveland 14, Ohio | 
| Please send me the following publications. l 
| (Circle numbers desired) | 
1 s.0 $-12 M-30 $-18 8-19 | 
. S-20 S-14 R-44 S-16 
| Name ! 
Address : 
| City State l 
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Advertising Age, October 28, 1957 


Concentrate Movie Ads in Areas Where You 
Can Break Through Ad Volume: Lipton 


of advertising volume.” 

That recommendation was made 
here last week by David A. Lipton, 
vp of Universal Pictures Co., in an 
address before the company’s sales 
executives. 

“The American public today,” 
he said, “is exposed to more ad- 
vertising, through more media, in 
more ways, than at any time be- 
fore. In addition to the sheer vol- 
ume of advertising, the public is 
also being hit from all sides with 
the most highly developed adver- 
tising and merchandising tech- 
niques and skills the world has 
ever known.” 


® To achieve its advertising ob- 
jectives, Mr. Lipton said, the mo- 
tion picture industry must do more 
selective pre-selling to achieve 
penetration. 

To substantiate his statements, 
Mr. Lipton pointed out that the 
per capita advertising expenditure 
in the U.S. has risen from $16 
in 1940 to $58 per person in 1957 
which he said represents a total 
advertising expenditure of over 
$9 billion a year. 

“We no longer can afford to 
scatter our shots,” he said. “We 
must forget the shotgun approach 
and employ that of the sharp- 
shooter. Advertising dollars alone 
cannot do the job. We must spear- 
head each campaign with the pre- 
selling medium that will best 
reach the potential audience for 
each particular picture.” 


® This does not mean the elimina- 
tion of any particular medium, Mr. 
Lipton said, “but it does mean that 
motion picture advertisers must 
use the utmost care in analyzing 
the specialized audience for each 
picture in selecting the particular 
preselling medium most suitable to 
reach that audience.” 

After noting that because of the 
anticipated “woman-appeal” of 
“Written on the Wind” and “Mag- 
nificent Obsession,” pre-selling 
advertising was concentrated in 
women’s magazines and on daytime 
radio, and that the disc-jockey 
field was used to pre-sell “Tammy 
and the Bachelor,” because of its 
teen-age interest, Mr. Lipton 
stressed that both of these special- 
ized selling approaches were suc- 
cessful in reaching the primary 
audience for those pictures. 

“The obvious goal of these spe- 
cialized pre-selling patterns,” he 
said, “is to pave the way for the 
local-level campaigns in the news- 
papers. The newspaper remains 
the backbone of motion picture 
selling, since it is the one medium 
which all potential movie-goers 
rely on for current movie infor- 
mation.” # 


Sales Execs Names Goldsmith 

Samuel L. Goldsmith Jr. has 
been appointed executive director 
of the National Sales Executives 
Inc., New York, effective Nov. 1. 
Mr. Goldsmith has been with the 
National Assn. of Manufacturers 
since 1952, most recently as direc- 
tor of the economic problems de- 
partment where he supervised a 
staff responsible for the operation 
of seven of the 11 NAM policy 
committees. 


Mitchell NE 


does 
it! 


See page 108 
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extend 8 miles each way from 
Appleton, logically look to it 
as their shopping, service 
and news center. 


the Appleton, 


KEN E. DAVIS, MANAGER, 


...BUY...BUY...BUY! 


The “Fox Cities,” made up of five cities in two counties, 
are not measured in marketing books. But “Fox Cities” 
is a Metropolitan Market, 94% covered by one medium— 
Neenah-Menasha POST-CRESCENT. 
118,480 people comprise this market; and although they 
reside in two counties, they read the one newspaper 
which is FIRST in editorial volume, SECOND in ad- 
vertising linage and covers the THIRD largest City Zone 
Market in Wisconsin, the... . 


AppLeTON Post-CRESCENT 


GEN'L ADV APPLETON, WISCONSIN 


Associated Artists Reports 
Cartoons Give Bonus Audience 

Associated Artists Productions 
has had more than 100 different 
sponsors for its “Popeye” and War- 
ner Bros. cartoons, which are now 
running in about 75 markets. Ap- 
proximately 80% of the sponsors 
have been companies whose prod- 
ucts were aimed at children, but 
20% have been companies selling 
such products as Scotch tape, 
meats, tuna fish, television repair 
and laundry services, and hair 
curlers. 

That its cartoons can draw gen- 
eral product advertisers at all, 
points up the influence children 
can wield on adult purchasing and 
the large bonus audience of adults 
sitting in with the kiddies during 
cartoon time, Associated Artists 
said. This bonus of adult viewers 
averages around 20% of the au- 
dience and can go as high as 30- 
40%, according to American Re- 
search Bureau figures, the tv film 


distributor said. 


“Fray besles AOOKERS* 


help solve brand problem 
at retail level for Raybestos 


Brand registration is difficult to establish 
for products such as brake linings. 
Customers tend to accept whatever the 
service man has to offer. 


Daily Newspaper advertising with full 
**Hooker’’* support by dealers proved 
to be the answer for Raybestos. 

“With well-prepared advertisements 
drawing attention to brakes and the 
need to keep them serviced, Raybestos 
has put across their own name as a 
quality brake lining and dealers tied in 
with accompanying “Hookers”. 
Success is indicated by the sales record. 
Raybestos continues to maintain its 
position as Canada’s largest selling 
brake lining.” 


D. POCOCK, V. P. Replacement Sales 


%* A ‘hooker’ gives a local dealer’s name 


and address and is voluntarily ap- 


DAILY NEWSPAPERS BEST MEDIUM FOR BRAND REGISTRATION 
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In Canada - Raybestos advertising 1s handled by James Lovick & Company Ltd 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


55 University Avenue, Toronto 1, Ontario - /. H. Macdonald, General Manager 


Advertising Age, October 28, 1957 


NBP Asks Agencies’ 
Reactions to Mail 
Privilege Efforts 


WaAsHINGTON, Oct. 22—National 
Business Publications has sent its 
1,300 advertising agency members 
a mailing pertaining to its recent 
efforts to gain second-class mail- 
ing privileges for controlled circu- 
lation magazines—and opposition 
to such efforts. 

The mailing consisted of copies 
of letters and telegrams to sena- 
tors, excerpts from the “Congres- 
sional Record,” reprints of stories 
from trade publications and copies 
of releases sent out by NBP and 
ABP. A covering letter, requesting 
the agencies to read the enclosures 
and let NBP know their reactions, 
says, in part: 

“Because of continuing unfor- 
tunate misinformation, misrepre- 
sentation and misinterpretation 
regarding the so-called ‘war’ be- 
tween paid and non-paid circula- 
tion business publications which, 
at times, would seem to be ‘in- 
spired’ by those who would gain 
selfish advantage by keeping the 
divisive situation alive—we feel 
that certain recent activities of 
this association will prove of in- 
terest to you. In large measure, 
they must surely affect the busi- 
ness you place and those with 
whom you do business. 


s “Please bear in mind that this 
organization is made up of mem- 
bers who publish paid and non- 
paid magazines; that it abhors the 
‘house-divided-against-itself’ con- 
dition which exists; that its pur- 
pose and program are directed to- 
ward the ultimate goal of a united 
business press. . . 

“We want you to be fully aware 
of the complete story and back- 
ground, so this package is neces- 
sarily somewhat heavy. It carries 
all bulletins and other releases is- 
sued in relation to the postal en- 
deavor mentioned. 

“Of course, since we are not at- 
tacking anyone’s position, postal 


rate or mail service—we most cer- 
| tainly do not want you to feel that 
by any answer you make, you 
|are attacking anyone’s democratic 
right or privilege. 

“But we do sincerely believe 
that like magazines deserve like 
| handling—particularly since one 
group now pays more than three 
times as much postage and, in 
fact, according to the ‘Postal Man- 
ual,’ should receive better service 
than it gets,” the letter says. # 


Forester Leaves Agency to 
Join ‘American Home’ 

Leslie R. Forester, formerly 
copywriter with Kenyon & Eck- 
hardt on the Ford Motor Co. ac- 
count, has joined American Home, 
New York, as copy chief. He has 
also been copywriter with Young 
& Rubicam, J. Walter Thompson 
Co. and Gimbels and Wanamaker’s 
department stores. 

Mr. Forester is the second agen- 
cy man to join the magazine’s edi- 
torial staff; in August, William R. 
Bowman, art director with Gore- 
|Serwer (now Gore, Smith & Green- 
jland), joined American Home as 
jart director (AA, Aug. 19). 


Souvenir Magazine Planned 

Sigmund Gottlober, director of 
|National Theater & Concert Mag- 
azines, New York, has been ap- 
pointed exclusive space sales rep- 
resentative for a souvenir maga- 
zine for the first American tour of 
“Vienna on Parade,” a company of 
65 band players, dancers and sing- 
ers, under the sponsorship of Jul- 
ius Raab, chancellor of Austria. 
The tour will include 109 cities, 
coast to coast, running from Jan. 9 
through April 27. Featured will be 
the Deutschmeister band, with 
soloist Hedy Fassler, the Singing 
Boys and Girls of the Vienna 
Woods and the Grinzing Schram- 
mel ensemble. 
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England families local TV color over 


WHDH-TV CHANNEL 5 


New England's tallest TV 


tower utilizing maximum 


height and ower to embrace, 
in addition to Boston, such 
major New Iingland cities as 
Providence, Worcester, 
Manchester ind Springfield. 


RCA’s greatest color TV single-station 
installation is here to bring 1,830,600 New 
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WHODH earries into TV its 11-year history 


ABC Network is now in the nation’s 6th as one of the country’s great, original, 


market, New England’s largest. The coming independent radio stations. This creative 
network, ABC, now with complete cover- - and energetic force will deliver to New ' 
‘ ; England the finest in news, service, and i 
age over sports over 
WHDH-TV CHANNEL 5 WHDH-TV CHANNEL 5 


We pledge to serve Boston and 


New England with the finest 
| in television programming 
: and to maintain the same high 
standards of operation that 
. have represented the character 
: of WHDH radio. 
| , sag aa esa § 

Vice President and GS: pied Ni a 

: Managing Director .*. P. 


WHDH-TV WHDH-Radio 
CHANNEL 5 50,000 Watts DIAL SSO 
first in sight in first in sound in 


New England New England 
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SALES AREA 


Population: 6,271,300 
Families: 1,830,600 
Retail Sales: $7,652,484,000 


Represented Nationally by 


PROGRAMS Daily 


5 Min. 10 Min. 14 Hour lo Hour 1 Hour 
Class A 7:00 PM - 11:00 PM $625.00 $875.00 $1,000.00 $1,500.00 $2,500.00 
Class B 11:00 PM — 12:00 M 312.50 437.50 500.00 750.00 1,250.00 
5:00 PM- 7:00 PM 312.50 437.50 500.00 750.00 1,250.00 
Class C 12:00 M_ —Sign-off 187.50 262.50 300.00 450.00 750.00 
Sign-on - 5:00PM 187.50 262.50 300.00 450.00 750.00 
SPOTS Daily 
1 Minute or Chainbreak Fixed Position ( flat) 3 Plan* 5 Plan+ 10 Plan* 
Class A 7:00 PM - 11:00 PM $500.00 $400.00 $350.00 $250.00 
Class B 11:00 PM — 12:00 M 250.00 200.00 175.00 125.00 
5:00 PM -— 7:00 P\| 250.00 200.00 175.00 125.00 
Class C 12:0 M_ -Sign-off 150.00 120.00 105.00 75.00 
Sign-on —- 5:00 P\ 150.00 120.00 105.00 75.00 
8 Second or 10 Second I D's 
Class A 7:00 PM — 11:00 P) $250.00 $200.00 $175.00 $125.00 
Class B 11:00 PM — 12:00 MI 125.00 100.00 87.50 
5:00 PM — 7:00 P* 125.00 100.00 87.50 
Class C 12:00 M_ —Sign-off 75.00 60.00 52.50 
Sign-on —- 5:00 P 75.00 60.00 52.50 
*3, 5, and 10 plan spots are fixe: subject to pre-emption on one week’s notice for advertisers 
who buy at the fixed-position, fl 
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Play Up Editorial 
Values, Marsteller | 
Urges t.f. Members 


er space salesmen should pay 
ore attention to selling adver- 


heir publications and interpret- 
g advertising quality as it in- 
uences space value. 


cago here yesterday by William 


ble on visits to advertisers, 


iables them to make the most 


ersuasive interpretation of ed-|Bonsib Names Rumpf 

Bonsib Inc., Fort Wayne, Ind., 
“You’d be surprised how/has appointed William H. Rumpf 
any editorial people really| copy chief. Mr. Rumpf formerly 
ake excellent salesmen,” he| was with Leo Burnett Co., Chicago. 


orial value. 


ndded. 


: Appearing with Mr. Marstel- 
r before the t.f. club meeting 
vas William Weimer, ad man- 
ger of Rockwell Mfg. Co., 
’ittsburgh, meter manufactur- 
, a Client of Mr. Marsteller’s 
gency. Together they present- 
d the space salesmen with a 
series of tips on dealing with | 
advertisers and agencies. They | 
included: | 


e Salesmen should realize that | 
advertisers are thinking about 
media throughout the year, not) 
just during the autumn budget- 
making season. They should 
concentrate their visits to ad- 
vertisers in the winter, spring 
and summer when there is more 
ime to hear them out. Calls 
during the budget season come 
it a very busy time, Mr. Mar- 
steller pointed out. And besides, 
he added, media decisions are 
usually made before then any- 
way. 


e Salesmen should be extreme- 
ly cautious about going over the 
heads of media people and the 
account executives to sell their 
publications. If they do feel 
they ought to take their case up 
higher, perhaps to the agency 
head or company president, Mr. 
Marsteller said, they should al- 
ways advise the media people 
first. 

“But,” Mr. Marsteller empha- 
sized, “I’ve been asked to make 
he final judgment on media 
selection perhaps 100 times in 
the last six years and not once 
vave I felt the media depart- 
nent’s original decision was 
wrong.” 


® During a questioning period, 
Mr. Weimer was asked if Rock- 
well (supposing it had to cut 
its ad budget) would use fewer 
nsertions in the same number 
#f books as at present, or in- 
stead, cut the number of pub- 
lications. 

His answer: Cut publications 
off the bottom of the list and 
maintain the same frequency in 
the top books. 

“In the next couple of years,” 
Mr. Weimer speculated, “space 
salesmen from the top one or 
two publications in each field 
will probably have fairly easy 
sledding, but those from lesser 
publications are probably in for 
a rough time.” + 


Showcase to MacManus 

MacManus, John & Adams, 
Bloomfield Hills, Mich., has 
been appointed to handle ad- 
vertising and public relations | 
for Showcase, Birmingham, | 
Mich., “first permanent home | 
builders exhibit center in the| 
Midwest.” 


3M Charges American-Marietta 

with Patent Infringement 
Minnesota Mining & Mfg. Co., 
St. Paul, has filed patent infringe- 
ment charges against .American- 
| Marietta Co. in U.S. district court | 
Cuicaco, Oct. 22—Trade pa- in Chicago. In the suit, Minnesota | 
Mining charges American-Mariet- 
~Ap ne ta with infringing its patent con- | 
2ers on the editorial value of cerning reflective highway mark- 
ing paint containing glass beads. 
The suit seeks unspecified dam- 
This advice was proffered to ages and an injunction to prevent | 

members of the t.f. Club of Chi- | ther infringement. 

Attorneys for 3M said the patent 
/ : involved is the same one upheld 
ee ee in an earlier suit in U.S. district 
teed, Chicago. court : 
2 Te pe ought to Mining has granted licenses under 
, _|the patent to a number of paint 
p brought along whenever pos manufacturers and also markets 
; i der its 

ir. Marsteller said, because the reflective compound —_ 

1eir familiarity with the field |°¥" trademark, Centerlite. 


Maryland. Minnesota 


ARMY TIMES e AIR 


LEARN HOW MANY MANUFACTURERS SELL THE 
$9,000,000,000 MILITARY CONSUMER MARKET 


KNOW THE FACTS IN FULL ABOUT... 
* Endless Streams 


* Listing of “Bive Chip” 
of New Prospects Advertisers 
* America’s Youth Market © Global Circulation of 
—Militery Servicemen the TIMES Publications 


* The Modern PX and © Special Advertiser 
Purchasing Power Commissary System Services—At No Cost 


To Reach and © Proven Pulling Power « TIMES Advertising 
* es Ge of Mail Order Space and Service Offices 


CLIP AND MAIL THIS COUPON TODAY 


ARMY TIMES PUBLISHING CO.—Dept. | 
2020 M Street, N. W., Washington 6, D.C. 


Please send me a free copy of Mass Selling and Sampling to Millions. 


* A Market of Nearly 
6 Million Consumers 


* More Than 17,000 
Retail Outlets 


* $9,000,000,000 in 


I cia ectcc ne censthnenerncteneevtinsnaeinnneesineneceiinene sania 
city ZONE... Ee 


FORCE TIMES e NAVY TIMES ~ 


THE AMERICAN WEEKEND © ARMY-NAVY-AIR FORCE REGISTER @ MILITARY MARKET MAGAZINE 


Get Set for Real Business 


Get down to facts. MICHIGAN FARMER is the magazine 
that brings full-scale sales action. It’s the one 9 out of 
10 Michigan farm families want . . . pay for . . . read, 
cover to cover. MICHIGAN FARMER picks the practices 
best suited to Michigan agriculture, carries the vital 
state farm news. 

Michigan farmers market a greater variety of prod- 
ucts than those in any other state. So, here’s unmatched 
steadiness in farm income. And it’s big. Michigan is a 
top-third state in farm income. 

Get the facts, too, on other high, steady income 
states—covered by THE OHIO FARMER and PENNSYL- 
VANIA FARMER. All 3 publications are 4-color gravure 
printed to save you plate costs, issued twice monthly. 
Write to 1010 Rockwell Avenue, Cleveland 14, Ohio. 


SOCCER ETE EHO ES 


Michigan Farmer 


EAST LANSING, MICHIGAN 


THE OHIO FARMER, Cleveland 
PENNSYLVANIA FARMER, Harrisburg 


is agree rE he OE Co ae 2 i Pi: ee Ae ae Tahaan oe | - oeee eeee + ea . "eagle a  Seieles ni Hi ae oe a Va ee, ee a 
Paseo ee, pony ikaw at fia ‘ames or a ee eee ti See ere P's Ne . ; a Eee apene Er cu Pen ae 
eee ie aie. 3 at Ye gree: — ne cae ee ate De a pe oe ane WEE Be 8 ee a Fats Lae tae acl a a 2 i, Be i o - eimar aaa 
: NY eg ae were —— = See was : eee 7 i Bit 5 «ge. gi a ig PE tere ee er ee i vO Care eee ad a ae ae : ow 0 Ge Stee © an Soe) 
eee 8 Be ie ie rR 1 : : i a a SRM ent ya? NO eee ee er ee ; 7 ae ea ee. oe ae f : Hea? s 4 eect re 
ee ee Sree ee ee le i : é i é a im ae aia pean ie 8 eee TT ee ly) eh ee s i eau Spe re SS. come aid ee eis ps ec ee cs : 
ae ee ao peor ae ge ey oe cad a ae oe oor > rs ee ce ee Cee bee i APE me ee me ee eee 
aha s im ihe a Sai ee akin jai pe — a | sae ee a SRR Os Ren en ere es Ee ager ea aie eee SS. 94 gol! <a nen bean ey 2 ee 
i ee tee ae (9 : wee sa a a fs ee a a ie cs Me as a‘ fds ae ers ne oo 
ae od ies asta eas area E 3 we , alt Se eee ai hae Le rare gt. eae ag “Ty a eae. eer f 2 Ta " ‘ ee ee ‘ aa mae 
ee : . : . : ews ee 
f ‘ ie ras 
eae Gar 
; re a aa : 
+ ”, 
ee 29 
q 
: 
; 
GET THIS © 7 
4 Re 
; K ioe 
toa ae 
Ge . Py wee ky 
zfs | aa 
ee ig a ae Bie ue Me ce 
= : DO a 
Se ae a he, : 
(Ou cL en et aig gical 
en i aes, i is eee ee icea Tas 
a ; 2 : 5 ee ok é cae ‘ ; 
ine as mG Bupa A cola 
ee Lb) Lt Re i Ia spe 
eee os, ci(s sa + gE 
ee i Pate . : , - Se he eiaee nae 
= r ne Thi te . 
= ae a . "an a oe 
7a ia ane ‘eo F 
ELS Sa ee ee 7 ase 
oe a te he} | | as eee 
React 3 j = 4 i 
Ss ae —) £)~@ as | ase 
(alee, = ee nA ( e lee 
eee FOR AD OO j | | .— 
5 eee. » - * ‘ . 
ent ai ¥ > > €) < | _ | es peal 
ie epee ei . ~ Nees SERED ORAEDOAPER 
pee oe ~ OC) cates 
eae O-~ 2 i | ae 
re a= . cacececcncom aac 
: 3 7 @ a .4)) | | a 
pe om | “ 
tae - eee 
ae : : : 
Sane 6) s , iz 
gee | = 
eae ae ee. ee e Gee ee ee ee 7h 
Ne ee Lae 1 ef Bae ae gs 
oo <a ent 1 a alba a 
: iia. a - Ee - - ; a 
os a 7. c ail 
eae } , & uote 
ey : ae a : a Ste 
yoo , ie i: He er decal = eee me: hie a ee ie 
eo ey aes er < .) a se” c. eet eae ee i ka rs ea RE ee ae 
E a . ae a <a Pig? eet Ca a pe ee ee 4 oe oe il 
ae aes Tey Wee a ce Pee lhe ne ae + - — os , Oe oa eS 
ao ee ms ee eae ee ot a rf i. ja = ‘a =. . oe ‘a ihr Nid 
ae: ee) ae F wl . ciate 2 5 welll 
He a e 7 et hy f b du. 
one Neatin i_iw ' 
een ‘ tage ? si ? 4 . - ‘ kag Soa ae oe sal ™ oa a Pe " 
eS : mm | pe i) : - wine 
- BUnea* ee ie ¥ ip ‘ 
Cn 7 aut ae ie se one a: ei gil ieee yo (i x vt ’ 4 14 . gGas eee! eee E i aiuisiesciny ‘ Pen as eee 
: Bees | a Cae Seem peepee es 4 % > oka aa ee eee ee 
a ae Oa oe iM ee a Se Patt, Ar ans &£ ‘ ey uf \S ah ae erry te Vy aay a a id + me: ae: 
Pe eet eae es oi es oe ‘ : f pie: ee ee "Sie Poh, «Sage 
rete ae Bay, esi ae i ae Pav A », i Wee ee a ie ak a a eeees 
Sel ay. ee ee ee pte - ws : & 5 ; EP rae eee came eee ee ee eo ate 
fae ep ee |: re . Se Peace ce .aais y sees OY ee ee a3 : Shee 
eae we a ae > - ASS 4 30 VR i cn els llc 9 ange 
ees “4 peer a is . 3 1 Wade ven x 4 =e ae 4 ‘ #i = 7 _ 7 hae : Shiai? 
Fy Tae = sng es _ ae a i a = = eg <2" 4 gE an om 
“4 Se hae bel we eee rs > ae z a 2 iz he. We ‘? ao es So : f Be fs ae Sa eor., 
a eu BSR Sy -% —— °° é . : +) wi . ‘ ee es ee ee ae 
i ee Ufehe: i AE j . _ ie . eed ee | 3 a as wee. eT ae eA ane 
es = TE ni a 7 i » SS : AG pata) hy : on ol eel ase ‘ kee : a Palas 43 a eae 
ae 7 i aia: Pp hee ean . ott. ae, hp a ee eit ie pena fx ose a) é Shes 
Jie i Pate ER See ae « & a ae Pea. Fay: Be a ee ae ae ok LA edhe ie 9 ee, ye 
a aie ol cme ™ : ee + ee . ‘ . ‘ eee, a ea = 3) ia 
a : eee ‘ ee jae a? gl “ou, —_— 2 Sr i a ee et, 
= eid nal a, * foe. . a | aed ee age 
ces "a4 a e , i “¥/ vs :- : as = cae eae 
BP: sind . —— 7" 2 ee : ae 
a eae a the a oo ae ae oe 
Beis.) cea { Be PC ee oh de q 4%, oe Pe fe id pee eee tine yi 
ae } ae esc ae . om 5 a iy : F ne ee aa a” be 
ee es i et. © ore a , My bi if Mets; 3 : ‘ ‘ ee ceeds as 
Be ej i Bie eee HR 7 ‘-“ > , az 4 s " ’ aaa as rages 
Bees Peele Sees), q aa eee 8 ay 5S ae i ae 5 eee oe 
me : Stes ee ‘2. NSE a ea j ' OS co ae ae 
es = Eee ae a ‘ an ane ae ead a ce a ae ee ek. eee ies 
oer 7 —— 4 pees. - - a yas Zz pbc endin EE SS ESM Oe ise 
fpr a i Bee ‘ Ea Vig a emamey oes, Peay pk | RR + hie OT ie ae <7. 
See 2 en: Pee anes tt if Bees ie omen ae oP Aedes “Oa igunammm sa teicoeg EB 
a Sas ee eet , eo eer, i; i ii. ie ek ria 
iene - s ‘gil 6] SAE Fs — os einer del Aen a a 
= : ee Lo ere . : : . ike 2 = ry. 
iy “Le ve go i. ee . . # “ae ae) ss cae : a 
. 4 ah ee : S * ps rae. ee eee 
7 ‘ a : Dad ee ors oy Di aN ame ihn gk 
oe : _ Sa _ <a “a © a ee Se ee 3S 
s age Bia = = . : as tie Cra ~ te 4 : 
a co | ie re, Teas ‘ oe w “ ‘’ ra Py his j Maze. ‘i ee 
Bere i oe P je eae JG ee — ——- ie 2 a ee we ; ma 5 ee 
oss. ‘ te : Coe ag . ee eeu, 5 Reiki: = ate ae ee 
a. tu ae P aw ay ie aM arian : “s r | > ap aS kore eee = ? ee , at ges ee 
a rb ll pega “ : _—  F eile 
aa = i Be w oes ; ‘ | +e . a ay hs hee 
ee 2 Ae pia P B % ety A ee a , ee pee a 
ita i eon : : Bie Ta oer: gi Pa ; res al 
pine : a wy aie % : Tomb nni hee a te Foti. ek ee ee” Pee 
es, ie ee te —  . a ee ae —. ; oh 
ree est : a , ¢ ys cate q _ ee ae ae py a . oe 3 ; * 
: ieee A — : Piss = a : A a ne i “ a: Sogn? PU. ge oy ; ‘ 
ba a te i * eae a . oo he,” ia To ~ ee ‘ 
eee eee * ee ie c ae ‘ ee * te a ‘ + ee Sie 
igi ee g 4 coe ae . ee 2 a i s: +; * é : = - + mage 8 
ae he 4 F. pea — j " ay - . pa ‘ = Ba Se yi oe i a ee aan - 
ee es : oe a  p 4 i _ nate ‘ ee : a ’ # 7s eS, ee 
ak a <a ~ ; - aye : 
emia, : - Bak R " 2 ne a 
" a % E * im — ¢ ae _ 
Pea Wee : ‘gare a ge, Bs lt nie ‘ " a 
Zee j _-' : ee a < t * RR ka i a li ee ¥ a eo) rit oe. 
a » ae a ; e s " r J ie oe ae ee Po ee: | Mr aes ee 5 pla 
: . M ; 4 F >> oo Bee Ube Meee ea ak a, een oe ee ae 
— i ~ > = = * , r  - EN ee ee eee, ke 
> iehos Ci Wwik ot ae Oe ee | aaa 
, > - Sed je + fee és ie ae ee wich ee 
‘ ‘* . “9 ts » a 2: ‘ Aan eI Angee eegt ee Hee 
so -2 By Se, on ~ 2. 4 # . a Ye eh te hee a. 
3 ee , ' a Wy ° 7? , ey paren) Ws RE ic uve Pa 5 Sain Pa 
Pee es ~ Y cS : ry > ‘e ° : -» - ” - . Z = t See 
fo lae es . j - > ; . tks ERS 
era ‘ . . 7” . me! ‘ inal ae 
i eat * a eee 
ode Ma 
ea Teale 
Bd Sen ae 
oo SENS alae 
7 ane ipa Bi 
eS aT Tye ee 
ee —t 
weit s 
_ i ; : 
see ee ae 
‘ ° Supe 
. 4 uA ae ue 
. . ee 
. 4 s tn 
. ; . ‘ ee 
P > me 
. be . . % 
‘ 4 is 
is . a 
; CC ss 
2 . af 
ec ° . tu 
ae be . % ae 
re ; > . ‘ae 
ae . e ae 
Sales . POOR UUUCOSO ECCS S SSeS 5a nae 
aes ae 
yr ie ee 
nes ees 
ibd: 4 eens 
ee oa 
Pee: Lie age 
2% = 
- Pa, sa we ome 
une oe Re a ee CN es | ig Wg : asad a es ee ¥ ss il al coe a pup while Saas a ey ee eee en es eee ge oe ae i ‘ ie , ? ta 
A ps ere a ee ee hd icone nie 8 bes! a, ek ae Ae Bs A Se Se oe ome Ee i, fyi BRS ci ia, Ne ie We ener ogre a Soles OB ME inn eae a Sa: Re Nee 
PA aie ee: iP ee ee cc ed MEA Ree gts On Cn eae nena te ieee ae ’ pace ear Ret ea: pee Ret Sg eee ee a er me a Prone) 2 OTe Pee ie 
Stee ee bts.” i S| a” asd pet eae ee ips Stage keg ee emer if a a SiGAIM A, de a ne ey eee aaa a ee ae Z te eae : 
3 Crew te: a c * C i a j ee ee ee ee + tas ie iy Loe ty ee ee me te me aad . a ee ; is* 4 pate cas Se i ae (ean es Bk ON = hee a 3 
Ce ae a ae i Peo ga on ape eds 2 Se eaparpmeiae: “yr FRE ab a ae poorer menee ce ee i Pies cd mie silane gag ie pe a RR PS Sa st Gas ec : F 
bo ei Saag asa i Bae oe ‘ ? % ee a aces . {Saat ; 7 Fs a ee ts Seen cae: i ge Tp, es ear Na: i ee des eee aa! a eo a 
i Se Caen eigen a ee, eee oy Bere nic ere ee Fe ae eer: a A de Pee ee gery: ei oN eam 8 re i > Bea hae arn ga ae cae y's Ue oes ee er eo Sa, 


Of all glls Magazine 


households surveyed, 43.3% 
reported spending more than $200 
on vacation travel during 12 
months. This is exceeded by 

only 3 of the 54 magazines 
appearing in the report. 


1,180,296 Elks comprise a mass market with 
class income the median of which is $6,050. The 


Starch 51st Consumer Magazine Report gives the complete 


picture. Just write or phone to see a copy. 


MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


L.A. City Council 
Accepts Bids for 
Closed Circuit TV 


Los ANGELES, Oct. 22—The city 
council of Los Angeles last week 
|accepted bids for franchises cov- 
ering closed circuit television from | 
Skiatron Inc., Fox West Coast | 
Telemeter and Harriscope. All bids | 
were identical, offering 2% of 
gross receipts. 

An ordinance will be required to 
award the franchises, but this is 
considered only a formality. 


= Present at the council meet- 
ing were Jerome L. Doff, vp and 
|director of Skiatron, who would 
not affirm or deny that his com- 
pany has a deal with the Dodgers 
baseball team. He said a statement 
will come from New York in a 
few days. + 


Oakite Drive Begins 

Oakite Products, New York, has 
begun its fall advertising push for 
Oakite all-purpose cleaner with a 
30-market campaign using spot ra- 
dio and tv and newspapers. The 
campaign lasts until the end of 
November with spot tv in four 
markets, newspapers in 10 to 15 
markets and radio in a large num- 
ber of the markets. Radio and tv 


spots a week. Calkins & Holden 
is the agency. 


Mrs. Macleod to Institute 

Mrs. Jennifer Macleod, formerly 
research study director at Ogilvy, 
Benson & Mather, has been ap- 
pointed director of experimental 
research of Package Research In- 
stitute, New York, a Lippincott & 
Margulies affiliate. Previously she 
was research account manager at 
McCann-Erickson. 


Illinois’ 
2nd Big Market 


PIMITEOUI’ 


* Old indian word for Peorioreo 
meaning “land of plenty’ 


POP. 


schedules both called for 20 to 30) 


Peoria Journal Stor 

© saturates metro. oreo with 99.7% daily ratio-to-homes 
© delivers doily circulation of 100,000-plus 

® influences 13-county billion dollar market 


| 287,600 | 


273,100 


ete ae 


516,413 318,232 


\\star 
\Sta 


Peoria Jour 


180,200 


387,477 250,292 


S.R.0.S. Est, 1/1/57 


affiliated with WTVH 
Ward-Griffith Co., National Reps. 


RETAIL SALES | 
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Getting Personal 


Dorothy Davis Smith, who is assistant to Revlon account superyis- 
or Richard Lockman, of Emil Mogul Co., was married Sept. 29 
Count Mario de Corneo. The newlyweds plan to take a belated he 
eymoon in Switzerland, the groom’s native country, at Christ# 
time... 

Evelyn Diane Bates, daughter of Ted Bates, honorary board chai 
man of the agency he founded, is engaged to Stephen Cooke Owe 
Jr... Suzanne Steers, daughter of William E. Steers, president of De 
herty, Clifford, Steers & Shenfield, was married Oct. 5 to Danie 
Carson Lyons in Hartsdale, N. Y... 

Ted Sullivan, of the Chicago office of Haire Publishing Co.j 


convalescing in Veterans Administration Hospital after an oper 
tion... 


> _ F 


CAKE AND CHAMPAGNE—George T. Metcalf cuts the cake celebrati 

the 25th anniversary of the founding of his Providence, R.I., agence} 

Senior staff members looking on are (l. to r.), Dave Bond, seni 

art director; Margaret Sheridan, office manager; Allan B. Camp4 

bell, production manager; Frank Jones, copy director, and Walt 
C. Hyland, exec vp. 


Emanuel Sacks, NBC’s programming vp, and Paul N. Lazarus J 
Columbia Pictures vp, are co-chairmen of the amusement divisi 
for the 1958 fund drive of the greater New York Councils, Boy Scou 
of America... 

At the annual golf outing of the Chicago tf Club, held at St. An 
drew’s Golf Club, L. C. (Polly) Pelott, Penton Publishing Co 
became the first business paper salesman to hold a life membershi) 
in the organization. A plaque affirming the honor was presented | 
Robert Houts, president of the club... 


Partridge Bernays Whitman 


Sagendorph Anders 
TRIBUTE—R. G. Partridge, ad director of United Fruit Co., New Yor 
gets “golden book of tribute” on his 71st birthday. Mr. Partrix 
has been with United over 35 years. The volume contains let 
tributes from friends who have known him through the years. T 
others are E. L. Bernays, veteran public relations counselor; E 
mund S. Whitman, pr director for United; Robb Sagendorph, edi 
of the old Farmer’s Almanac, and George Anderson, of Dudle 
Anderson & Yutzy. 


G.C. Buzby, president of Chilton Co., Philadelphia, presented pir 
and lapel buttons denoting service for 50 or more years and 25 
more years to 143 officers, directors and other company employ 
Five of those receiving 50 or more years emblems are William ” 
Vallar, Chilton treasurer, Mae Richman, Flora Summers, Fre 
Gegenbacher and Herman Kahn. Among those getting 25 or mo: 
years pins are board chairman Joseph S. Hildreth, Mr. Buzby, vps, 
P. M, Fahrendorf, H. V. Duffy, L.V. Rowlands, G.T. Hook and pub- 
lishers E. B. Terhune Jr. and M. E. Cox... 

Gerry Lauck, of N.W. Ayer & Son, Philadelphia, captured low 
gross honors with a two-over-par 74 at the fifth annual TV Guide 
golf tournament held at Llanerch Country Club, Llanerch, Pa., on 
Sept. 20. The event is sponsored by the magazine’s Philadelphia 
edition ... 

Theodore Watson Jr., an account exec of Charles W. Hoyt Co., 
New York, and a Greenwich, Conn., resident, has been named CARE 
chairman for Connecticut’s Fairfield County... 

Joyce Swan, exec vp and general manager of the Minneapolis 


Star and Tribune, has been elected president of the Downtown 
Council of Minneapolis... 
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~ Only one of them wins a national junior smalibore ifle c 

_like Tom Holm of Des Moines did last August. But the whole 

generation takes top honors in what we call “market vitality. 

~ With rhed billion in allowances and earnings in 1957, they will 

| trol the spending and saving of from 25% to 33% of the 
The of doing ; 
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hich age group is 


There are 13,100,000 people age 10 to 14. LOOK 


There are 11,450,000 people age 15 to 19. LOOK 


There are 21,200,000 people age 20 to 29. LOOK 


There are 23,400,000 people age 30 to 39. LOOK 


There are 30,300,000 people age 40 to 54. LOOK 


There are 28,250,000 people 55 and over. LOOK 


All data in this report are based on the latest 

nationwide survey of the LOOK average-issue audience. The study, 
entitled The Look Magazine Audience, April-May, 1957, 

was conducted by Alfred Politz Research, Inc. 

Copies are available on request to Wallace Wegge, Director 

of Research, LOOK, 488 Madison Avenue, New York 22. 
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reaches [i .¢4mS “EE 2,000,000 about 1 out of 7 


a 
reaches Pa Fl 2,600,000—almost 1 out of 4 


5,200,000 — about 1 out of 4 


/ 
! 


5,350,000—almost 1 out of 4 


5,900,000 — about 1 out of 5 


3,750,000—about 1 out of 8 


Advertisers have long recognized the importance of all age groups in effecting sales. For people of all ages 
buy, or influence the buying of, most consumer products and services. As the latest Politz study of 

the LOOK audience reveals, LOOK reaches broadly across all age groups . . . penetrates deeply into each of 
them. In your market, whether it’s all people or specific people, LOOK delivers one of the largest 

magazine audiences ever assembled. Look —The Exciting Story of People 


people read LOOK 


Vege! 
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FORT WAYNE, IND. 


15-COUNTY BILLION DOLLAR MARKET 


Here are 587,400 prosperous Hoosiers with a healthy 
$1,074,036,000 to spend annually. Retail sales alone in 
this area are in excess of 9,000,000. Automotive 
sales are more than $148,500,000 annually. Are you 
getting your share of it? 


ONLY FORT WAYNE NEWSPAPERS 


... offer you 140,000 daily and 95,900 Sunday home 
delivered circulation in this “Golden Zone” market. 


FORT WAYNE NEWSPAPERS, INC., Agent 


FORT WAYNE 


Che News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—Sen Francisco 


Advertising Age, October 28, 1957 


Groseth Northrup Metzger Watson Wachter 
OFFICIAL—It was a new name on an old door when 30 = offices at 360 N. Michigan Ave., Chicage. Shown 
Erwin Wasey people moved into Ruthrauff & Ryan here are executives of the combined agency: Ros- 


well W. Metzger, chairman of the 


YOU'LL FINDITIN... 


LLOYD: 
BRIDGES 


WHAT YOU LOOK FOR IN A TV SERIES 
IS THE VERY THING ZIV DELIVERS... 
the power to produce high ratings, 
sponsor success! You'll find it in “‘Sea 
Hunt’’. Its fresh, new stories, underwater 
locales, exciting dynamic star predict a 
big audience immediately for its sponsors. 
We hope you will be one of them. 


THESE SPONSORS SAW THEM ALL . .. THEN SELECTED ZiV'S EXCITING “SEA HUNT”: 


STANDARD OjL OF CALIF. « CARLING’S BEER + COTT BEVERAGES + HOPE 
NATURAL GAS CO. «+ PHILLIPS 66 + BOWMAN BISCUIT CO. «+ EDSEL 
CARS « O'KEEFE BREWING «+ MERCANTILE NATIONAL BANK + AMERICAN 
BREWING « BURRUS MILLS « CAPITAL HOSPITAL SERVICE + STAG BEER « 
SAFEWAY STORES + PEOPLES GAS CO. + WVUE-TV - Philadelphia « WJW-TV - 
Cleveland « KOTV-Tulsa « WODSU-TV ~New Orleans + WITN-TV — Greenville, 
N.C. « WSB-TV - Atianta « KGHL-TV - Billings « KRDO-TV - Colorado Springs « 
WTCN-TV — Minneapolis. 


executive committee; Haakon B. 
Groseth and Lorry R. Northrup, 
exec vps; Fred J. Wachter, vp in 
charge of the Chicago office, and 
William D. Watson, senior vp. 


Bowman, Member of 
‘Old Aird Unit, Calls 
CBC “Money Waste’ 


| Vicroria, B. C., Oct. 22—One of 


| 
| 


LLOYD |the three men whose findings led 

BRIDGES to the establishment of the Canad- 

ian Broadcasting Corp. said the 

as ex-Navy CBC network as presently operated 
frogman, is a waste of money. 

MIKE NELSON He is Charles A. Bowman, 74, 

now undersea sole surviving member of the 

criminologist |three-man Aird Commission, set 

—hero of daring up in 1929 to study broadcasting 

adventures! in Canada. 
As a result of the commission's 


recommendations, CBC was found- 
ed in 1936. 

“The CBC is out of its depth,” 
Mr. Bowman said in an interview 
here, explaining views he ex- 
pressed in a recent letter to the 
Ottawa Citizen, of which he was 
editor until his retirement in 1946. 

He said that continuing opera- 
| tion of the CBC on the present ba- 
isis is “a waste of money—a huge 
and unnecessary demand on the 
|public treasury.” 
| Mr. Bowman added: “The 
| broadcasting situation in this sec- 
| ond half of the 20th century is pro- 
jfoundly different than it was 
|when the CBC was established.” 


s He recommended (1) that CBC 
stations be given to the univer- 
sities of Canada, (2) that more 
private tv stations be allowed and 
(3) that national tv broadcasting 
| with Canadian talent be limited to 
three hours daily, since, he said, 
Canada cannot supply talent for 
}more. = 


| 
\Northeastern Names Two 

Lee Gorman, vp and general 
manager of WABI and WABI-TV, 
Bangor, Me., has been named to 
fhe additional post of exec vp of 
Northeastern Broadcasting Co. 
Northeastern is a subsidiary of 
Community Broadcasting Co., op- 
erator of WABI and WABI-TV. 
Walter D xon, formerly chief engi- 
neer of WABI, has been named vp 
in charge of operations of North- 
eastern. 


Marie does t 
FASTER... 


complete mailings, multi- 
graphing, a 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 

ALL WAbash 2-8655. 


a Leller Mip— tu 


y’ 431. S. Dearborn Street. Chicago 3, nw, 
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Everywoman’s new beauty is 


MORE THAN 
SKIN DEEP 


Open our November issue and see for yourself! 


~~ 


That new beauty goes all the way through — cover to cover; 


new layout, new excitement, new features. 


Look at the Thanksgiving food ideas, fresh new gift ideas, 
fashions-she-can-whip-up-herself ideas. Glamorous pages 


of ideas that get under the skin. 
That’s the new environment for your advertising in Everywoman’s! 


As many other advertisers have found out, you can 
increase your sales by concentrating a larger part of your 


advertising and selling on Everywoman’s 116 chains. 


We now have a profile on Everywoman— her marital status, 
income, shopping habits, and other things of interest to us and our 
advertisers. For your personal copy, call or write: 


Everywoman’s 


MAGAZINE. 


NEW YORK ...16 East 40th Street, New York 16, N. Y., MU 9-4757 


CHICAGO ...35 E. Wacker Drive, Chicago, Ili., RA 6-O802 


SAN FRANCISCO... Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter 1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 21/2 billion to 5.3 billion in 6 years!) 


“NOVEMagR wor 
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Overtyga de INFLYTESRIKA lasarna av 
POST — och de kommer att f6ra det vidare! 


EVEN IN SWEDISH IT’S: “Sell the POST INFLUENTIALS —they tell the others!” 


NEW HOME—This is an artist’s conception of the new $7,500,000 home 
of the Miami Daily News, soon to be occupied by Miami’s oldest 
newspaper. The building is located at N.W. 7th St. and 11th Ave. 


‘Popeye Hath Charms 
‘to Woo Adults on 
TV. Distributor Says 


| New Yor«, Oct. 22—Associated 
| Artists Productions has about 100 
| different sponsors for its Popeye 

and Warner Bros. cartoons which 
| are currently running in 75 mar- 
| kets. One-quarter of the sponsors 
|are buying the cartoons in more 
| than one market. 

Top multi-market sponsors of 
|the cartoons are Flav-R-Straws, 
Corn Products Refining Co. for 
Bosco, National Biscuit Co. for 
Nabisco, Post Cereals division of 


. . . ~ G y l Foods d Se -U Cc le 
It’s all in a day’s work of buying and selling iis saandhee at anuiatn doy tanchs ot 
local radio and television time. And it’s why... 


|the sponsors varies from one-sta- 
tion buys by Dispatch Laundry in 
Phoenix, and Spoolies hair curlers 
in Wichita Falls, Tex., to Flav-R- 


Nielsen Station Index gives you both aes ac 


aimed at children 
make up about 80% of the spon- 


Station-Total and Metro-Area facts i artons an draw 20% of whet 


| Scotch tape, meats, tuna fish, tel- 
evision repair and laundry serv- 


: E : Pym 
NSI Station-Total Audiences NSI Metro-Area* Audiences Raiden 
(counting all the homes tuned in, _ (reporting the intensive davon Uk telans chleies: oom 
regardless of their location) market area) cee ag deem mn agar hr ng 
up the bonus audience of adults 
For cost-per-thousand appraisals...multi- For matching radio or tv to brand needs... — a = ee meee) 
market campaigns...local radio or tv effort appraising brand impact against competition Artists, pacts “that the hanes "et 
needing the full reach of the stations... ..-Measuring “inner area” campaigns... adult viewers for their kiddie 
shows averages around 20% and 
NSI Station-Total data NSI Metro-Area data ~ es tae erento — 
° ° . earc ureau 

are indispensable. are indispensable. figures. # 


Christiansen Named to Head 
New Cramer-Krasselt Division 


Each is essential; neither is sufficient by itself. You need both Station-Total and 


Metro-Area data for profitable time buying and selling. The Nielsen Station Index Fe gem itae moor oh a 8 a 
, . : . . | kee, G) , 
gives you both, in their full dimensions: Christiansen director of a new 
public relations division. Mr. 
‘ Christiansen has been an account 
[> Homes reached cumulatively in a month executive with the agency since 
(and in a week, for the weekly radio strips) 1951. The agency also has named 
bs J. David Morrell, formerly assist- 
> Quarter hours received per home ant to the director of press and 
(for weight of impact ) radio-tv relations for the Frigi- 
A daire division of General Motors, 
> Per-broadcast audience facts publicity director. 
(for station time period comparisons ) Six Cramer-Krasselt account 
, executives—three each from the 
° . P consumer and industrial side—al- 
Only the Nielsen Station Index regularly reports both Station-Total and Metro- so finwe been gamel-Geeccietes in 
Area Audiences...in the full dimensions of radio and television. the pr division. They are Hugh 
|A. Reading, Marvin A. Lemkuhl, 
*The accepted U.S. Census-defined Metropolitan Marketing Areas. | Horace E. Clark, Rolland F. Berry, 
Comparisons with other major marketing areas are available on request. |Harold E. Bechler and Emil J. 
| Schap. 
+ ° 
Nielsen Station Index + «ico. A.C. Nielsen Company aS 
si 2101 Howard Street, Chicago 45, Ilinois—HOllycourt 5-400 —_-— 
ok Call... wire...or write today for all the facts 
Chicago 1, Illinois New York 36, New York Menlo Park, California 
360 N. Michigan Ave.—FRanklin 2-3810 500 Fifth Ave.—PEnnsylvania 6-2850 70 Willow Rd.—DAvenport 5-0021 
Chauncey 
does 


at! 
|See page 108 
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Management has two voices. One is the voice of 
the business-trained executive. The other is the voice 
of the man of Technical Management. In our techni- 
cal world, more and more purchasing decisions 
must be made by scientifically-trained intelligence. 
That is why, when industry buys, the voice of 


THE MAGAZINE READ BY 


TECHNICAL 


authority is increasingly the voice of the man of 
Technical Management. He is our subscriber. If you 
want him to speak for you, speak to him in the 
pages of the magazine he prizes for its authority 
in the world and work of engineering and research. 


SCIENTIFIC AMERICAN, INC., 415 MADISON AVE., N.Y. 17 


SCIENTIFIC 
AMERICAN 


MANAGEMENT 
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NOW ses the Herald Tribune 


news reporting...a newspaper f 
to match the pattern 


THE NEW HERALD TRIBUNE 


has 24 additional columns of news and new ideas! 


Section One adds many plus values to 
its complete, incisive news coverage 
... plus values that make it top priority 
reading. It is organized to give more 
news...departmentalized so the 
reader can go deeper—faster! 


FOCUS... 

to give a clearer perspective on the vital news 
picture ... many page one stories will lead 
off with a brief paragraph to orient you... 
update what has gone before. 


“RADAR SCREEN” 

scans important news stories before they 
start... tells you where they’re going... 
takes you behind the scenes. 


“MAN TO WATCH’... 

incisive, quick personal profiles introduce 
you to the people destined to make future 
headlines. 


SCIENCE AND MEDICINE... 

from wonder missiles to wonder drugs... all 
the news on developments that affect your 
health, your home, your happiness. A vital 
new department by Earl Ubell, written so 
the most technical subject makes sense to 
laymen. 


DAILY EDUCATIONAL NEWS... 
a new, vital department that hits the heart 
of your specific educational problems...can 
guide many decisions you make that affect 
your children’s schooling. By Terry Ferrer, 
one of America’s authorities on schools and 
schooling. 


EDITORIAL PAGE... 

virile, hard-hitting ...a point of view with 
guts—that makes opinion and leadership 
... With a corner for angry men. 


“WORLD INSIGHT’... 

bright and brief... international stories you 
might otherwise miss ...with an explanation 
of their significance. 


Section Two... for the first time a front 
page devoted to the exciting world of 
women. Delightfully feminine in for- 
mat... highlighted with extensive 
photographic treatments and pictorial 
technique...packed with taste-tempt- 


ing new recipes...step-ahead fashion 
news...helpful stories on the home 
and family... plus coverage that ranges 
from child psychology to family fi- 
nance. 


CHARLES VENTURA... 
internationally known inside society colum- 
nist...reporting the activities of the glitter 
set. 


RADIO AND TV... 
all the news, reviews and previews ...com- 
plete coverage for the listener and looker. 


IMPORTANT BOOK 
SERIALIZATIONS... 

books of extremely high interest to women 

—on child care, adoption, family retirement 

and other vital subjects will be serialized. 


Section Three carries the expanded 
financial pages... with much more 
news that will make it the most im- 
portant and significant section busi- 
ness men can read. 


PLUS...expanded sports pages that 
make what is already considered one 
of the nation’s top sports sections 
even more outstanding. 


“ADVENTURE, UNLIMITED” 

by famed John Denton Scott. Mr. Scott will 
have a world-wide roving assignment... will 
report his adventures in a unique new fea- 
ture. 


MORE HUNTING 

AND FISHING NEWS... 
complete details for the man of action as 
well as the dreamer! 


RACING... 

more news of the track...with a top handi- 
capper’s choices of which horses may win 
...and why! 


You’re missing plenty if you don’t 
see these exciting new editorial ad- 
ditions and features...this completely 
new concept for a newspaper that 
matches the pace and pattern of 
today’s living...the Herald Tribune 
—Today’s VITAL Newspaper! 


7 ts hy Ge ae oats Ac Sika eee ae es Well Te eg ON | 4 ‘ cov ae ea DO a SM Mala er oe a tee ik | gel eee SOP A Sh! A Yo a em Cat eee Lee ae yg A sa la I ia 
: a ers, a ab a |, Sis ee ee hah. se 2), oe Bunt We ie Oo 1 a Yi a Scar AR bea eT i) alec Fo Bee Sota eae ae ae 5 oe Pi) i a Bs, eee Pe 7 ala Mac lg oS 
ee i cy ee "ema orf gal Cae a ah a CR ie ae ae meee ae Ee ST a ie a ee : 5 AT RRS a a ai ois, tenee ares fea : igor BRR i Macy e Sak, tay (oak a 
yee ‘ ecco a) hectare. ce a a ae Ec Mc, Ppa A Rae ecg ese nee ga ig ate en RR Rio lh! ee PRE gee 8 > a or oat lle a ce = om = eee SO se io OS er 
fees ree. = ee ee RES a i al Fa i ie ey a ee ee a Pe ee ee ee Ane 
ra nara Pi, onesie, ema : ; Pees we inant 2 Bo Rus eect A Sa A ee a aa ec = rls tre ae a nie, = =) = alee rie vee See an 2) ee eT 
eg PT 08 pores I ric Sn re ell Ce cope ae a Sm ee epee oe en ee ee aoe ee ol eames oe ee oo 2 oe Ae ese LS Gh y+ a er Si ttt i: scl 
Ma ne eee ae on ey cae mar ore bie ptt ‘ Sa ot chs nex oak ety — - ikea ee pee tied) ae ss Se eas ee Soe Bert ee a Fae se ih eek a fe as es ie ey ates a Varnes oe i 2 y 
eile ger q 
tee 
Slee 
Stille 
: 
ik 
e fs ' 
a e 
or f 
So. é 
* 
ae ; 
ty 1 a 
i % a0 
ae vt ie s 
er ee ee 
va , > 
see a * 
Bee ce 
ane 
aoe ae 
eens 
ers 
tans 
lea ao ele 
: 7 
iS. 
t onigh 
“i 
a, 
BETO sy 3 
Sar . 
aoe 
ay 
er 
eet 
seer: 
ae 
i 
sie é 
} # 
ee 
- ee 
~t 
a & 
: 
ie 
‘ rae ; 
a 
a an On i 
ae iat i 
ere ee 
eee 
se, a 
ane 
ee 
ee 
LS ee 
ie 
Tel kg aes oe * 
et, 2% 
Met ti 
See 
ome ax. 
eee Fad 
uh : ‘al a 
eae iq 
sie “a 
ee ac ; 
eae j 
eg a 
mt 
¢ 20g 
kK . 
ce 
ae be. 
ae So > oe 
fee oy 
oe sc 
paves ae be 
ae a 
ag + eh, 
okies) Pe 
> Sow . =, Basle, ~ 
% aokas ie 
4 ee a" 
pera a 
i a 
ee ees 22 
any ap. 
ak Wega ae 
‘, : rae 
* “ ce. 
=e Be 
Boa - 
ew pe pe 
a oe oF Paar 
me oan i 
ine ee iy 
Rio Hee ea 
bet ot aa 
ak: ae 
te es a 
See ES 
Sa 
Shea aed 
nae ee % 
re ee ee | 
ate da 
boas ‘ 
ae w oe 
ii es 
i =p ti al 
Siararesne ZS 
vag 
an t 
iy M . P 
re: : Fa - adie 2 e > Pe an 
. oe ee ia ea IO leat han SMe ER Gh ah a es Ser aro Ties eee Sera oe cont a So es rte tty Pe ee gee : Fe aR lt ini "2 ales ii 
Ste tae Mato ny ee es se et ye See ae Se el a ee at eee eR es Os ace kee lh lc dee ce ge ee ie eee sy WR Ok eam ane cas a wen at 3c Tec RRS i 2 em cer ap 2 
Pe is AO Re ee oe po ae Te Col Vs i eer tag abe econ eae ye eee 
- Pye GB RC ea aera Fee ee : : = celts ANE — 2 ae ae he ay are eae So Age as a ee Paes Skee none am { “i is ere Pala eo are we A A 
: a ie cage ae eee Sh, ho a : Rew Reg cakeage Te ee : PRUNE ED gr MRLs een, sae Fp setulae ng A MOR : ; a ee een Fe eee wae a ee 
; 1 ge eke aur Mee otto atti Mile ile (a Se Nok ae a st : et) : a Oe sae Sig dae a ee ee ae Gare eM egg” ie Bee Wee cme ee SS eR yeti ie 
OS) aa ee > ee eee eee Re a ee BIRT aie lett. mee a oe Ce pe Gh ta Sie et callin ig es iE co Pref BA et Lr I i ak, te a at GE at ee Pc ee ee eels Scat ae 2 A on Mate, LOM Ga a ae ce ete ie ek a i pani 


§ presents a new concept in 


N SO MANY WAYS, our daily lives have become incredi- 
bly complex. The very developments which have 
made news reporting swift and thorough have added 
immeasurably to the weight and welter of facts to which 
we are exposed. Today, without limitless time for read- 
ing, you cannot hope to absorb all you'd like to know. 


From now on everyone will be able to get all the news 
... complete news... literally read more news...in much 
less time! From now on everyone can read a newspaper 
new in concept... new in content... with uniquely new 
techniques of editing. These techniques are based on 
extensive surveys that revealed what modern families 
want in a newspaper. 


It is the first newspaper to attempt more direct lines 
of communication with its readers. 
How will it be done? 


From now on the Herald Tribune will be a carefully 
planned three section newspaper...greatly expanded 
for the most complete news coverage. 


On page one will be vital news stories preceded by 
capsule backgrounds to bring readers up to date on what 
happened before. 


... there will be compact yet detailed news briefs, 
assembled to give readers quick reports on world events 
and their significance. 


... news departmentalized to speed reading and com- 
prehension...to make it easy to cover specific interests. 


... unique visual aids to interpret the news in graphic 
form...make it easy to understand and follow the com- 
plexities of the news. 


... outstanding coverage of news both here and 
abroad, because the Herald Tribune has greatly ex- 
panded its staff of writers, reporters and correspondents. 


Youre missing plenty if you don’t read 


ihe new Aevald Tribune 


... loday's VITAL Newspaper! 


§ expanded and edited 
and pace of modern lwing! 


...a new section devoted to women’s interests... 
with a page one layout pictorially highlighted and de- 
lightfully designed to capture the excitement of the 
feminine world! 


...even more complete financial news... with added 
columns of news, significant not only to Wall Street but 
also to families with modest investments... plus new 
special coverage of every phase and facet of business 
and economics. 


...expanded sports section...considered one of the 
brightest and most outstanding in the nation... will give 
additional coverage of every sports activity. 


Does it look different? 


Not at first glance. On the newsstands page one is es- 
sentially the same. Changing format radically so the 
difference would be immediately apparent wasn’t the 
answer...the Herald Tribune has already won every 
award for typographical excellence. 


But inside the paper the appearance of content is 
changed in many ways! 


In addition to all its exciting new plusses, the Herald 
Tribune still carries the nation’s top byliners...the 
brilliant writers and columnists that make it New York’s 
most exciting newspaper. earned it the title of “the 
newspaperman’s newspaper”... Roscoe Drummond, the 
Alsops, Walter Lippmann, Art Buchwald, David Law- 
rence, Red Smith, Bob Cooke, Walter Kerr, Eugenia 
Sheppard, John Crosby, Marguerite Higgins, Hy 
Gardner, Joe Hyams, Clementine Paddleford. Donald 
Rogers. Marie Torre and many others. 


Don’t miss the NEW Herald Tribune... written and 
edited to match the pattern and pace of today’s living... 
expanded and designed to give far more news in less 
time! 
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California Wines Now $500,000,000 Industry 
Thanks to Advertising, S.F. Admen Are Told 


San Francisco, Oct. 22—Modern | buy and enjoy wine more often.” 
advertising and “up-to-the-minute! During the luncheon wines from 
merchandising techniques” were | California vineyards were matched 
credited here for “great progress’’| with leading brands of red Bor- 
of the California wine industry in| deaux wine from France. 
the past 20 years. 

This was the keynote of the Wine | s The scoring, supervised by a no- 
Day luncheon address given be- | tary public, showed that the more 
fore the San Francisco Advertising | than 200 advertising and market- 


Club by Ken Pearson, advertis-|ing executives present preferred 
ing director for Roma wines and 


the California wines to the French 
to the tune of 138 to 93. 

Almost half of those expressing 
a preference indicated the Cali- 
fornia wine correctly and 29 of 
those balloting accurately indicat- 
ed the Bordeaux as a product of 
France. + 


Ralston’s ‘Bold Journey’ on 
ABC-TV Used as Study Aid 
Ralston Purina Co., St. Louis, is 
proving that educational television 
is barred from prime nighttime 


hours by high time charges. The 
company’s “Bold Journey” show 
on ABC-TV, Mondays, 8:30-9 p.m., 
is being used as an aid in studies 
of geography and the social and 
physical sciences by 1,200,000 stu- 
dents in 31,500 classrooms. The 
figures are provided by the “Bold 
Journey” Award Advisory Com- 
mittee, headed by Dr. J. Cloyd Mil- 
ler, president of New Mexico West- 
ern College. 

“Bold Journey” is a series of 
documentary travel and adventure 


| 
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films. Teachers’ guides on each 
episode are prepared by educators 
and sent to teachers on request. 
The award advisory committee 
works with Ralston and ABC to 
administer a system of travel 
grants made to teachers who have 
made outstanding use of the “Bold 
Journey” programs. Ralston Pu- 
rina, which makes cereals aimed 
partially at the younger audience, 
looks on the educational uses of 
“Bold Journey” as good public re- 
lations rather than as advertising. 


Cresta Blanca wines. 

Mr. Pearson also is chairman of 
the National Wine Week commit- 
tee of the Wine Institute and Wine 
Advisory Board, both of which 
have headquarters here. 

Mr. Pearson declared that the 
estimated U.S. consumer expendi- 
tures for all wines last year totaled 
more than half a billion dollars, 
which represented the movement 
into consumer channels of more 
than 600,000,000 bottles of Califor- 
nia wine. 


s “California’s stake in this great | 
agricultural industry,” Mr. Pearson 
said, “is indicated by the fac’ that 
more than 110,000 families in this 
state alone earn part or all of their 
livelihocd from the grape and wine 
industry, plus thousands of other 
families associated with allied in- 
dustries.”’ 

Among these allied industries, | 
Mr. Pearson included the ad 
companies which supply the wine- | 
ries with 125,000,000 bottles a year | 
for the California market alone; 
label printers who turn out 1,000,- | 
000,000 wine labels of all kinds 
yearly, and transportation compa- 
nies which move 125,000,000 gals. 
of California wines to market. 

“In addition,” Mr. Pearson said, 
“are the companies that manufac- 
ture corks, closures, seals and oth- 
er essentials to producing, packag- 
ing and distributing our wines.” 


® In tracing the “20-year come- 
back of the Galifornia wine grow- 
ers from the near disaster of na- 
tional prohibition,” Mr. Pearson 
stressed the work of the Wine In- 
stitute and Wine Advisory Board | 
in their allocation and use of funds 
for advertising. 

“The beverage field,” he pointed | 
out, ‘is highly competitive, but the | 
California wine growing industry | 
has worked with success toward | 
two basic objectives: the creation 
of new wine users and the persuad- 
ing of the occasional wine user to 
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GEE! I’m going to 


try that candy!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.TV programming keeps | 
folks wide-awake, interested — as 
and watching. For proof, let our 
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Dartnell Issues New Film, 
Booklet on Boosting Sales 

Dartnell Corp., 4660 Ravenswood 
Ave., Chicago, has released a new 
16mm sales training film designed 
to help salesmen over the hump at 
the start of a sales interview. 
“Opening the Sale” is the b&w 
film with a running time of 30 
minutes. 

Dartnell also has published a 
booklet, “How to Increase Your 
Sales Power,” by Harry G. Moock, 


igan State University and a for- 
mer vp of sales of the Plymouth 
division of Chrysler Corp. The 
booklet features five “Blueprints 
for increasing sales power.” 


Kenmar Appoints McKeon 
John G. McKeon Jr. has been 
appointed advertising manager of 
Kenmar Mfg. Co., East Palestine, 
O., maker of upholstered furniture. 
He succeeds Werner Lentz, who 


has been promoted to sales man-/| 
lecturer on salesmanship at Mich- | ager. Mr. McKeon previously was| year to become publisher of the 


with the Youngstown Kitchens di- | Messenger, Mayfield, Ky. 1 st 
vision of American Standard, most | 
recently as assistant to the ad man- | Fox Named Creative Director | ; 
ager. MacFarland, Aveyard & Co.,| | 
Chicago, has appointed Norman 
Wooters Named Ad Director A. Fox vp and creative director. | 
William H. Wooters, ad sales-| He joined the agency a year ago| 
man for the News-Argus, Golds-|as a member of the copy staff. 
boro, N. C., since last December, | Previously he had been with Mc- | 
has been appointed advertising| Cann-Erickson and Campbell-| 
director. Mr. Wooters fills a va- | Ewald. 
cancy which has existed since Ray | 
Edwards left the newspaper last Agency Advances Snider 
Blanche Snider, formerly per- 


Fas 


mt. 
Sm 


Not an echo but a roar comes back to you when you adver- 
tise in The Wall Street Journal. Something real, something 
concrete happens. You get a lot of response . . . more of it and 
at less cost than in other business media! 

Why? Well, Journal subscribers are men who can make 
things happen. This is their preferred* publication. You get 
the results you’d expect to get after a friendly chat with the 
most influential men in their companies. Market by market, 
city by city .. . they’re the very men you'd like most to spend 
time with . . . and find so hard to reach by ordinary means. 
They're noted for their responsiveness. Your business is their 
business if your product can help them produce or distribute 
better, quicker, more efficiently, more economically. 

That’s why The Journal gets so many reports from its ad- 
vertisers, describing the things that happen: more inquiries, 
more conversions to sales, more appreciative comments from 
the men out in the field . . . more mileage from your adver- 
tising dollar because you're taking the road where something 
really happens! 


PUBLISHED AT: 
Eastern Edition 


NEW YORK AND WASHINGTON, D. C. 
44 Broad St. 1015 - 14th St., N. W. 
HAnover 2-3115 Sterling 3-0164 


WILFRED GUENTHER has joined the ex- 
ecutive staff and plans board of 
Beeson-Reichert, Toledo. He most 
recently was top executive with 
Guenther, Brown, Berne, Calkin & 
Withenbury, Cincinnati agency 
which has been dissolved. 


sonnel director and purchasing 
agent of Bozell & Jacobs, Minnea- 
polis, has been promoted to media 
buyer. 


TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


Now— in many markets— three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N.Y. 22 « PLaza 5-2100 
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Today, in the manufacturing industries, your fastest-growing and most important buying 
influence is the PLANT OPERATING GROUP .. . the management men and engineers 
with operating responsibilities for production, plant engineering and maintenance, and 
direction of people. Here an actual case study from the files of FACTORY — only publication 
serving this group exclusively — demonstrates the PLANT OPERATING GROUP 


in action after a manufacturer changed his steel specifications . . . 


SO. MANY 4 


McKENNEY (Methods Engineer) 
... yes, “Methods” had plenty to say 


AN bW. STEEL 
RECIPE 


CHARLIE (Chief Engineer) .. . 
he liked “the good old days” 


BARNEY (Plant Manager) ... 
it all started with the customer 
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NCE UPON A TIME there was a man 
, named Charlie Chugwater who was head 
of the Engineering Department of a good- 
Bt : sized outfit that makes railroad equipment. 
As the scene opens, we find Charlie standing by 
the plant lab, beefing to a tall, skinny fellow who 
happens to be Barney Gallup, one of the com- 
pany’s “brass.” Barney, who’s been doing most of 
the listening, finally sneaks a word in, “Look, 
Charlie, we've got to meet the new specs, no matter 
whose steel or what kind of steel it takes. It’s the 
customer’s dime and we’ve got to deliver.” 


Charlie, red in the face, replied, “So, we'll do 
it. We'll test suppliers’ steel till it comes out of 
our ears. I'll keep the lab open day and night.” 

“Okay,” said Barney, “but think about poor 
Howie over in Planning — he’s gotta know soon. 
If he needs new equipment, he can’t turn around 
on a dime. And...” 


“Sure, sure,” interrupted Charlie. “And Paul 
McKenney in Methods, and those slide rule jokers 
in Production Control, and that new bird in Plant 
Services. I got more cooks stirring my stew . . .” 

“I know,” smiled Barney. “It’s not like the good 
old days when you and I made all the decisions. 
Anyway, I'll stay out of your hair until Monday. 
But then, brother . . .” His voice trailed off as he 
walked away. 


MEANWHILE, ACROSS THE STREET at the 
company office, a young sales engineer (whose 
calling card said his name was Jeffrey Howell, 
representing a well-known steel company) was 


PANGVITCH (Plant Services) ... 
turned out, he was in the act, too 


YOUNG JEFF (The Salesman) ... 
well, it looks as though the kids will eat 


conducting what's known in the trade as a “recep- 
tion room pitch”. . . 

“But, Mr. Weiser,” he said, “I’ve told ‘you a 
dozen times that new high nickel steel of ours 
will do it. Why don’t you try...” 

“Look, Jeff, do me a favor,” Weiser answered. 
“The name is Howie. You've been calling on me 
a long time now.” 

“Two years,” said Jeff impatiently, “and still 
nothing but trial orders. My boss is going to hand 
me my head one of these days.” 

“If I ran the place, you’d be made,” acknowl- 
edged Howie, “but there’s a few other prima 
donnas around here. This is a fact I may have 
mentioned to you before.” 

“Yes, you have,” Jeff frowned, “and I’ve even 
latched on to a couple of them. Took a lot of doing, 
too. Besides, you know I've got other customers. 
My kids would starve if I counted on you.” 

“I’m crying,” said Howie. “Anyway, I got your 
samples on the test line. What’s more, to show you 
my heart’s in the right place, stop back at noon, 
and I'll buy the lunch. Nothing we can do now. I 
hear the showdown is Monday.” 


MONDAY WAS THE BIG DAY. Charlie and 
Barney were there, and Howie Weiser, Paul Mc- 
Kenney from Methods, and the boys from Produc- 
tion Control, Pangvitch, the new man from Plant 
Services, and some others. The conversation was 
hot and fast. Here’s the “net” of it: 

There were two alloys that came close to filling 
the bill exactly. The question was whether they 
had to be hot or cold formed to make the product 


HOWIE (Planning Engineer) .. . 
all he had to do was tool up for it 


... and whether present equipment could be used. 

McKenney produced an ad he had come across 
in a business publication (nameless, but edited 
exclusively for the Plant Operating Group). It 
concentrated heavily on the working characteris- 
tics of a certain alloy steel . . . just what a Methods 
man would be interested in. Naturally, he had in- 
vestigated further. So had the others. 

We won't keep you in suspense any longer. Jeff 
Howell did finally get the business . . . thanks to 
his dogged persistence—a product that met speci- 
fications—and his company’s foresight in covering 
all bases with dominant, intelligent advertising. 

Although the form of this story is fiction, the 
facts can be found right in one of the many buying 
histories in FACTORY’s files. They cover a wide 
variety of actual purchases of plant equipment, 
materials and supplies. The situations are all dif- 
ferent, but each has this identical, inescapable 
common denominator . . . 


DUSTRIES, you must sell the Plant Oper- 

ating Group ... the management men and 

engineers with operating responsibilities 
for production, plant engineering and mainte- 
nance, and direction of people. 

And this Plant Operating Group is the biggest, 
the fastest-growing, and most important, and the 
most difficult-to-get-at influence in manufactur- 
ing plant buying. 

FACTORY, and only FACTORY, concen- 
trates its coverage and editorial content exclu- 


sively on the PLANT OPERATING GROUP. 


1? SELL THE MANUFACTURING IN. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


Edited Exclusively For The Plant Operating Group 
A McGraw Hill Publication (ABC-ABP) 330 W. 42nd Street, New York 36, N. Y. 
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PHOTO REVIEW 


Advertising Age, October 28, 1957 


WANTEDONESS 
—The mermaid 
in one of the Vir- 
gil Partch “want- 
edness” cartoon 
ads, which Asso- 
ciated Business 
Publications has 
been sponsoring 
in the advertising 
trade press, came , ‘ 
to life at ABP’s JOHN C. WILLIAMS, president of Wil- 
regional meeting liams & London Advertising, New- 
in Chicago. ark, and former president and 
Here she gives board chairman of L. Bamberger & 
a “wanted- C0., Newark department store, will 
s ness” booklet join Fuller & Smith & Ross, New 
, eae ; containing the York, Jan. 1 as senior vp in charge 
FRIENDLY PERSUADERS—Just before he ripped into Vance Packard at an ‘ i : : Partch cartoons of development. He was ad direc- 
American Marketing Assn. luncheon in New York, Walter Weir, ; = . Scr ee to Ed Henderson, ‘or of R. H. Macy & Co. before 
exec vp of Donahue & Coe, passes some pleasantries with the author e ae = ies ey Air C onditioning joining Bamberger. 
of “The Hidden Persuaders.” Sitting with them is one of the “hidden , ‘ a a be & Refri ti 
0» , , ‘ geration 
persuaders,” David Mayer, president of Market Psychology Inc. and : Pri News, Detroit 
contestant on “Twenty-One” (NBC-TV). (Story on Page 82.) J ; 


Allerton Brace Berger Terry Blohm Snyder Little 
NARTB—Among those at the seventh region convention, Denver, of the National Assn. ver; Lawrence Berger, KTWO, Casper, and KTWX, Sheridan; Hugh Terry, KLZ; U. S. 
of Radio & Television Broadcasters were Lynn Meyer, Intermountain Network; George Senator Gordon Allott, Colorado, guest speaker; Bert Lown, CBS-TV, Hollywood; John 
C. Hatch, KALL, Salt Lake City, and NARTB host director; J. W. Knodel, Avery-  L. Hogg, KOY, Phoenix; Olga Blohm, Standard Radio Transcription Services, Chicago; 
Knodel, Chicago; Richard M. Allerton, NARTB; Clayton Brace, KLZ radio and tv, Den- Gienn Snyder, WLS, Chicago, and Lee Little, KTUC, Tucson. 


Kenyon Sproull Boberg Arnstein Kimber 


MEET—At the Audit Bureau of Circulations meeting at the Drake Hotel in Chicago last The Farmer; J. M. Arnstein, Esquire; H. G. Kimber, Toronto Globe & Mail; William N. 
week were Stanley R. Clague, Modern Hospital Publishing Co.; Robert E. Kenyon, Connolly, public relations vp, S. C. Johnson & Son, and Ray Weber, advertising man- 
president, Magazine Publishers Assn.; W. C. Sproull, Burroughs Corp.; W. E. Boberg, ager, Swift & Co. 


Connolly 


Epstein Crandeil Winius 
FOUR A’S MEET—These executives were among those at the central region meeting in 
Chicago of the American Assn. of Advertising Agencies: Joseph H. Epstein (Four A’s 
director) and Charles Crandell, Fitzgerald Advertising Agency, New Orleans; J. A. 


Holmberg Montgomery 
Sawyer, Sawyer-Ferguson-Walker Co., Chicago; Enno D. Winius and J. D. Nivins, 
Winius-Brandon Co., St. Louis; L. O. Holmberg, Richard Montgomery and Carl A. 
Shem Jr., Compton Advertising, Chicago; W. D. Lyon, W. D. Lyon Co., Cedar Rapids, Ia. 
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Be CASUAL CLOTHES 


The National 
Advertising Agency 
Network 


=) a ee eee ee Call The NAAN 
SYRACUSE, NEW YORK a FORT WORTH DALLAS _ 
Agency Nearest You 


ae 2 “a 7 _— 
Action Reports 
trom National Advertising Agency Network eo: 


These are factual capsule reports of the type and quality of action the clicnts of National Advertising Agency Network Robert Luckie & Company, Inc. 
agencies are getting every day! Ask yourself — can your advertising agency give you these exceptional services? Alabama: Mobile 


for Action! 


The Advertising Agency Network of RESULTS 


NAAN - syracuse, NEw YorK 


is Flack Advertising Agency, Inc. Assignment: 
For a quality cutlery manufacturer, explore a 
new distribution channel. Result: Each NAAN 
member surveyed five local retail credit jewel- 
ers, contributing spot-check data to a complete 
and informative report on a national level. 


NAAN - wasuincrTon, D. c. 


is Henry J. Kaufman & Associates. Assignment: 
Create an industrial development plan for an 
area in Virginia. Result: Seven affiliates who 
had worked in this specialized field loaned sam- 
ples of material, one of which was practically 
a basic primer of industrial development 
techniques. 


NAAN- rort worRTH/DALLAS 


is Evans & Associates. Assignment: Scout ex- 
ceptional regional market television buys for 
work clothes manufacturer. Result: NAAN 
Philadelphia affiliate tied down program avail- 
ability between Phillies double headers — 
handled details, bounced area sales curve 
upward! 


NAAN- mi_twaukeEeE, Wisconsin 


is Hoffman & York, Inc. Assignment: For a 
manufacturer of radio-television parts, wanted 
media readership study among service shop 
proprietors. Results: Basic media pattern was 
considerably revised after 30 NAAN affiliates 
questioned service shops on buying habits, pub- 
lication preferences. 


These are typical of requests made of NAAN agencies regularly and the 


RESULTS tell the story! 


Talk to the NAAN agency in your city or in the city nearest you. See complete 


NAAN listings at right. 


National Aavertising Agency Network 


607 NORTH GRAND AVENUE, ST. LOUIS 3, MISSOURI 


Serving Advertisers for 25 Years 


Write NAAN headquarters for dramatic case history collection, 


Morris Timbes, Inc. 

California: Los Angeles 
Mogge-Privett, Inc. 

California: Oakland 

Ryder & Ohleyer, Inc. 

California: San Francisco 

Garficld Advertising, Inc. 

Canada: Montreal, Toronto, Ed 
Ronalds Advertising Agency, Ltd. 
Colorado: Denver, Colorado Springs 
Galen E. Broyles Co., Inc. 

District of Columbia: Wash 

Henry J. Kaufman & Associates 
Delaware: Wilmington 

John Gilbert Craig Advertising, Inc. 
Florida: Miami 

August Dorr Associates Advertising, Inc. 
IMinois: Chicago 

Robertson, Buckley & Gotsch, Inc. 
IMinois: Peoria 

Mace Advertising Agency, Inc. 
Indiana: Fort Wayne 

Louis E. Wade, Inc. 

Indiana: Indianapolis 

Caldwell, Larkin & Sidener-Van Riper, Inc. 
lowa: Cedar Rapids, Des Moines 
Ambro Advertising Agency 
Kentucky: Louisville 

The Mullican Company, Inc. 
Lovisiana: New Orleans 

Whitlock, Swigart & Evans, Inc. 
Massachusetts: Boston 

The Reingold Company, Inc. 
Michigan: Grand Rapids 

Webber Advertising Agency 
Missouri: Kansas City 

Carter Advertising Agency, Inc. 
Missouri: St. Louis 

French and Shields, Inc. 
Nebraska: Lincoln 

Galen E. Broyles Co., Inc. 

New York: New York 

Hazard Advertising Company, Inc. 
New York: Syracuse 

Flack Advertising Agency, Inc. 
Ohio: Cleveland 

Carr Liggett Advertising, Inc. 
Ohio: Marion 

Howard Swink Advertising Agency, Inc. 


Oregon: Portland 

Cole & Weber, Inc. 
Pennsylvania: Philadelphia 

The Ullman Organization, Inc. 
Rhode Island: Providence 
George T. Metcalf Company 
South Carolina: Greenville 
Henderson Advertising Agency, Inc. 
Tenn : Memphi 

Merrill Kremer, Inc. 

Tennessee: Nashville 

Doyne Advertising Agency, Inc. 
Texas: El Paso 

White & Shuford Advertising 
Texas: Dalles, Fort Worth 

Evans & Associates 

Washington: Seottle, Tacoma 
Cole & Weber, Inc. 

Wisconsin: Milwovkee 

Hoffman & York, Inc. 


National Advertising 
Agency Network 


607 NORTH GRAND AVE. 
ST. LOUIS 3, MISSOURI 


Serving Advertisers for 25 Yeors 
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Jual POSG kapada orang yang 
bacha, bilang kapada lian’! 


EVEN IN MALAYAN IT’S: “Sell the POST 


INFLUENTIALS —they tell the others!” 


Advertising Age, October 28, 1957 


Beer Ads Are Bad Because ‘Cocktail-Set’ 
Admen Are Creating Them, Says Martineau 


(Continued from Page 3) 
with the mass market where beer 
has been entrenched so success- 
fully?” he said. “The biggest re- 
tailers, like the politicians, don’t 
bother about the ‘400.’ They know 
there are far more people in the 
middle-income groups than any 
other segment of the population, 
and the financial gains in this 
group have been greater percent- 
age-wise than in any other class.” 

Huge sales gains have been reg- 
istered in the household appliance, 
automobile and travel industries, 
Mr. Martineau pointed out, because 
they have tapped the spending 


Biock-iong Weachtree Baker building 
Atlanta is one of the South's largest window-wall 
structures. Three floors of the $5,000,000 new giant 
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in downtown 


are for inside parking. Four government agencies with 


1,026 workers absorb the office space. 


Atlanta is the hub of government employes south 
Bureau of Labor 
statistics show a big white collar population. Office 
occupations salaries are similar to Dallas, Minneapolis 
and Philadelphia; 6% higher than Memphis, 4% higher 
than Boston. White collar salaries contribute greatly to 
Atlanta's well balanced market where no one industry 
is king, but one medium is—The Atlanta Journal and 
Constitution. Over half a million circulation. 


of Washington with 17,000 here 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co 


Circulation: 458,373 daily * 512,559 Sunday (4.8.C. 3/31/57) 


power of the mass market. These 
industries have communicated “ex- 
citingly and meaningfully with 
this audience,” he said. 

“Beer is working hard to estab- 
lish itself as the ‘special occasion’ 
beverage, with scenes of family 
reunions, canoe parties and young 
Ivy Leaguers celebrating their 
birthdays,” he charged. “But there 
just are not enough festive occa- 
sions to go around. 

“On the contrary, beer should be 
seen and used as a staple like cof- 
fee or cigarets or bread. There are 
very successful beer campaigns 
which are strikingly simple and 
believable. They have not bothered 
with any ‘mink overtones’.” 


@ Mr. Martineau had special praise 
for Hamm’s advertising. He also 
lauded ads for Budweiser and Fal- 
staff. 

“Brewers should try to widen the 
beer market, rather than stealing 
each other’s customers,” he said. 
“Beer needs to be identified with 
situations where lots of beer can 
be consumed, as well as the spe- 
cial fun occasions. People don’t 
spend much time in their lives at 
events. Beer needs to reach the 
man with plenty of time.” # 


21 Leave EWRR 
as Agencies Merge 
Chicago Operation 


(Continued from Page 3) 
E. Fleisch (R&R), vp and account 
supervisor; Gerald V. Kelleher 
(R&R), vp and account executive; 
Herbert Lund (R&R), vp and ac- 
count executive; Allen G. Bishop 
(R&R), vp, and Waldo Gundlach 
(EW), vp and account executive. 


® Department heads include Frank 
Cheeseman (R&R), vp and art di- 
rector; George Drake (R&R), vp 
and chairman of the creative com- 
mittee; Al Callies (R&R), vp and 
director of marketing; John Gwynn 
(EW), vp and director of media; 
Dr. Harper Boyd (EW), director 
of research; George Anderson 
(R&R), vp and director of radio- 
tv department; Jack Friedman 
(R&R), copy chief, and Elmer 
Rieck (R&R) and Jack McComb 
(EW), product group supervisors. 

Paul Watson, former board 
chairman of R&R, and for many 
years the head of R&R’s Chicago 
office and western operations, is 
retained as consultant. 

Former EW people who have left 
with the merger include Don 
Avery, art director; J. B. Benge, 
vp and account supervisor; Henry 
Browe, account supervisor, who is 
now with Earle Ludgin & Co.; 
Patrick Smyth, media buyer, who 
is with Compton Advertising; Hel- 
en Wood, radio-tv time buyer, and 
five other employes. 

W. P. (Jack) Littell, former R&R 
vp, has retired. C. B. McCann, re- 
search director of R&R, and nine 
other R&R staff members are not 
with the merged agency. # 


Robertson Potter Moves 


Robertson Potter Co., Chicago 
agency, has moved to larger offices 
at 360 N. Michigan Ave. 


Ettie 
does 


it! 


See page 108 
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if you haven't sold management first...Be sure... 
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Whai the CPI Spends 


On direct purchases 
of 230 items of 
equipment and materials 


Maintenance and replacement 
purchases by the 18 Chemical 
Process Industries total... 


More than $2.1 billion worth of 
these 230 equipment items and 
construction materials annually. 


Not included: purchases of these 
items by contractors who build 
CPI plants on a turn-key basis. 
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You, too, can get merchandising — 


help in Munci, _— 


Fred Guy, of Fred Guy, Inc., one of Indi- 
ana’s largest Chrysler, Dodge and Ply- 
mouth dealers says—“Not only in mer- 
chandising but in good solid co-operation, 
the Muncie Star and Muncie Evening 
Press never lag behind. They do a won- 
derful advertising job for us.” Why don’t 
you use Eastern Indiana's two great news- 
papers? 


The MUNCIE STAR * MUNCIE EVENING PRESS 


MUNCIE, INDIANA 


he Notionol Representatives: Kelly-Smith Compony 
PTD Ptiisieg a 7 asoF, 


(Continued from Page 3) 


' |on this particular week did not 
| appeal to 55% of these women we | 


| spoke to. Don’t take your adver- 


| | tising for granted. Work at it as 


one of your greatest challenges. 
Properly and powerfully construct- 
ed, it will build your business far 
beyond its present status or your 
fondest hopes.” 


® The survey showed, Mr. Arnold 
said, that 56% of the women did 
not come equipped with a shop- 
ping list. “Impulse buying is a 
fact to be faced,” he noted, “and 
no store can faee up to impulse 
buying unless it is well stocked 


Mithun Tells Chains 
Food Ads Need Revamp 


with a wide variety of popular 
brands at popular prices.” 

Noting that 47% of the women 
reported they picked the store 
largely because of convenience, he 
commented: “All supermarkets are 
a good deal alike. The operator 
who has a supermarket doing 
$100,000 a week might be prudent 
to open another store two or three 
miles away to siphon off some of 
his own business—rather than al- 
lowing a competitor to do it for 
him.” 

Cautioning the chain executives 
against “cluttering the windows” 
of their stores with signs, he re- 
ported 80% of the women said 


Another thinly disguised WJR success story 


2 


“Lica 


ie. 


ean 


Top management men are harder to see 
than the inside of a harem! 


That was the problem of a company that wanted to 
sell an automobile concern on the advantages of chang- 
ing to a special steel. Since the switch would be of 
gigantic proportions, it meant not only selling top 
management but also engineering, designing, styling, 
purchasing, and the head guard on the main gate. It 
was quite a problem .. . but not insurmountable. 


This enterprising steel company thought of reaching 
them by radio. (And when you think of radio in the 
Detroit-Great Lakes area, you think of WJR!) The 
steel company used announcements. The announce- 
ments caught the undivided attention of the men that 
had to be reached. A series of selling messages on WJR 


resulted in the grand sale. The keymen had been pre- 


conditioned, pre-sold. 


The steel company was most lavish in its praise of WJR. 
It figured its salesmen would have required years to 
accomplish what WJR did in short order. 


Whether you want to reach millions of people, or just a 
select few, you can do a better job on WJR—the station 
that dominates the Detroit-Great Lakes market. Call 
your nearest Henry I. Christal office for complete facts 
on this case and hundreds of others—facts which prove 
that WJR can do more for your product and do it 


quicker, too! 


The Great Voice of the Great Lakes 


50,000 Watts 


WJ 


PR isi 


CBS Radio Network 


35 years of service 


You'll never be a part of “top 


management 
unless you drive carefully. 
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window signs had nothing to do 
with their selection of stores for 
shopping. 

“Time was when your stores 
were at the curbside,” Mr. Ar- 
nold pointed out. “But today you 
are on highly trafficked arterial 
highways—set back long distances 
from the street. Those in auto- 
mobiles cannot read your signs 
without becoming a traffic men- 
ace, and there is little walking traf- 
fic.” 


Sees ‘super general stores’ 


Lansing P. Shield, president of 
the Grand Union Co., described 
today’s supers as descendants of 
the old general store, transformed 
to a “super general store” by mass 
purchasing power, mass distribu- 
tion power and the automobile. 

“The successor to the general 
store of yesterday is superior in 
every respect because it offers an 
infinite variety of uniformly good 
quality merchandise (mostly pack- 
aged) at low markups and pleas- 
ant self-service shopping free from 
pressure salesmanship,” he said. 

Surveys outlined to the nearly 
4,000 visiting executives during the 
business sessions showed that av- 
erage weekly volume per store 
has gone from $12,000 to $20,000 
in the past five years and that 
most of the new stores now being 
built are designed to do upwards 
of $3,000,000 business annually. 

“And now a new controversy 
rocks our industry today,” Mr. 
Shield said. “Are the large su- 
permarkets we are building today 
to be made obsolete by tomorrow’s 
giant ‘super general store’, with 
their non-food departments carry- 
ing as many as 25,000 individual 
items in areas ranging up to 50,000 
or even 100,000 square feet?” 


® Interest in non-food lines cov- 
ered a wide range of items, from 
drugs, cosmetics and magazines to 
soft goods, and even big tag appli- 
ances. Surveys indicated sales of 
these non-food lines increased 24 
times in the past five years and 
most chains report progress in in- 
tegrating the merchandising of 
non-food lines with their general 
advertising and sales programs. 

Malcolm P. McNair, professor 
of retailing at Harvard Business 
School, termed the food supermar- 
ket “the most striking” recent de- 
velopment in the cycle of distribu- 
tion. Warning that “the payoff is 
to the men of open mind, the men 
of vision, the men of courage,” 
he cautioned food chain executives 
against “writing off’ department 
or variety stores as competitors. 

“Department stores tended to 
fumble at first in meeting the com- 
petition of the lower-cost retail 
outlets,” he observed. “But now 
they are developing the necessary 
flexibility whereby they can meet 
the competition at several different 
levels, offering different price pol- 
icies and different degrees of serv- 
ice.” 


® He said the ultimate fate of 
variety chain businesses is not 
yet fully apparent but they have 
been trading up with respect to 
price lines, variety of goods and 
average size of sale, “thus moving 
in the direction of becoming junior 
department stores, which in some 
instances may possibly convert 
themselves into soft goods super- 
markets.” 

Discount houses seem to be en- 
countering trouble with the slack- 
ening of demand for appliances, 
Prof. McNair said. While they are 
reaching for the longer margins 
which are available in soft goods, 
“It can confidently be predicted,” 
he said, “that discount houses will 
also find that the markdowns and 
expenses are likewise higher.” 

Clues on successful merchandis- 
ing policies for non-food items 
were given at today’s session by 
Stephen Masters, president of Mas- 
ters Inc., N. Y. 

He said his chain of nine stores, 
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which does a $45,000,000 volume, 
reflects the spectacular growth of 
national brand advertising, the 
phenomenal growth of mass-pro- 
duced consumer goods, the explo- 
sion in population, the migration 
to suburbia, building of 1,000,000 
homes a year, the growth of out- 
door cooking, the do-it-yourself 
movement, the growing demand 
for labor saving devices in the 
home and the popularity of out- 
door sports and tourism. 

“We concluded,” he said, “that 
enough people were pre-sold on 
national brands to know what 
they wanted, that they would come 
in and get what they wanted, to 
buy, not to be sold, and if they 
could save money they would buy 
for cash, and carry it off them- 
selves.” 

Ten billion dollars spent na- 
tionally for advertising last year 
sent a Niagara of pre-sold con- 
sumer goods into American homes 
last year, he said. “Most of it went 
through outlets whose operators 
are geared to handling tonnage 
velocity by streamlined methods 
of operation.” 


New Promotion Told 


While food chain executives were 
agreed that more sales space would 
be devoted to non-food items in 
the future, their association un- 
veiled a new promotion plan to 
sell people on the need of “better 
food for better living.” 

The project seemingly dovetailed 
with a challenge hurled by Arno 
H. Johnson, vp of J. Walter 
Thompson Co., who warned that a 
50% increase in food sales must be 
achieved the next 10 years if the 
nation is to support a $650 billion 
economy, which he regards as nec- 
essary. 

Population increases alone would 
account for less than a third of 
this increase, he computed. “The 
remaining 2/3 of the 50% potential 
increase by 1968 must come 
through changes in food habits— 
upgrading the diet and increasing 


lection of foods,” he said. | 
“Increased selling effort and in- 
creased education through ad- 
vertising and promotion will be 
needed to bring about these 
changes in consumption,” Mr.| 
Johnson declared. 


® In line with its continuing em- 
phasis on “the powerful penny” 
to dramatize narrow profit margin, 
the Association of Supermarkets 
called on its members to celebrate 
“Penny Day” with special promo- 
tions on Dec. 12. In addition, it 
announced that a meeting will be 
held here in February to discuss a 
new “food comes first” promotion 
designed to stimulate desires for 
better diets, and to once again 
remind consumers that food today 
takes only a quarter of the family 
budget, compared with half in 
grandfather’s day. 

This session, which is to be key- 
noted by President Eisenhower, 
will stress “the role of food in our 
way of life, its importance to the 
family, its vitality to the nation,” 
the convention was told. Farm 
organizations, commodity promo- 
tional organizations, associations of 
manufacturers, processors and dis- 
tributors of food are all expected 
to tie in, according to John A. Lo- 
gan, president of the association. 


‘Saturday Review’ Hikes Rates 

Beginning the first issue in Jan-| 
uary, Saturday Review, New York, | 
is increasing its advertising rate | 
and circulation guarantee. General 
advertising rate has been increased 
an average of 9% while the circu-| 
lation guarantee goes up 15,000) 
(9.4%) to 175,000. The b&w page 
rate goes from $1,300 to $1,420, 
and a four-color page from $2,200 
to $2,400. 


Ruppert Promotes Collins 
Thomas Collins, sales research | 
manager of Jacob Ruppert, New 
York brewer, has been named staff. 
assistant to the director of mar-| 


keting. Mr. Collins has been with 


the convenience and range of se- 


the company since 1934. 


Have you made this important discovery 
Frequent Porsonal Appearances 


TB a ate] Aedoon 


miles to address important groups of financial leaders. It’s a 
ready acknowledgment of how important it is to make the 
Company’s status well known. “Personal appearances” such 

- as these necessarily are infrequent. But by appearing in 
Barron’s regularly, your Company advertising does a similar 
job . . . and does it on a systematic basis. 


Management executives travel hundreds and thousands of | 
| 
| 


Barron’s gets to the men others look to for advice. Among 
key financial people, Barron’s is the preferred financial pub- 
lication‘They say they read it more regularly, consider it more 
useful. * That’s why your advertising dollar in Barron’s travels 
farther and wider, buys you more impact right at the Point of 
Influence. Advertise in Barron’s, where 85,973 subscribers 
seek information—the kind you’d like to impart—before | 
making investment decisions. | 
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Get to the Financial Community 
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-+- where advertising, too, is 


9g 44k for the latest readership 


study among Security Analysts 
and Investment Bankers! 
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ABC 
CIRCULATION 
SUNDAY 17,642,213 
THIS WEEK 11,972,920 
READER’S DIGEST 10,718,943 
AMERICAN WEEKLY — 10,307,458 
PARADE 7,920,694 
LIFE 5,738,226 
LADIES’ HOME JNL. = 5,320,300 
SAT. EVE. POST 4,950,061 
McCALL’S 4,830,102 
BETTER H. & G. 4,302,019 


SUNDAY 

THIS WEEK 

* READER’S DIGEST 
AMERICAN WEEKLY 

PARADE 

LIFE 

LADIES’ HOME JNL. 

SAT. EVE. POST 

McCALL’S 

BETTER H. & G. 


| 
e 


d by circulation 


AVERAGE READERSHIP 
| BY WOMEN OF ALL 
"PAGES EDITORIAL ONLY 


rae aI, Fe oh re. weg oe lp ae. m 


AVERAGE FAMILY 


COVERAGE 
Total 166 Metre 
U.S. Areas 
SUNDAY 36% 45% 
' | THIS WEEK 24 28 
' READER’S DIGEST 21 22 
AMERICAN WEEKLY 22 27 
PARADE 15 18 
LIFE 11 13 
LADIES’ HOME JNL. 9 10 
McCALL’S 9 10 ~ McCALL’S” a we 
BETTER H. & G. 8 9 oT 
‘BETTER H. & me a 


WOMEN READERSHIP 


4-COLOR NAT’L ADS 1956 ADVERTISING 


REVENUE 


Noted R.M. 
SUNDAY 52% 12% SUNDAY $41,500,000 
THIS WEEK 44 8 THIS WEEK 34,400,000 
READER'S DIGEST 29 6 READER’S DIGEST 12,000,000 
AMERICAN WEEKLY 43 6 AMERICAN WEEKLY 20,500,000 
PARADE 56 12 PARADE 16,500,000 
LIFE 32 7 LIFE 137,500,000 
LADIES’ HOME JNL. 43 10 LADIES’ HOME JNL. 26,000,000 
SAT. EVE. POST 34 6 SAT. EVE. POST 86,900,690 
McCALL’S n.a. n.a McCALL'S 17,300,000 


BETTER H. & G. BETTER H, & G. 30,100,000 


SOURCES 


NUMBER OF 


NUMBER OF 1. Newspaper Distributed Magazines— 

MEN READERS OMEN READERS ABC Publishers’ Statements 3/31/37. 
.¥ ner. nes— P 

18 AND OVER 18 AND Over Statements 12/31/56. 


2. Circulation— 4,7 available 
Audit Reports 1/1/57, 


~ SUNDAY 


14,290,000 16,760,000. Households—Sales Management 5/57 
9,459,000 THIS WEEK 11,918,005 3. Rates—Latest announced rates as of 
9,325,000 READER'S DIGEST 10.933 0°60 October 2. 1967. Circulation— 

3 pa ipa ecient igi = gia bee ewspaper Distri agazines— 

8,349,000 AMERICAN WEEKLY 9,483,000 ABC Publishers’ Statements 3/31/57 
6,416,000 PARADE 7,366,000 General Magazines—Publishers’ 
5 566.000 LIFE 5 910.000 Guarantee's in effect with the new rates. 

904,000 LADIES: GREE. SNL. 5,799,000 3 : pea pes’ tsa own estimates 
4,408,000 SAY. Cte, eet 4. Oo on 8. siiisinn, Newspaper Distributed 
1,014,000 McCALL'S 5,364,000 —— ” Magazines—ABC Publishers’ 
2,108,000 BETTER H. & G. 4,517,090. Statements 3/31/57. General Magazines— 


ABC Publisher's Statements 12/31/56 
‘ Aetience: bec etege & Staff. 


If you are one of the national advertisers who have invested millions of dollars in SUNDAY 
this year, you have already made the above comparison. If not, it may aid you to reach 
and sell the mass market more successfully through SUNDAY in... 


Battimore Sun 

Boston GLose 

Boston Heratp 

Burraco Courter-Express 
Cuicaco Sun-Times 
Cuicaco Tripune 
CINCINNATI ENQUIRER 
CLeveLann Prain Deater 


CHICAGO 


260 Madison Avenue 
* DETROIT ° 


Cotumbus Disratcu PittssurcH Press 
Provipence JOURNAL 

Sr. Louts GLope-Democrat 
Sr. Louts Post-Dispatcu 
St. Paut Pioneer Press 
SeattLe Times 
SprincrieLo Reeustican 
Syracuse Post-STANDARD 
WASHINGTON STAR 


MiLwauKkee JourNnat 
Denver Post MINNEAPOLIS TRIBUNE 
Des Moines Recister Newark News 


Detroit Free Press New Orveans Times-Picayune & STATES 


Detroit News New York Heratp Trisune 
Houston CHRONICLE New York News 
INDIANAPOLIS STAR PHILADELPHIA INQUIRER 


Los AnceLes Times Puoentx Arizona Repustic 


the newspaper’s own magazine 


Over 17,000,000 ABC Circulation 


New York 16, N. Y. 
LOS ANGELES ° 


MUrray Hill 9-8200 
SAN FRANCISCO 
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tionnaires giving their impressions | by “The Score,” monthly report on | Standard Oil (Indiana) | Carroll, manager. 
|of their respective versions of the | employer-employe communications Streamlines Sales Staff | Other major groups and person- 
course. Research and evaluation| published by Newcomb & Sam-| standard Oil Co. (Indiana) /nel under Mr. Sailstad include ad- ] 
will begin immediately after the| mons, Chicago. The first place Chicago, has streamlined its sales ministrative and operation, direct 
end of the fall quarter and con-| winner was followed by Great|staff departments in its Chicago S@les and others. 
tinue throughout the year, MSU | Northern Railway, Ford Motor Co.,| general office. The departmental 


Says. = Arizona Public Service Co. and| organization and personnel under — PULSE — nig 
Champion Paper & Fibre Co. Alton C. Sailstad, general manager ¥ KOSI 
| Alcoa Takes First in ‘Score’s’ Judges found more companies | of sales, now include the following: —o.. 
' | Annual Report Contest this year issuing special reports to | Marketing—William H. Miller, as-| NUMBER ONE RADIO BUY 
Aluminum Co. of America has | the employe group. Stockholder re- | sistant general manager; advertis- | SAN FRANCISCO 
been awarded first place in the an- | ports issued also to employes were |ing—Wesley I. Nunn, manager, K oO BY 
nual contest to determine the best | found to be generally too technical | and Robert B. Irons, assistant man- Kosi xosy 
employe annual reports, sponsored’ for typical employe understanding. ager; sales promotion—Guy D. Seo Fexjeo So tety 


re er ea 


1 ie i ee 
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TRIPLE TREAT—Stitzel-Weller has 
come up with three gifts in one 
in this new holiday package—two 
pints of Old Fitzgerald plus a 
handy two-drawer chest. 


Future Admen Get 
Teaching Direct 
and via Wired TV 


East Lansinc, Oct. 22—The 
teaching of advertising by. closed 
circuit tv has been inaugurated by 
Michigan State University—the 
first attempt of its kind, MSU be- 
lieves. 

John W. Crawford, who joined 
the MSU staff this year after more 
than 20 years in the advertising 
field, is teaching the course. By 
employing closed circuit tv, he 
hopes to test the feasibility of us- 
ing visual aid materials and the 
effectiveness of television study. 
Before joining MSU, Mr. Crawford 
was associated with Leo Burnett 
Co., Chicago, and was a vp of Ken- 
yon & Eckhardt. 


s The introductory advertising 
class was picked for the tv study 
because it is one of the highest en- 
rolment courses in MSU’s journal- 
ism school. The class has been di- 
vided into two sections, one being 
taught by the usual lecture meth- 
od, the other by use of tv. 

The tv section has been further 
split into two groups. One will be 
in the studio with the instructor 
and cameras, the other in a differ- 
ent room with a monitor set and 
a microphone and speaker system. 

All three sections will be given 
the same examinations. In addi- 
tion, students will fill out ques- 


Ge, 2 Bot 


J 
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_ «eethan any other International Magazine in Latin America 


O Cruzeiro International, averaging more than 20 pages of O Cruzeiro International’s policy of color and more color 
| editorial full color per issue, reaches all of Latin America. is one reason advertisers interested in achieving greater sales 
| The special Christmas edition contains 32 pages of magnificent in the yan Latin American market should consider the we 

4 Fl ‘ | color featuring the works of the famous 16th century Italian international magazine published by and for Latin Americans. 
5 Let’s try that | artist, Tintoretto, who painted with “Michelangelo’s design and Guaranteed Circulation: 200,000 
toothpaste!” | Titian’s color.” This issue which will reach the readers before Basic B&W page: $1100. Color $1870. 


the holiday season, will be the largest display of Tintoretto 


Commercials on WGN-TV have masterpieces ever published in a general interest magazine. 


a way of getting results—because 
WGN-TV programming keeps | 
folks wide-awake, interested — | 
and watching. For proof, let our 

specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 
witt WGN “TV = | U. S. REPRESENTATIVE: ROBERT T. KENYON CO., 527 MADISON AVENUE, 


| BY AND FOR LATIN AMERICANS | CRUZEIRO 


INTERNATIONAL 


NEW YORK 22, N. Y. PHONE: Plaza 5-1282 
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Retailers know where the money is 
...tn Boston 


2,200,000 lines leadership* 


over the second paper 


(1st 9 months, 1957) 


*Larger daily figure for each newspaper plus Sunday 


ONE contract delivers the BIG BU. 


in Boston 


The BOSTON HERALD-TRAVELE > 


Boston’s Basic Buy 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK « CHICAGO 
PHILADELPHIA + DETROIT + LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. | representative. 


Richards to Peters, Griffin 


count executive of Radio Advertis- 
|ing Bureau, has been named New 
York director of sales development 
of Peters, Griffin, Woodward, ra-| 
dio-tv station representative. 


Pacific Outdoor Promotes Lime 

Robert L. Lime, for the past sev- 
en years manager of the Long 
| Beach and San Bernardino branch 
|operations of Pacific Outdoor Ad- 
vertising Co., has been elected 
a vp. 


United Names Desmond 

John D. Desmond, general sales 
| manager of United World Films, 
|New York, distributor of 16mm 
motion pictures, has been named a 
vp. 


Springer Joins Ward 

William M. Springer, formerly | 
with Ziff-Davis Publishing Co., 
New York, has joined Harley L. 
| Ward Inc., Chicago, publishers’ 


; wis Successtol Farming’ 


| “that 5 save e work and make money 


See ae 


18 xc a 


SF on wae rotor schedules 


Advertising Age, October 28, 1957 


‘Give Clients Specific 


C. L. Richards, formerly an ac- | 


‘Market Data, Darby 
Urges Media Reps 


New York, Oct. 22—“Today, any 

| agency worth its salt buys markets, 
|/not space...customers, not cir- 
culation,” Richard H. Darby, of 
Hazard Advertising Co., told a spe- 
cial sales meeting sponsored by 
American Metal Market here last 
week. 

A media representative’s first 
duty to a client or a potential cus- 
jtomer, Mr. Darby said, is to out- 
‘line the market that his publica- 
tion is providing. “I’m not talking 
about circulation figures, titles or 
numbers. I can get that out of 
SRDS any time I need it. I want 
the market you serve interpreted 
to me in terms of my client’s 
| needs. 


s “Let me give you an example,” 
lhe said. “One of our accounts does 
van excellent business in the petro- 
|chemical and oil refining fields. He 
advertises heavily in publications 
serving those fields. 

“Into the picture came an en- 
thusiastic and creative space sales- 
man representing a paper directed 
to the oil exploration and produc- 
ing end of the industry. When he 
first called me for an appointment, 
I told him he was wasting his time. 

“ ‘Perhaps so,’ he answered, ‘but 
did you ever stop to think of the 
potential you may be missing? I 
have facts and figures to show the 
volume of purchases the producing 
and pipe line industry makes of 
this particular product.’ 


s “That did it. He came up for 15 
minutes and stayed for two hours. 
To make a long story short, the cli- 
ent was so impressed that he re- 
aligned his sales force so that this 
important segment of the market 
was covered. Needless to say, the 
space salesman got his contract. 

“Here,” Mr. Darby said, “was a 
simple case of a salesman thinking 
in terms of markets who was able 
| to land an account that many older 
and more experienced salesmen 
|had given up as a lost cause. 

“Let’s go one step further,” he 
said. “Assuming that we have 
agreed to use your publication, it 
imposes on you a demanding re- 
sponsibility. This is interpreting 
the market to us in terms of your 
readers’ interests. What appeals to 
them most?...what are their 
wants and desires?...what are 
they looking for in terms of qual- 
ity, performance, properties? An- 
swers to these questions are very 
important to us; they will affect 
our copy slant or approach. This is 
the job of seeing that we are mak- 
ing the most effective use of your 
publication. 


s “Now just one more thing that 
I consider a part of the creative 
media salesman’s job,” Mr. Darby 
said, “is keeping us posted on new 
developments in your market as 
they might affect our client’s sales 
efforts. 

“To sum up,” he _ concluded, 
“show us the market you have to 
sell in terms of our client’s needs; 
interpret that market in terms of 
|your readers’ interests, and keep 
us abreast of the new develop- 
| ments in the field as they will af- 
fect our client’s future course of 
|action. 
| “The whole advertising business 
jneeds and would greatly benefit 
from such an approach.” # 


SIMPSON-REILLY, LTD. 
Publishers Repres. 


LOS ANGELES -HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
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LOUISVILLE | 


PAUL M. HAHN, President, The American Tobacco Company A Midwestern Industrial Market 


in the Ohio River Valley— 


“I'm proud to say that The American Tobacco Company is one of Louisville’s oldest 
industries. We’ve been part of Louisville since before 1900 — more than twenty years The Ruhr of America 
before we turned out our first pack of LUCKIES. For our purposes, the city is ideal. It’s 
right near the heart of the Burley tobacco belt — and not far from the geographic center 


of the United States. Shipping to all parts of the country is superb. where Ss Daily Newspaper Combination 


“And here’s something else we think is important: Our employees enjoy living in Louisville 
as much as we enjoy doing business here.” reaches 99% of the People. 


2 ws oS '@eitis vf 4-s- 6 FOR ee ss eee worwrtuk ! 


400,428 DAILY COMBINATION ¢ 311,094 SUNDAY 
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60% of Supers 
Boosted Budgets 
in ‘56, SMI Says 


Cuicaco, Oct. 22—Six out of ten 
major supermarket companies in- 
creased their advertising expendi- 
tures in 1956, Super Market Insti- 
tute reported today. 

Of 349 companies participating 
in the ninth annual report con- 
ducted by SMI’s research depart- 
ment, 59% reported a higher ad- 
vertising expense ratio in ’56 than 
in ’55, 17% reported the same, and 
24% had a lower ratio. 

The 349 companies that partici- 
pated in the annual survey operate 
3,816 stores and had sales of $5.1 
billion in 1956. 

The survey shows SMI member 
companies in ’56 achieved an av- 
erage sales gain of 17% over °55, 
the greatest sales gain since 1951, 
when a 21% increase was report- 
ed. 


® The institute defines a super- 
market as a complete department- 
alized food store with a minimum 
sales volume of $1,000,000 a year, 
and at least the grocery depart- 
ment fully self-service. 

Sales of individual supermarkets 
participating in the survey aver- 
aged $1,780,000 in 56, or more than 
$34,000 a week. One out of every 
seven supermarkets did $3,000,000 
or more in ’56. 

Despite the over-all increase in 
sales, the average net operating 
profit ratio was lower in ’56. A so- 
called “typical” net operating 
profit ratio (before taxes) of 2.13% 
represents the industry average, 
compared with 2.56% in °55 and 
2.46% in ’54. The decline in net 
profit, the report says, reflects 
higher operating expense ratios for 
the industry. 


= Six out of every seven member 
companies (85%) attained sales 
increases in ’56, while 2% reported 
no change and 13% suffered a sales 
decline. The companies with sales 
gains averaged an 18% increase in 
sales, while the companies with 
sales declines averaged a 5% de- 
crease. The 13% of the companies 
which dropped volume were most- 
ly smaller operators. Together they 
accounted for only 2.5% of all SMI 


rug cleaner!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“ WGN-TV 


member sales. 

On the controversial subject of 
trading stamps, the report says that 
22% of the supermarket operators 
believe stamps are here to stay, for 
better or worse; 19% see stamps on 
the way out, while the majority, 
59%, are uncertain about the fu- 
ture of stamps. 

Trading stamps gained further 
ground in 1956. They were given 
to customers in 59% of SMI mem- 
ber supermarkets, as against 40% 
in 55 and 17% in 54. 


The proportion of non-food sales 
to total supermarket sales has 
jumped nearly 50% since 1954. the 
report says. 


8 Total sales contributed by non- 
food lines, as reported by SMI 
members from all regions of the 
U. S. and Canada, increased from 
3.5% in ’54 to 5% in °56. Non- 
food items do not include cigarets, 
soaps, paper products, etc., com- 
monly carried in the grocery de- 
partment. 


Health and beauty aids and 
housewares continue as the lead- 
ing non-food lines. They are car- 
ried by 93% and 88% of the super- 
markets, respectively. Women’s 
hosiery is carried by 85%. 

Other non-food lines handled 
regularly by more than half of the 
supermarkets include magazines, 
children’s books, children’s and 
men’s socks, glassware, hardware, 
toys, phonograph records, garden 
supplies and stationery. 

Virtually all supermarkets 
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(99.9%) carry at least one non- 
food line. The average market car- 
ries ten of these lines. 


s New supermarkets will be added 
to the nation’s total at the rate of 
19% a year for at least the next 
two years, and perhaps the next 
decade, the report says. That is the 
average yearly rate of expansion 
plans ranging from two to ten 
years. 

SMI members have stepped up 
their plans for store expansion in 


If you sell the physical distribution 
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1957. If they carry out these plans, | spite the sizable average sales gain | Sets Corporate Ad Push 


the report says, they will open 1,-| of 17%, only 13% 


000 million-dollar-or-more super- 
markets this year. 
Frozen food sales averaged 4% 


of supermarket sales in 1956. Two | 


years ago it was 3.5%. In Canada, 
however, the total performance of 
frozen foods is only 2.1% of total 
sales. 


® The biggest problem in the su- 
permarket industry is to have 
earnings keep pace with sales. De- 


of the companies 
were able to achieve a lower ex-| 
pense ratio, while 9% maintained 
their 9% ratio. 


# Nét profit ratio before taxes de- 
clined in 42% of the companies, 
while 41% reported a higher net 
and 17% the same as in ’55. 


Pittsburgh Plate Glass Co., Pitts- 
burgh, has appointed Ketchum, 
MacLeod & Grove, Pittsburgh, to 
handle its first corporate adver- 
tising program. The campaign will 
begin in January and will repre- 
sent all divisions of the company. 
KM&G is algo the agency for the 
company’s fiber glass division; 


After taxes, the picture was sim- 
ilar, with 43% reporting a lower 
net profit ratio, 41% higher and 
17% the same as in '55. # 


Maxon Inc., Detroit, handles the 
paint division; Batten, Barton, 
| Durstine & Osborn, Pittsburgh, the 
|glass division. 


Matson Adds to Ad Schedule 
Matson Mfg. Co., New York 
manufacturer of dresser sets and 


makeup mirrors, has added pod ? ; 


in Glamour and Vogue, plus a half- 
page in Seventeen, to its 1957) 
schedule, which already included 
pages in Harper’s Bazaar, and a 
trade program in Beauty Fashion 
and Post Exchange. The keyline is 
“the real gems for her dressing 
table are by Matson,” and the com- 
pany says it is the first in its field 
to do consumer advertising since 


field 


ie 
XN 


> . . . the only magazine covering the field of ' 
physical distribution— materials handling, indus- 
trial packaging, warehousing and transportation. 
Published monthly, and with a circulation of 
more than 25,000, Distribution Age reaches 
virtually all industrial traffic managers, common 
carrier transportation executives, private carrier 
transportation executives, warehouse managers, 
industrial packaging executives, and materials 
handling engineers concerned with the mer- 
chandising, handling and storage of freight. 
Each year these men spend billions for services, 
vehicles, handling equipment, office equipment, 
business control systems, communications equip- 
ment, warehouse facilities, packaging equipment, 
shipping room supplies, building and other needs 


—a boom market by any standards. 


U 


® 


you can sell best in 


o 


DISTRIBUTION AGE 


Distribution Age is published by Chilton Company, one of the most diversified 
publishers of trade and industrial magazines in the country—a company with 
the resources and experience needed to make each of 16 publications outstand- 
ing in its field. In keeping with Chilton policy, the staff of Distribution Age 
devotes full time to the field the publication covers, striving for editorial 
excellence and strict quality control of circulation. In achieving both objectives, 
it has earned the confidence of readers and advertisers alike. 


Chilton 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist - The Iron Age « Hardware Age 
Spectator « Automotive Industries - Boot and Shoe Recorder « Commercial Car Journal 
Butane-Propane News- Electronic Industries- Jewelers’ Circular-Keystone» Motor Age» Gas 
Optical Journal & Review of Optometry- Hardware World. Distribution Age» Book Division 
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DAVID H. BURKE has been named di- 
rector of marketing of College Inn 
Food Products Corp., Chicago, a 
new position. He formerly was 
sales manager of the Flako Prod- 
ucts division of Quaker Oats Co. 


the 1930s. Leber & Katz, New 
York, is the agency. 


How many people are there on 
today’s corporate ‘‘decision team’? 

Who are the people within a 
company who have the most to say 
about buying your product or service? 

Are your salesmen calling on the 
right people? 


Answers to these and other 
questions of paramount interest 
and importance to those selling 
the managerial market today 
are to be found in the just pub- 
lished report, ‘““How Business 
Buys.” This major marketing 
report is the result of the com- 
bined efforts of the Marketing 
Services Company of Dun & 
Bradstreet, Inc., Benson & 
Benson, Inc., an independent 
research organization of Prince- 
ton, N. J., and the Marketing 
Division, Advertising Depart- 
ment of “U.S.News & World 
Report.” 


For a copy, ask your 
advertising agency or write 
on your company letterhead 
to ““U.S.News & World 
Report,”’ 45 Rockefeller 
Plaza, New York 20, N. Y. 


U.S. News 


World Report 


Now more than 900,000 net paid 
circulation. Three out of four sub- 
scribers hold managerial positions 
in business, industry, finance, gov- 
ernmént and the professions. 
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ropolitan centers surveyed |former share of total metropoli- 


burban areas|urbs shot up 128.8 pet. from 1948| met 
1954, the latest available fig-| py McMillan. tan retail sales. 
Mitigating against downtown 


Se 


ver, that limi 
t set of figures,’ when |areas. 


available, will show & slacken: (3) 
the trend of business 


Retail sales in su 
Denver have been in-\to 


“ 
a 


around 
creasing faster than in any other |ures. McMillan’s = 
. : ini s § _ made for 
suburban area of the nation, ac-| The metropolitan area S in- Rey Foundatt ot Highw shopping areas are the rapid| ing of Aout 
se in retail sales (including|' ti oundation for Fé spreading out of population, away from downtown areas. — 
‘Traffic Control, Inc., appears in| away from downtown areas, and| Reasons for a slowing of the| wher 
were : good 


cording to 4 survey by 4 Jeading |crea 
the 


city of Denver) showed an 
lyzed 24) the difficulty of driving to and trend, he said, 


economist. 
The study by Prof. Samuel increase of 52.7 pct. during the| Traffic Quarterly. It ana 
MeMillan, assistant dean of the| same period, second only to Dal-|of the nation’s major metropoli-| parking in downtown areas, Me-| (1) Extension of many metro-| (4) 
tan areas. In all of them he Millan says. politan areas. met! 
(2) Outward extension of shop- arte 


University of Connecticut School las. 
of Business Administration, Sales in the city itself went found that downtown shopping Calvin P. Pond, manager of 
reas were failing to hold their| the Denver Retail Merchants ping facilities to their logical|ma 


shows retail sales in Denver sub-| @P 39.4 pet., fourth among the |4 


By BOB TONSING 
The Mountain States Tele-| on the site of @ present two building and of installation of Beaver Post Staff Writer 
& Telegraph Co. has an-) story annex on the 15th St. side the entire customer direct dis- A big, new city, sort of @ 
nounced it will spend $3.5 million| of the building. The present |tance dialing system is planned Pittsburgh of the oil 
on construction and equipment | annex will be razed. The new |for mid-1960. fields, will grow up between 
to bring direct long distance ‘el-| building will be finished to when the service is intro Grand Valley and Rifle, Colo., 
ephone dialing to the Denver| match the main building. duced, telephone customers in| during the next decade, but 
metropolitan area. Walter K. Koch, president of metropolitan Denver will be able | Denver needn't worry about its 

Construction will start early in| Mountain States. said the archi-|to dial their own long distance first-city rating © the state. 
1958 on a new seven-story annex |tectural firm of Raymond Harry calls to major cities throughout Denver will be the Philadel- 

United States and Canada. phia in the analogy. 

The prediction is Dr. Tell 


to the present telephone building Ervin and Associates has been | the 
at 15th and Curtis Sts. It will |retained to draft construction For example, ® customer ‘ 
Ertl’s, and it can't be put down 


provide an additional 56,000 | plans. Ervin was architect for) wishing to call WAlnut 5-6742 ; 
square feet of space for the tons | the Denver Club skyscraper and in San Francisco will first dial |25 pipe dream. The Denver 
Research Institute of the Uni- 


of complicated machinery and designed the 28-story Murchison| 415, the area code for San , 
Francisco. then dial the Wal- versity of Denver has gone to 4); 
lot of trouble to prove the same 


t involved in | Tower building now under con- 
struction. nut 5 number. Within seconds ; 2 a 
electronic equipment will com- thing with statistics. 
plete the call. Ertl, a Grand Valley mining 
Special message accounting engineering consultant and 
@ | n % et | r equipment will record billing in- one of Colorado's genuine 
formation on perforated tapes. “old shale hands,” is 5° sure 
will be processed of the future of the oil shale 


industry that he’s acquired 


electronic equipmen 


several valuable shale hold- 


W ° e by computers 

7 @ | r u i 4 n .e | clusion on the customer's month- 

ly bill. ings and has set up the only 
in the long-range realty office in the town of 


First step 


. By CHARLES ROOS erected west of the present ; 
r Denver Post Staff writer |Lakeside stores. program began in 1954 when & Grand Valley. 
“pilot digit” was added to all Ertl puts it this way: 
“Oil shale is the state’s 


Construction of a new Mont- Barr said a contract was 

gomery Ward store at the Lake-|signed in Chicago Friday with | Denver exchanges. Automatic , 
side Shopping Center will start|Gerri Von Frellick, president of equipment installed since makes | ™aJor resource. No, it's mort 
in October and be completed | Markets, Inc., of Denver, de- possible direct dialing to other than that. It's the world's 
weer cities by long distance operators major resource. It’s been hel 


sar, John A. Barr veloper and owner of the shop- 
, aii ar _a_Jong-term in Denver. back before, but nobody can re ; 
——— stop it now. B d Ss: 


slorado _has 1,000 square 


Mon sh 


— ee ae ee at i lela. sai casas re ie oe ee 
fee ee ee ee Oe cae on Slee i ee Pete eee ee. ae ee So ree et, eae y 
Se a ee ee i ee yes ae ee ee 
a ee ie ee ae ‘g ee a ‘ a eo 2 a. - es ss ba sec ‘i iS oe a : nee 4 a ae ae rath a beh Be ge sine pe eee. eae pecs 2s a ie 2 a ¥ ee : a a 
ce pee x - m 4 é . 4 : p 
eae ——SSSSS> 
oe — 
——————————— — ooo . 
———— SS : 
2 ——eetlWA- ———————SS”—~S—t pee i 
a U 4 U rb re | n - | Assn., P 
wie, 
oe 4 
é; a 
: ‘ 7 ’ 
| Kak ' DE Ec 
eh HE : . the Rocky Mountain mp 
ee The V oice O ld 
eet Climate Capital of the Wor 
ie Denver, Colo.—tm™ eee ean a 
ee ais Vol. 66, No. 67 HEN 
aes. : — 
“ee a Ts <- 
a : a a . y oe ex 
; a } ; bes 
eae. i ete, b ae — 
ey e ' "Sie 
ae 4 S ale iat 
a, . s . = 
es , - V LOD a 
4 , ee es a 
: é . aed - -— ai 
(fier 7 q 
Phat : , . 
ti : se ra Pre ta | 
oe ee AO eS ae 
Li ae ae ES 
es — ban tS eee oe 
F - . . ie Ao 
& - : Sy pa 
. . oo st es 
i . ro (cata ' 
fore ; | * \ phe? ee 
ea : wi p 
oe | VER SERVICE , ———. 
a pin in b hnncenin A ea reeay . Oana 
: ‘ ns Direc _ Ree 
| : Phone Firm Resource mas) 
ss ae ed ie x faa 
ne - caro facies 
ae : vem yy.  §# =. 
eee re, 2 Vv ay be 
te ‘* % gh Mis - 
ae . a a 
2 oe ee ell a ca 
mie ed ; Le. 4 
Oe en gas ee y 
a : - i , Jims 
. +. See 
3 ay ae, > » if 2. 
: ; ; a " 
; the red A. itis 
: | = PaAYL ia 
: — -. t\t ae 
ae Pe th tee LS 
AY ee 
ss | ee 
ee te 
¥ ee Wire | 5 Mae Ri ig ag Se Gia a Ra nek ia oP gd aN oy Rica Neca Wiles case im aes ee ee 
a oy a aa oe eer oe Sige SNS ope 5 Sy a ete ea tone ae eo as a yee — see Ps BE ch aeRO RC rr ee ae ete Cis a a Rie ee, ae keer nen alae 
Rupee 2, i ee < « ee ee ele eG ak a Re Re eel naerreecr re ae ee a i ek ee ye ee eae tae ie ecg, eI Rene eee CA age al lee 


imits in many metropolitan|clean UP and 
reas. town areas. 

(3) The perennial role of the Pond conceded that downtown Increase 
jowntown area as the place merchants in every city would, 3948 1954 Pet. 
where the greatest variety of|however, have to band together | Denver Metro 
goods is to be found. to get these improvements if Area $554.9 $847.4 52.7 

(4) Recent efforts by many|they are to hold their own City of Denver 472.6 695.0 39.4 
metropolitan centers to improve against the competition of sub- Balance of 
arterial traffic, parking, andjurban shopping centers. Metro Area . 82.3 188.3 128.8 

\mass transportation, and to| The survey shows these chang- (Figures are in millions). 


By WILLARD HASELBUSH 
Denver Post Business Editor 
The Public Service Co. C1 
of Colorado has hired & ss RCULATION 
group of three leading ening, exc 
Denver architectural Sunday. . ept Saturday. . . 250,450 
+ + + + + «+ « « 549,834 


firms to draft designs and Empleo 
cost estimates for con- Magazine and Comics. 374,15 
struction of 4 skyscraper i. 7159 
to serve as a new PSC C. Publisher's Statement 
home office. March 31, 1957 
A spokesman for Public Serv- 
ice said the architects have Ghice dat Pes 
been asked to plan a building of . ublisher; PALMER HO 
950,000 square feet. That would epresented Nationally b <4 
be a skyscraper almost equal MOLONEY, REGAN ce : 
in size to the new 24-story Den- & SCHMITT, INC. 
yer Club building. Cost would 
be about $5 million. 
The Public Service spokesman 


major skystra , 
mt liam Zeckendorf and his New 
Smee . York realty firm of Webb & 
Denver Pest Photo by Al Moldvay Knapp hope to build as part 
P E Vi f M hi T of the Mile High Center com- 
s-Eye View O urchison | ower plex of buildings. 
Zeckendorf controls land be- 


om the top of the 100-foot pylon of the 28-story Murchison Tower to the Sherman Sts, 


ampleted sheathing the tower in steel, glass |to the east 0 
5 million structure will be- |Center skyscraper and has 
»xtend the center “when 
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Whew you care cwea 


HAPPY EVENT—A new institutional 

campaign will be launched by Hall- 

mark Cards with this bew page in 
Life Oct. 28. 


Slogan, Signature 
Only Copy in New 
Hallmark Card Ads 


Kansas Crry, Mo., Oct. 22—Hall- 
mark Cards Inc. will use a series 
of bkw pages during the remainder 
of this year and through 1958 in 
Life and The Saturday Evening 
Post. The ads will have no other 
copy except the slogan, “When you 
care enough to send the very best,” 
and the company’s signature, 
“Hallmark Cards.” 

The ads in this Hallmark series 
will make no effort to merchan- 
dise the company’s products or to 
sell a specific card. 


® John Oakson, director of: ad- 
vertising, said that the response 
from a test ad employing this tech- 
nique in Life a year ago encour- 
aged the company to undertake a 
wider use of it this year. The test 
ad pictured a soldier on his bunk 
smiling at a greeting card he had 
received from home. The company, 
Mr. Oakson said, received an en- 
tirely unexpected number of letters 
of commendation from GI’s and 
civilian readers as well as many 
requests for copies of the picture. 

“What we want to point up in 
the ads,” Mr. Oakson said, “is that 
greeting cards are the finest ex- 
pression of social communication 
on any occasion. In the photos that 
have been taken for the campaign 


HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Barney Kingston Merchandising Director 
Don't be fooled by the “outlet map” 


en your wall! It's one thing te put 
your preduct in stores—it's quite an- 
ether te move it. 

If your product or service lends it- 
self te personal selling—whether in a 
home, office, store, institution, service 
station, ete.——it will pay you te in- 
vestigate the booming $9% billien 
DIRECT SELLING FIELD. Manufac- 
turers and y executives often 
amazed te learn hew ecasy and inex- 
pensive it is to move merchandise 
through modern direct selling—in ALL 
countics of the 48 states and in the 
previnces of Canada. 

Let ws analyze your preduct or 
service without obligation on your 
part. If your product has petential in 
eur field, we submit S4-year sales- 
tested plan fer consideration; sample 
plan sterts 50 new companies every 


from $250,000 to more than $12% 
million annually. 

Send factual data to our Merchan- 
dising Director, Barney Kingston, Dept. 
A 218, Saleseman’s OPPORTUNITY 
Magazine, 850 North rn Street, 


we have attempted to mirror the 
emotions of card-senders and re- 
| ceivers in an appealing and sincere 
|manner with the emphasis on the 
reality of a given situation.” 

Foote, Cone & Belding, Chicago, 
is the agency. + 


Leckie to ‘Everywoman’s’ 

John T. Leckie, formerly on the 
advertising staff of Woman’s Home 
|Companion, has joined the New 
|York advertising staff of Every- 
|woman’s Magazine. 


Robinson Joins OAI; Haiman 
Takes Over at Carstairs 

S. Jesse Robinson, formerly ad- 
vertising and promotion manager 
of the Carstairs division of Cal- 
vert Distillers Co., a Seagram sub- 
sidiary, has joined Outdoor Ad- 
vertising Inc., New York, as an 
account executive. Walter Hai- 
man, assistant advertising mana- 
ger of Carstairs, is acting adver- 
tising manager and is expected to 
succeed Mr. Robinson. 


Federal Sign Buys 2 Plants 

Federal Sign & Signal Corp., 
Chicago, has purchased two Phil- 
adelphia sign companies, Penn- 
Neon Signs Co. and Alert Neon 
Service. Philadelphia sign produc- 
tion will be consolidated in the 
former Penn-Neon plant. 


O’Brien Names Two 

Noel Wright has been named 
head of the creative department 
of O’Brien Advertising Ltd., To- 
ronto, and Michael Carreck has 


Advertising Age, October 28, 1957 


been appointed copy chief. Mr. 
Wright also becomes a member 
of the plans board. Mr. Carreck 
formerly was with McCann- 
Erickson. 


Tops Music Names Agency 

Tops Music Enterprises, New 
York, has appointed David Singer 
Associates to handle advertising 
and merchandising. The company 
plans a $500,000 campaign, largest 
in its history, to promote its line 
of record albums. 


Chicago 10, TM. 
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Typical U.S. City 


in Touring Exhibit 


Oct. 22— 
industrious midwest 
city of some 80,000 is about to be- 
come Great Britain’s “Window of 


KALAMAZOO, 
This quiet, 


MICcH., 


America.” 


For nine months beginning about 
Nov. 25, major British cities will 
be visited by an elaborate 3,500 sq. 


Advertising Age, October 28, 1957 


Kalamazoo Cited as 


ft. exhibit titled “The Changing 
American Communit y—Kalama- 
zoo,” sponsored by the U.S. Infor- 
mation Agency. 

Included in the exhibit will be 
photographic displays, animated 
charts, films and a showing of 
many of the products manufac- 
tured in Kalamazoo. Purpose of the 
exhibit is to give a cross-section 
of life in that city—its industries, 
commerce, schools, culture, recrea- 
tional and religious activities and 
civic institutions. 


USIA says it selected Kalama- 
zoo because it appropriately illus- 
trates the changing community in 
the U.S. from pioneer days to the 
present. Kalamazoo is also sup- 
posed to be an example of “how 
America lives and how a demo- 
cratic society is designed to express 
family and community values 
based on the fundamental concept 
of the dignity of the individual.” 


s A four-page souvenir issue of the 
Kalamazoo Gazette, carrying spe- 


cial feature stories about the city, 
its history and present life, will be 
given to visitors. Two columns in 
the special issue will give a run- 
ning commentary on commodities 
available to Kalamazoo consumers 
and the prices, based on advertis- 
ing appearing in the Gazette. 

The Gazette has contributed 
background data for the exhibit, 
much of which comes from the 
Gazette’s “1957 Market Facts—A 
Profile of the Kalamazoo Market,” 
containing retail and industrial 


| Pearson-in person! 


Show — all new, all live—serves up proven showmanship and 
proven salesmanship on American Radio, every Saturday, 9-10:55 am 


e nd eA o wr ie 


Johnny Pearson has a happy habit of pulling big audiences in big markets. How well does 
Pearson sell? Just check this peppy performance record: 


1. Kansas City: 129% audience increase in 2¥2 years. 


: 2. New Orleans: 100% audience increase in just six months! 
ES Now he goes live on American with a brand-new, two-hour session of currently popular 
music and song. The new Johnny Pearson Show features vocalist Kay Brown (live), bari- 


tone Dick Roman (live), The Ray Charles Blenders (live), Buddy Weed’s orchestra (live) 


and announcer Doug Browning (live). 


the Jli7e one is 


BR 
NETW 


Here’s a proven salesman with a proven show that will sell today’s young housewife — 
the on-the-go woman who's more music-minded than ever. 


AMERICAN 
DCASTING 
RK 


61 


data, population figures, employ- 
ment and income data, population 
characteristics and labor force fig- 
ures. # 


WARM-TV and WILK-TV 
Merge to Form New Siation 
Stations WARM-TV, Scranton, 
Pa., and WILK-TV, Wilkes-Barre, 
Pa., have merged to form a new 
station. Transcontinent Television 
Corp., Buffalo, multiple station 
owner, has acquired 60% of the 
new property, which will probably 
be called WNEP-TV. Remaining 
40% interest in the new property 
was split between the WARM-TV 
and WILK-TV ownership groups, 
headed by Martin F. Memolo and 
Mitchell Jenkins, respectively. 

Radio Station WARM was re- 
portedly included in the merger, 
while WILK will continue under 
the ownership of Wyoming Valley 
Broadcasting Co. The new station 
will probably be southeast of 
Wilkes-Barre. The merger awaits 
approval of the Federal Communi- 
cations Commission. 


it’s 
the 
flavour 


...always 


HIGHLAND CREAM 


class 
by itself 


since 


TEACHER’ 


EACHERS 
NGALAND CREAM 
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Perfection of 


86 PROOF BLENDED SCOTCH WHISKY 
Schieffelin & Co., New York 
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WANT & Ee _—s - | 
with your sales prema ie aa Ny oe . — > 
tions, booklets, filmstrips-aimes 

4 catalogues; manuals of dis Sige 

Our creative staff of skilled destamEE 


NEW LOOK—A bold new identification tag (left) now appears on In- 
ternational furniture, replacing earlier tag ( right), which had no 
focal point. 


5 ‘ are ex erie ts — ~ a a ey a : . ’ en 

: cap ORE eg: road to bigeehl . ies Bee reg a ‘ — ares sob, fee “ig — International ot 
as ¥ ee | = : | P. Lorillard Co., maker of! | 
“3 ‘oe GRAPHIC ARTS cease pee pee, ; Old Gold -_ sates cisares,| Bows as New Symbol 
. “ oe 3 has signed a lease for three floors |» . 

39 West 29th Street, N.Y. 2) Hit a ee a at 200°E. 42nd St, New York, and im Furniture Field 

eee, rina , es, will move into its new quarters} Cyrcaco, Oct. 22—The furniture 
on or about May 1, 1958. industry, which is gradually be- 
coming more conscious of trade- 
marking and the value of trade- 
mark promotion, this fall is 
i. witnessing the debut of a new sym- 
bol in the upholstered furniture 

a publisher A 
At the National Furniture De- 
“4 sign Show here last week, uphol- 
has two basic stered furniture of the Internation- 
al Furniture division of Schnadig 
bd Le py B+ Corp., Chicago, appeared for the 
responsibilities first time decked out with 6x12%” 
four-color labels featuring Inter- 
national’s new symbol—a lower- 

case ‘i’ dotted with a globe. 

4 Similar, but smaller, permanent 
Y Bs i labels are used under the cushions, 
has developed specialized bearing the same ‘i’ symbol, as 
thods to meet them both ‘ does all of International’s adver- 
me : 


tising and promotion. 


tien fe! 
e. 


oe 
~—e | _ ® Although labeling is standard = 
‘ ; procedure in most consumer goods deg 
fields, furniture manufacturers 
: 3 ~ 5 e have until fairly recently been re- 
A to get his magazines to the right audience luctant to use company labels on 
their merchandise displayed on re- 


tailers’ floors. The labels they have 
Franchise-Pai d Cir cul ation, developed used have been conservative, often 


with no clear-cut symbol or con- 
and perfected over 28 years of Ney, sistent identification point. : 
-- : om ° The company’s current advertis- oe 
specialized magazine publishing : s f ‘ ing program consists of schedules 
readers are buyers, selected by — |in American Home, Better Homes 
his P . ketin & Gardens, The American Weekly, 
specialists in every major marketing e 2 | |Family Weekly and Parade. 
area, paid forby the men who select 2 > ae = & Co. is Interna- 
them, controlled and verified by 


CoLK™ 
daily contact—far beyond [taht Row ry Bring ABP 

sas : nts. embership to time High 
BPA auditing royerene Membership of Associated Busi- 
ness Publications has hit an all- 
|time high of 165 publications. 
Eight new applications for mem- 
bership were approved by the 

- : s ABP board last week. 

a to get them read when they arrive The eight new members are 
Modern Beauty Shop, published 
by Vance Publishing Corp.; Mod- 
ern Hospital and Nation’s Schools, 
| both published by F. W. Dodge 
X Corp.; National Bottlers’ Gazette, 
ec published by Keller Publishing 
4 Co., and four international publi- 
cations issued by McGraw-Hill 
Publishing Co.: American Auto- 
mobile, El Automovil Americano, 
Ingenieria Internacional Construc- 
|cion, and Ingenieria Internacional 
|Industria. The first of these is 
printed in English, the other three 


Distilled Writing: all the facts, none 
of the verbiage, polished and 
condensed to give readers more 
articles, more easily read articles — 
creating high readership 

for IPC magazines. 


edits: fT Aer pe) Ce ated 'in Spanish. 
NOH, jr 
= Ve, trademarks of 
- sig the Industrial Publishing Corporation | = . 
cuss 812 Huron Road «+ Cleveland 15, Ohio Zeke 
NEW YORK © CHICAGO © LOS ANGELES * ROCHESTER * LONDON © ROME 
ansaid _ does 
to oA STRATED PRECISION METAL MOLDING ! 
. . T be | 
tnpusTay & a+ wroanuaies ee PUD rowes Dinecrory * WELDING ILLUSTRATED it 


THE WELDING DIRECTORY * COMMERCIAL REFRIGERATION & AIR CONDITIONING * MASTER CATALOG | 
OF AIR CONDITIONING & REFRIGERATION CATALOG OF CATALOGS * MODERN OFFICE PROCEDURES 
OCCUPATIONAL HAZARDS * AERONAUTICAL PURCHASING 


See page 108 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


COVERS METROPOLITAN OAKLAND* 


Any advertising or business executive doing a com- 
prehensive marketing job must be alert to significant 
changes such as the emerging of Metropolitan Oak- 
land (Alameda County) as Northern California’s most 
populous market. This is a fact of importance to 
anyone selling goods or services in the Pacific Coast 
region. 

The Oakland story is of particular interest to us in the 


Are 


ail 


Tribune 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


Northwest because it is representative of postwar de- 
velopments throughout the Western area. These offer 
rapidly growing regional markets for those who dis- 
tribute exclusively in the West, and a vastly larger 
total market potential for those who sell nationally 
distributed products in the Pacific West. 


ARLYN COLE, President 
COLE & WEBER, INC., Portland 
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RCA and Ampex to Exchange | reproducing systems. The systems | Dant Shifts to Kleppner ti IN ee ee 
Radio Corp: of America, New/\allow the recording of scenes, Dant Distillers Co., a Schenley : a See a Mie” » 
York, and the Ampex Corp. have |information and sound for later | division, will move its Belmont and | 
agreed on a patent exchange cov-| reproduction for television broad- | Three Feathers brands from Mc- 
ering video tape recording and casts in one application. Cann-Erickson to the Kleppner Co. 
Nov. 1. Reason for the move, ac- 
cording to Robert Franklin, adver- | 
tising manager, is to consolidate | 
advertising in fewer agencies. | 
| Kleppner has most of Dant’s other | 


EL PASO, TEXAS 


The Capital City of brands except Gibson, which is) 
The Fabulous Southwest still handled by Norman, Craig &| 


Population 1940 96,810 Kummel. | 


Population 1950 130,003 
Population 1957 255,000 — oe ae 
and Still , i oma Wine Co., San Francisco, 
OE Growing FAG has increased its advertising budg- 
et and will use multiple-insertion So 

, 7 newspaper ads in major wine mar- = 4 ; x 
The £1 Paso Times El Paso Herald-Post kets through 1958. In addition, it| ag ob oo MELLON BANK 
An Independent Newspaper A Scripps-Howard Newspaper will use Ebony and Look, supple- | Acmwats 
Morning and Sunday Evening mented by transit, outdoor adver- : 
isi ’ isi i : burgh, be- 

. tising and spot television sched-| A020 BANK ADdS—Mellon National Bank & Trust Co., Pitts 

TWO Separate Newspapers - oe Line BUYS BOTH! ules. Foote, Cone & Belding, San| lWeves that its advertising follows a course “between stuffiness and 
Francisco, is the agency. acting too flip.” Shown here are two examples from the bank’s 
campaign which runs in Pitts- 
burgh newspapers. The ads were 


‘ . prepared by the bank’s own staff. 
4 af Insurance Institute 
| ee aby t rl Ca zs Budgets $1,400,000 for 


Anti-Inflation Drive 
New Yor«, Oct. 22—The Insti- 


e a * 
tute of Life Insurance is concen- 
trating its entire advertising budg- 
a rl in if et of $1,400,000 on fighting infla- 
% tion. 


The campaign, which started 
last week, is using ads every other 
week in 561 daily newspapers in 


' 353 cities. Space varies from 660 
CROWN ZELLERBACH CORP. to 1,500 lines. 


“The more we pass the buck, the 
W. R. GRACE & CO. (polyethylene) less the buck will be worth! Fight- 


— U. S. RUBBER co. ing inflation is everybody's busi- 
ness,” the initial ad of the series 
—— FOSTER GRANT CO., INC. 


said. 


—— KAN JAX CHEMICAL CO. Thomas J. Sexton, the institute's 


advertising manager, said that the 
STAUFFER CHEMICAL CO. campaign is really an extension of 

a similar campaign that was tested 
IDEAL CEMENT co. last spring, which urged people to 
KAISER ALUMINUM & CHEM. CO “save an extra nickel out of every 


dollar,” to help fight inflation. 


ESSO STANDARD OIL CO. That campaign, Mr. Sexton said, 
ETHYL CORP. attracted wide attention and re- 


ceived editorial comment in 200 


newspapers. Because of the seri- 
ALLIED CHEMICAL & DYE CORP. ousness of inflation to insurance 


COPOLYMER CORP. | policyholders, he said, the directors 
|of the institute decided to extend 
DOW CHEMICAL co. the anti-inflation campaign and to 
WYANDOTTE CHEMICALS CORP. concentrate the whole advertising 

budget in newspapers. 

ORMET METALS CORP. 

/ s The fundamental thinking be- 
KAISER ALUMINUM hind the campaign is expressed in 


NATIONAL SUGAR REFINING CO. a small box carried in each ad. It 
explains “why the life insurance 
RIVERLANDS — companies are bringing you this 


oe ne EE —~ ee es ee q 


No. 2 of a series 


“Down on the levee” today means “millions”. 


|“106,000,000 policyholders have 
E. |. du PONT de NEMOURS made life insurance America’s 
the interest of these policyholders 
—in the interest of all of us—the 
they have a duty to help preserve 
ony the purchasing power of the dol- 
$SO Standard Oil’s Spend more — where - 
there’s more to spend ads say, if individuals will buy 
more wisely, save more, and take 
* A a. r A great petroleum, industrial, and petrochemical that the government spends tax 
is m e ri ca a L arg es t empire is booming on the banks of the Mississippi. | money wisely. 
Here is the fastest growing industrial area in America! | J. Walter Thompson Co. is the 
: . ; , , Cash registers are singing in Baton Rouge, because 
refinery in Baton Rouge. The plant site, including 2 tank there is ready money to buy all of the varied | Myers Names Gore, Smith 
. : x the key to more sales at lower cost because .. . Pa., has appointed Gore, Smith & 
Many of the greatest names in American industry have : Greeland, New York, to handle its 
eer : : Ry in this BILLION DOLLAR MARKET!" frozen chicken pies, chicken cro- 
and others are moving in . . . with $254,800,000 for additional "ae quettes, beef pies and oyster pies. 
plants already scheduled. ; 
4 : : . phia, is the previous agency. 
Effective Buying Income per family in Baton Rouge Ch | 
is $6,303 — far above the national average. — Nielsen Plans Move in ‘58 
: ‘ A. C. Nielsen Co., market re- 
Payrolls are at an all time high! search organization, has leased two 
BATON ROUGE, LOUISIANA | 


WEBB & KNAPP, INC. message,” by pointing out that 
|most widely used form of thrift. In 
for example ek a life insurance companies feel that 
Inflation can be stopped, the 
B R Refi 
aton ouge erinery c cesaaiet Cenk We’ beliin, 40 
ae > .# 

7000 employes share a $45,000,000 payroll at Esso’s gigantic ee 
farms, covers 2300 acres! products of America’s advertisers! WBRZ-TV is Myers Food Inc., Plumsteadville, 
invested hundreds of millions for plants in this “empire area”’ “Onty) Sunsnine reaches more homes —_| advertising. The company makes 
Philip Klein Advertising, Philadel- 
floors at 575 Lexington Ave., New 


Tower: 1001 ft. Power: 100,000 watts | York, and expects to move its of- 
NBC-aABC |fices there when the building is 
Represented by Hollingbery completed in mid-1958. 
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American wer A Paper B- Paper C 


Source: Media Records 7-day, full-run 
advertising linage figures, 1st 9 months 
1957 vs. same period 1956. 


Media Records aesifticdiaea 
in which The American showed 
gains, and comparative gains 


with all Chicago newspapers 


nome Local Automotive... .ccccccccceccscecseeceeccesecesessand largest gain 


eS ae ae 


for the first nine months of 1: 1957, 


The American is 


the only Chicago 
newspaper to gain 
in total retail 


stores advertising 


Retail advertising linage is the bulwark of newspaper advertising .. . and 
in Chicago, The American is the one paper that's going places in retail 
advertising. 

For the first nine months of 1957, The American is the only Chicago paper 
to show a gain in total retail stores advertising, with increases chalked 
up in 12 out of 24 Media Records retail store classifications. 

Advertising is placed where it produces. Today, more and more adver- 
tising is being placed in The Chicago American. How about you? 


Building Supplies... 26... cee eee cee ee eee eeceeenseecescdonly gain 
Men's & Women's Clothing Stores... ......0050500e00e0+++Only gain 
Department Stores... 6 sce c ccc ee ee eeeeeeeeeeceeeecees shOrgest gain 
Drug Stores... 6c cece ccc ce eee rece seeeeeecevesceseese dtd largest gain 
Electrical Appliances. ... 1... se scee cece eeceeeceeceeves shOrgest gain 
Furniture & Household... 6. cece cece ceeeeeesecececeses shOrgest gain 
Miscellaneous. . 1... c cece cee eeeeeeeeeeeeeeesessceseees and largest gain 
Musical Instruments... .....06ceceeeeeeeeeeeeneeeseeeee Only gain 
Women's Shoe Stores. ..... 0 cscs cceececeeeeeceeenssss Largest gain 
Sporting Goods. . 2... e cece cseeeeneeseweseeensescesensdnd largest gain 
Toilet Goods & Beauty Shops. ......eccccceeceecccceeeesdnd largest gain 


THE CHICAGO AMERICAN 


Nationally Represented by Hearst Advertising Service Inc. 
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_The YOU in YOUTH is important... 
If you make it so 


Write us today for samples of the medium 
that is important to youth . . . the medium 


they LIKE, WANT and BUY. 


Write to: THE COLAD COMPANY, INC. 
DEPT. 5, 701 SENECA STREET 
BUFFALO 10, NEW YORK 


: - > 


| Department Store Sales... 


Wasuinctron, Oct. 24—Depart- 
ment store sales across the U.S. 
during the week ending Oct. 19 
remained unchanged in compari- 
son to sales for the similar week of 
1956, the Federal Reserve Board 
reported today. 

Sales for the four weeks ending 
that date also were unchanged in 
| comparison to the similar period of 
last year. For the year to that date, 
sales showed a 2% gain. 


® Of the 12 FRB districts, five 
showed gains: Chicago, 3%; St. 
Louis, 1%; Minneapolis, 2%; Kan- 


@ No Change for Week Ending Oct. 19 


sas City, 2%, and San Francisco, 
1%. Atlanta reported no change. 
The rest had losses: Boston, 5%; 
New York, 1%; Philadelphia, 3%; 
Cleveland, 6%; Richmond, 6%, 
and Dallas, 3%. 

A breakdown of district figures 
for the latest week will not be 
available until next week. For the 
previous two weeks, they broke 
down as follows: 


% Change from '56 

Week Ending 

Federal Reserve Oct. Oct. 
District, Area, and City 5 12 


UNITED STATES 200.000 0 


a 


This group of mountain-ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combina- 
tion of competitive stations ... at by 
far the lowest cost per thousand. 
(Nielsen & SR&D) 

They serve this amazingly rich in- 
land market — with triple the retail 
sales of the Atlanta metropolitan mar- 
ket — and effective buying income of 
nearly $4.6 billion, more than all of 
Iowa. (Sales Management’s 1957 
Copyrighted Survey) 


“CALIFORNIA (AND 


Compony 


Sacramento, California 
Paul H. Raymer Co., 
National Representative 


ary: ) a 


WESTERN NEVADA) 
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KBEE Bvovesto 
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KERN Wapaccersricio 
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: AC RAMENTO 


FRESNO 


Advertising Age, October 28, 1957 


Boston District ................. 
Metropolitan Areas 


Downtown Boston 
Suburban Boston .. 
Cambridge 


ET 
New York District ................. 
Metropolitan Areas 


Philadelphia District ............ 
Metropolitan Areas 
Wilmington 
Trenton . 
Lancaster 
Philadelphia 
Reading 
Scranton ............ 
Wilkes-Barre—Hazleton .. 
Cleveland District .................. 
Metropolitan Areas 
Lexington 


Cincinnati 
Cleveland ..... 
Columbus — 
Springfield . 
Toledo 
BEIUEID cndncthsinenscenemnnpanndl 
Pittsburgh ............... ty 
Wheeling-Steubenville .... 
Richmond District ............. 
Metropolitan Areas 
Washington ........0 . 
Downtown Washington . r4 1 
ee 
Downtown Baltimore r— 5 
Richmond hevaies 4 
Atlanta District ............... +8 r+ 
Metropolitan Areas 
Birmingham ...... 
Jacksonville 
Miami possessed 
Miami City 
Atlanta 
Augusta 
New Orleans 
New Orleans City ......... 
Knoxville 
Nashville 
City 
Tampa ...... slnpensieaddeenn -3 
Chicage District ................. —2 
Metropolitan Areas 
Chicago peau 2 
Indianapolis pines + 3 
Detroit . ‘ 2 -~ 4 
7 
0 


a 
-cwerc4neoe 


+ | 


+ 
e 
+ 


- 
+ 
ow 
++ 
oeAa-aecS 


Milwaukee , 
St. Louis District ............ 
Metropolitan Areas 
Little Rock 8 
Louisville _ + 7 
St. Louis .. 0 
ee 2 
Minneapolis District ... —A 
Metropolitan Areas 
Minneapolis-St. Paul e + 2 
Minneapolis and Suburbs ° 0 
St. Paul 7 
Cities 
Duluth-Superior 8 
Kansas City District 
Metropolitan Areas 
Denver . : r4 
Topeka . 1 
Wichita - 
St. Joseph . ~ + 
AlDUQUETQUE «0... + 
Oklahoma City .... 
,,  _radeee ; 


= 
o-ne ennw 


[+1 ++++ 


Kansas City 
Dallas District 
Metropolitan Areas 

OO 

El Paso .......... 

Fort Worth .. 

Houston. ............... 

San Antonio . 
San Francisco District ..... : ” + 
Metropolitan Areas 

Los Angeles-Long Beach 6 

Downtown Los Angeles — 7 

Westside Los Angeles .. il 

Sacramento 

San Diego evtenidiagipetl 

San Francisco-Oakland ... 

San Francisco City .... 


4 
+ 

A ESE — 
+ 
+ 


1++1+4 


4 

1 

2 

Oakland ee 1 
Portland ces gusente 0 
6 

4 

4 

5 


| 


Salt Lake City : + 
Seattle a + 
Spokane .. + 
Tacoma _ 
-Revised. 
—Data not available. 
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PRIZES? 


Our last issue of the “Advertisers 
Confidential Contest News Bulletin” 
analyzed types of prizes offered in 
national contests. Each issue con- 
tains valuable data. To receive it 
regularly, send us your name and 
address. 

Bruce, Richards Corporation 

250 4th Ave., N.Y. 3, GR 7-8500 

Specialists in Contest Planning 
and Judging @ Direct Mail 
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Lagi 


io O C U a Pick your sales sites—then aim your magazine advertising 
where you need it. Case in point: Regent Cigarettes. 
To correlate its distribution and its advertising, Regent 


uses 8 of TV GUIDE’S regional editions, gets a sharper 
sales effort in selected markets. The result: Regent buys 


concentration where it counts, pays only for circulation 
that can be used. Like Regent, you can buy one, 
any or all of TV GUIDE’S 50 regional editions covering 


150 standard metropolitan markets. Most marketing 
programs have varying regional problems. TV GUIDE 


can help you solve yours. Look into it. 


Today’s most flexible magazine 


CIRCULATION NOW OVER 5,300,000 
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SCORE in one of the 
"BIG TEN” MIDWEST <& 


MARKETS 


THE QUAD-CITIES 


Davenport, lowa, 


Rock Island, Moline, East Moline, Illinois 
cx Use this winning “Big 10° 


team 


DAVENPORT 


— for the 10th uti . first in Ii in all | - 
NEWSPAPERS the ‘Qued-Cities ive year, tet in Tinsage in el! lowe & 


— circulation over 50,000 Daily; 53,000 Sunday 
— calling the buying plays for the entire Quad-City Market 
with nearly $500,000,000 in Effective Buying Income 


ksh rr 


Represented by Jann & Kelley inc 


CIRCULATING DAVENPORT IOWA, ROCK ISLAND, MOLINE, & EAST MOLINE, ILL 


Everyone's a Winner 
in Media Studies, 
Howard Sawyer Says 


New York, Oct. 22—‘So-ca led 
readership surveys have to be ‘sus- 
pect’ because there can only be one 
real winner in a vote for magazine 
preference,” the Eastern t.f. Club 
heard yesterday. 

Howard G. Sawyer, vp of James 
Thomas Chirurg Co., was the 
speaker. “Each publication in a 
given field is usually able to find 
some way of being a winner,” he 
added. 

Mr. Sawyer proposed that the 
situation might be cleared up by 
calling them “media preference 
studies” rather than “readership 
studies.” He doubted, however, 
that the practice would be aban- 
doned. 


s His presentation had a title and 
a subtitle: “How to Read a Media 
Preference Study,” or “How to 


AUTUMN: The Election Displey in 
textured bark appears on deolers’ 
floors, for September and October. 


XMAS: Some floor stand body, new 
costume! Holiday Fireplace in white 
brick, for November ond 


Gibraltar...tops the “Best-Dressed” list 
with 5 sparkling quick-changes of cos- 
tume for the 5 selling seasons, as shown. 
Merchandising-wise Seagram sustained a 
high level of consumer interest, with econ- 
omy...won a full year’s tenure of dealers’ 


precious floor space. 


All 5 costumes were made-to-order of 
Gibraltar’s exquisite SCULP -TU -ROLL 
dress-up materials. The colors sing, the 
textures bounce. Embossed wood grains, 
marbles, quiltings, metallic foils, barks 
...you’ll be amazed at what Gibraltar 


does with paper. 


Want to be a Best-Dressed floor stand? 
Just call The Man From Gibraltar. 


SUMMER: Floor stand body beauti- 
ful in glistening silver foil becomes 
The Barbecue Display, for the sum- 
mer months. 


2 I OS 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


350 Worren St., Jersey City 2,0. J. 737 8. Michigan Ave., Chicago 11, Wi. 
WEW JERSEY: HENDERSON 2.4462 CHICAGO: MICHIGAN 2-1602 
NEW YORK: DIGEY 4.0580 


Advertising Age, October 28, 1957 


Victimize a Space Buyer with Re- 
search.” 

“Those who participate in media 
selection may spet ‘phony’ re- 
search when it comes along, some 
of the deceits that are sometimes 
practiced, or let us say kindly, 
some of the ‘errors’ that are some- 
times unwittingly committed,” he 
said, “by asking a few questions of 
any media preference study in an 
effort to uncover the ‘gimmicks’.” 


a Mr. Sawyer listed the following 
questions: 

Where did the list come from? 

Is the sample used in the survey 
representative of your market? 

Is the sample big enough? 

Is the sample really “random”” 

Could the list have been “pre- 
heated”? 

What did the letter of transmit- 
tal say? 

What terms are used in the 
questionnaire? 

Is the word “useful” fair to use? 

Do the questions “lead” the re- 
spondent? 

Did the publication have a spe- 
cial reason for the voting method 
used? 

Did all the publications on a 
check-off list belong there? 

Is the company which made the 
survey properly identified as to 
name, product, market, etc.? 


® And: 

Are letter and questionnaire re- 
produced in the report? 

When was the study made? 

Were all the votes tallied and 
reported on? 

On what mathematical basis did 
the winner win? 

Are percentages used because 
numbers wouldn’t look so good? 

What percentage of the respond- 
ents answered the survey? 

Were the returns fractionated? 

Who proposed the survey? 

Do the questions in the study 
analysis match the questions in the 
questionnaire? 

Did the publication deliberately 
misinterpret the findings to serve 
its own purpose? 

Is the “kicker” in small type? 

Do the results make sense? 

Are the results consistent with 
the results of competitive publica- 
tions’ surveys? 


s “Don’t be too impressed by 
a single survey,” Mr. Sawyer 
warned. “In fact, don’t be im- 
pressed by any group of surveys, 
unless you're convinced that the 
method gives all eligible publica- 
tions a fair deal and that the lists 
and the question and the composi- 
tion of the returns and the findings 
are such that the results will be 
significant in terms of your own 
media selection.” 

Mr. Sawyer said he must face 
the fact, however, that media pref- 
erence studies are here to stay. 

“We'd do well to learn how to 
live with them,” he concluded. “On 
the other hand, the publications 
for their part must learn to live 
with us—and particularly with our 
growing skepticism and concern.” 


Avis Expands in Italy 

Avis Rent-a-Car System will 
invest $350,000 to establish the 
Avis-Nolauto System, Milan, Ita- 
ly. The Italian company main- 
tains 200 cars and trucks, with 
offices in Milan, Rome, Genoa, 
Florence, Venice and Naples. 
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This is the survey... 


: that tells about our readers... 


ea ks tee aS oe eee 


Frid ea) 


‘ There’s been some talk going around & 
lately that “do-it-yourself” is fading from B 
the marketing picture. Well, maybe it is with some 
of the faddists who give any “new’”’ idea a brief try. 


But don’t try to tell MECHANIX ILLUSTRATED readers that “do-it-yourself” 
is a fad. They were “doing it themselves,” (with M.I.’s help) long before the phrase 
was invented. And they’re “doing it themselves” now—bigger and better than ever. 


We know that, because we have just completed our latest “do-it-yourself” survey. 

It shows that 926,065 of our readers usually do their home maintenance or repair jobs 
themselves . . . 895,023 M.I. families have a home workshop or workbench . . . 
and 680,839 plan one or more major jobs within the next 12 months. 


Want more facts on this original, still-growing “do-it-yourself” market? 
Write us at the address below and we'll send you a copy of the brand new 
MECHANIX ILLUSTRATED “Do-it-Yourself” Survey. 


MECHANIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
Dept. 700, 67 West 44th Street, New York 36, N. Y. 


CHICAGO - DETROIT - LOS ANGELES - MIAMI - SAN FRANCISCO 
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ow big is/Parade| >| 


in Youngstown? 


. 
ee ee eee 


Pas cent ef families rasched 


POST........8.20% 
LOOK.......8.69% 
,... 8.40% 


on’t miss the big 


~* mal pea ee 
ca a as peers 1 


in Youngstown 


How long since you've taken a good look at the Youngstown area? 
The fourth largest producing district in the nation has been 
booming in a big way lately. 


Population, for example. Up almost 25% since 1946—compared to 
the U. S. total of 18.8%. Buying power has skyrocketed, too—up 
a big 82.7% in 10 years. Now look at retail sales—up 184.8% 
during this period—compared to the U. S. total of 92.2%. 


The list of big name companies expanding their operations in the 
Youngstown area reads like a Who’s Who of American industry. 
Youngstown Sheet & Tube Co. is constructing a new multi-million 
dollar office building ... plans to spend $60 million more on 
expansion. U. S. Steel is building a new plant and, together with 
other expansion moves, will spend over $40 million. Standard Oil 
is putting up a $1% million gasoline terminal. Republic Steel 
recently completed spending nearly $100 million on their plants in 


this area. Ohio Edison just finished a $32 million plant. And so it goes. 


a 


parade 


50,000 spectators line the 
streets for annual Y oungs- 
town Christmas Parade. 


If you want your share of the big boom 


in Y d the Y a 
in Youngstown, PARADE and the Youngstown 
Vindicator will give it to you. Each Sunday P. ar ade 


they call on more than nine out of ten homes 
in town. Each Monday they begin to move 
goods off dealers’ shelves all across town. 


PARADE ..The Sunday Magazine 
section of 59 fine newspapers 
covering some 2800 markets... 
16 million readers every week. 


. with 


e 


PLANNERS—T'o ensure smooth functioning of project group sessions at 

McCann-Erickson’s marketing communications workshop, Albert 

W. Sherer (left), director, and G. Newton Odell, manager of training 
at the agency’s home office, discuss forthcoming schedules. 


McCann-Erickson Opens Three-Phase 
Marketing Communications Workshop 


(Continued from Page 2) 
“now receiving indoctrination in 
the structure, procedures and phil- 
osophy of the agency.” 

2. Executive project seminars. 
These will be composed of nine 
senior executives with a project 
chairman. Sessions may be on a 
weekly or bi-weekly basis and may 
run from 10 to 26 weeks—in some 
cases up to a year. They will ex- 
plore such topics as: By what 
standards should an agency’s serv- 
ice to an advertiser be evaluated? 
How can we reduce the investment 
in advertising to a non-speculative 
basis? During the year at least two 
executives from each McCann of- 
fice—domestic and foreign—will 
attend these seminars. All of the 
seminars will produce papers on 
findings and recommendations. 

3. Advanced study program. Se- 
lected on a rotating basis, 400 ex- 
ecutives will attend these courses 
each year. They will “take part in 
lectures and seminars, to replenish 
and extend their knowledge of the 
specialized areas of marketing 
communications.” At least 10 per- 
sons from each of McCann’s large 
offices and at least two from the 
smaller ones will participate in this 
program during the year. 

The workshop is being directed 
by Albert W. Sherer, a McCann vp 
since 1944 and a member of the 
board of trustees of the University 
of Chicago. The staff will include 


Dr. Robert P. Holston, a psychol- 
ogist and a vp of the Institute of 
Communications Research, a Mc- 
Cann affiliate, and G. Newton 
Odell, formerly an account exec, 
who will be manager of training. 

Mr. Harper, who has headed Mc- 
Cann-Erickson since 1948, called 
the workshop “a physical symbol” 
of the agency’s intention to put 
marketing on a more professional 
basis and to make distribution 
more efficient. 


= By 1965, he pointed out, U. S. 
consumption of goods and services 
will have increased by 40%, while 
the number of man-hours available 
will have increased by only 9%. 
Mr. Harper conceded that manu- 
facturing and distribution channels 
can be made more efficient, but he 
added that 75% of this extra bur- 
den will have to be borne by the 
marketing arm. 

Mr. Harper noted that many 
people have asked why McCann 
has as part of its organization an- 
other agency, Marschalk & Pratt. 
He explained it as follows: 

“We are in business to serve our 
clients. If our clients want an of- 
fice in Europe, we open an office 
in Europe. If a client wants an of- 
fice in San Francisco, we open an 
office in San Francisco. If there 
are some clients who prefer to deal 
with a medium-sized agency, we 
provide that, too.” # 


omething important 
has been added 
for the convenience of national advertisers 
and their agencies: 


GRAY 


our objective: matched 


color reproduction 
for letterpress and gravure printing 
through one simplified service operation. 


COLLINS, MILLER & 


HUTCHINGS, INC.~ LETTERPRESS - GRAVURE 
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That old new-car fever’s here again... 
... $0 watch for the AUTOMOTIVE NEWS’ 1958 Auto Show Issue coming December 2 


Again this year the editors of AUTOMOTIVE 
NEWS will publish their annual Automobile Show 
Issue. Here’s what you as an advertiser can look 
forward to in this greatest selling issue of the year: 
1. Every American automobile featured in beauti- 
ful full-color. 
2. Additional illustrations showing principal models 
of each make and top selling features. 
3. A complete section on trucks showing new 
models and other data. 

Feature stories about industry suppliers in- 
cluding new developments on ’58 models. 
5. Engineering and styling developments. 
6. Prices and specifications of all American 
automobiles. 


7. Advertising news on each make including plans 
for 1958. 

These, and other outstanding features will 
make the December 2 issue of AUTOMOTIVE 
NEWS the most thoroughly read of the year by 
more than 44,000 automobile men. For this reason 
alone, you won’t want to miss it. What’s more, 
over 2,500 additional copies will be mailed to 
factory executives and their advertising agencies. 

This is the issue which is a favorite of many 
advertisers who want to show their products in 
three of four color. Using full-color is easy in 
AUTOMOTIVE NEWS and costs much less than 
you might think. If you have any kind of three 
or four color plates, your AUTOMOTIVE NEWS 
representative can show you how to utilize these 


RESERVE SPACE NOW 
1958 AUTO SHOW ISSUE oes, 


The most influential publication in the automotive industry. 


in the show issue and, in most cases, completely 
eliminate production costs. CLOSING DATES: 
THREE AND FOUR COLOR ADS NOV. 6. 
TWO COLOR AND B & W NOV. 19. 

Don’t miss this big selling issue! Your AUTO- 
MOTIVE NEWS representative has complete 
details. Why not call today! 


* * * 


NEW YORK: Edward Kruspak, Ray Billingham, How- 
ard E. Bradley, Murray Hill 7-6871. 


CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 


DETROIT: R. L. Webber, 
Holihan, Woodward 3-0495. 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 


William R. Maas, Roy 
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Glenmore Steps Up Scotch Ads 
Glenmore Distillers Co., Louis- 
ville, will increase advertising for 


Advertising Age, October 28, 1957 
— ae 


In suburban North Jersey one newspaper reaches more than 


64,000 Bergen and Passaic County homes every evening—and 


is over 80 per cent home delivered. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


its two imported scotch whiskies, 
King’s Ransom and House of 
Lords. Four-color magazine and 
b&w newspaper ads for King’s 
Ransom will appear on a regular 
schedule in the Chicago Tribune, 
Los Angeles Times and New 
York Times, and in Fortune, The 
New Yorker and U. S. News & 
World Report. Ads for House of 
Lords will run in four-color and 
b&w in ApverRTIsING AcE, News- 
week, and Sports Illustrated. 
Compton Advertising, New York, 
is the agency. 


Healy New ABC Vice-Chairman 

ADVERTISING AGE erred last week 
in reporting that William E. 
Steers, president of Doherty, Clif- 


ROBERT S. SMITH, U. S. advertising 

manager of the international edi- 

tions of Time, will take over as ad- 

vertising director of Life’s interna- 

tional editions Jan. 1, when John E. 
Woolley retires. 


ford, Steers & Shenfield, was 
7. J. 7 ose = — a elected a vice-chairman of Audit R 
ee ae ew York Office Bureau of Circulations. The new Westinghouse edoes 
Passaic, N.J. 18 East 41st Street 


vice-chairman of the ABC is Carle- . ‘ 

ton Healy, of Hiram Walker & Multiple "Time Ads 
Sons. Mr. Steers was reelected a 
director from the agency division.|ON Atomic Activities 


PirtrssurcH, Oct. 22—Westing- 
house Electric Corp. will again 
use a multiple-ad plan when it 
runs seven consecutive 3%4-pages in 
the Nov. 4 Time. The ads are slat- 
ed to emphasize Westinghouse’s 
atomic power activities. 


The b&w ads use vertical il!us- 
trations with headlines but no 
copy. The illustrations show the 
Nautilus-class cf submarines, a 


doesn’t stand still! 


missile submarine, an atomic air- 
craft carrier, an attack submarine 
and the atomic power plant at 
Shippingport, Pa. The seventh ad 
will carry only: “Westinghouse .. . 
first in atomic power.” 

Westinghouse first used multiple 
ads in the June 10 Time, which 
carried 12 %-page ads (AA, June 
10) followed by a repeat of the 
technique in Time, Sept. 30, which 
carried five %-pages. Westing- 
house also plans to merchandise 
the ads. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. # 


in the past 5 years: 


a 32% INCREASE In Car Registrations 
63% INCREASE In Bank Debits 


Ae RCA Boosts Six in 


Marketing Positions 
<> 
ns] 00% INCREASE In Value of Building Permits 


Four appointments have been 
30 A INCREASE In Electric Commercial and 


electron tube division. Robert A. 
Huff, formerly manager, advertis- 
ing and sales promotion, entertain- 
ment market, has been named 
manager, product advertising and 
sales promotion; Alfred J. Jago 
Jr., formerly administrator, budg- 
etary and cost controls, has been 
named manager, advertising serv- 
ices; Erwin B. May, formerly ad- 
ministrator, advertising and sales 
promotion, semiconductors, has 
been appointed manager, advertis- 
ing and sales promotion, semi- 
conductors and components, and 
Harvey M. Slovik, formerly ad- 
ministrator, publications, has been 
named manager, publications. 

At the same time, Mort A. Mau- 
rer, formerly manager of RCA’s 


made in Radio Corp. of America’s 
Industrial Power Consumption 


385% INCREASE In Industrial Gas Consumption 


64% INCREASE In Telephone Toll Calls 


The ANN ARBOR NEWS 3 0% INCREASE 
0; 


- Detroit manufacturing plant, has 
por NERS forges ahead too, with n Circulation Sous ubigaliidl ane Gas een ot 

ah manager, RCA electronic instru- 

THE ANN ARBOR NEWS = ments and parts marketing, Cam- 

Federal Judge Named To High Court : ae 2h - den. E. L. Bragdon, who has been 

=| Withdrawal Onposed ye | Are you making the most of your opportunities in this with RCA and National Broadcast- 


ing Co. for the past 15 years, has 
been named to the new position 
of trade news editor, with head- 
quarters in New York. 


dynamic quality market? See a Booth man today! 


‘Farm Journal’ Names Raser 
Tom Raser, formerly vp and di- 
rector of trade relations of Progres- 
sive Grocer, has joined Farm Jour- 
nal, Philadelphia, as marketing 
counselor for food store products. 


BOOTH 


THE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


Your source for outstanding 
— WOODCUT illustration. 


pecimen prints and 
oinplete information 


NATI, NAL REPRESENTATIVES: A H Kuch, 260 Medison Ave, New York 16, MUrray Hill 5 2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago | I, 
Supenor 7.4680, Brice McQuillin, 785 Market St. San Francisco 3, Setter 1-3401, William Shurtlifft, 1612 Ford Bidg., Detrouw’ 26, WOodward 1-097? 


‘THT SANDER WOOE ENGRAVING CO, INC. / 542 5. DEARBORN ST. / Cmcage § 
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“Ad Age is by far 
= the best in the field” 


says JOHN M. WEILER 


Director of Advertising 


The Manhattan Shirt Co. 


"| think the following add up to a fairly intriguing publication: 


Ad Age publishes the news of advertising faster than any other 


trade paper in the field...its coverage is more complete... 


JOHN M. WEILER its editorial departments are stimulating and 

After completing a course in textile engineer- 4 P ¥ 

ing at Philadelphia Textile Institute in 1945, controversial (even when | don’t agree with them)... 
" Mr. Weiler began his career as assistant to the *,* . “il 
4 man's, toaiibilaais Utila tie tints. tas. it is lively and easy to read. Reading Advertising Age 
2 He later attended the Wharton School of Busi- 


ness, University of Pennsylvania, majoring in has become a habit like smoking cigarettes 
marketing and advertising. 


> . ” 
For the past seven years, Mr. Weiler has been or drinking coffee. 


with the Manhattan Shirt Co.—first as a floor 
salesman, then on to the promotion department 
until he was appointed to his present position 
as director of advertising. 


Mr. Weiler’s extra-curricular interests include 
charities work, horseback riding and travelling. 


importouil to 
importout people 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE - NEW YORK 17, NEW YORK 


1 Yeor (52 issues) $3 
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e : SUM a 
Gold Medal Flour == “Ws QT! (rowsmer 2 eee : 
Best Foods Mayonnaise = 5% ae editorial promotion last August? 


0.219 STORES TIED IN WITH 
THE PROMOTION 


72 food chain sub-divisions 
(out of the 95 that sell Family Circle) participated . 


e a Se 


% a= What happened when Family Circle ran its “Breezy-Easy Summer Meals” 


oe gs ee 


oe 


@ All but one division of SAFEWAY ‘ 
@ 20 out of 27 KROGER divisions 

@ Every division of AMERICAN 
@ And many other large chains 


Participation was on a voluntary basis. : 
Promotion kits were sent only to the chain divisions that ordered them. 
“ 
i 


1,067,685 LINES OF TIE-IN ADVERTISING 


This lineage, tieing in specifically with the promotion and 

advertised brands, was run by the chains in 742 daily newspapers with 
28,725,300 combined circulation * 

*Advertising Checking Bureau 


FOURTEEN BLUE-CHIP MANUFACTURERS 
JOINED THE PROMOTION BY 
ADVERTISING IN FAMILY CIRCLE 
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IN 1998 FAMILY CIRCLE BEGINS A NEW PROGRAM 
OF THREE ANNUAL STORE-WIDE FOOD PROMOTIONS 


FEBRUARY ISSUE Each promotion will be based on a dominant food 


‘ Canned, frozen and editorial feature and supported by complete 

| packaged foods merchandising materials provided by Family Circle 
Ww LY S SUE and advertisers. 
Hot-weather foods Grocery manufacturers are invited to participate. 


7 Call your Family Circle representative. He will supply 
N OVE M BE R ISSUE complete information on how to tie in. 


Hearty autumn meals 


Over 4,000,000 women buy Family Circle in these leading supermarket chains: 
Safeway ¢ Kroger ¢ American ¢ Winn-Dixie ¢ First National e Grand Union ¢ Jewel ¢ Dominion ¢ Red Owl 


Bohack ¢ Penn Fruit ¢ Weingarten ¢ Furr’s ¢ Butt ¢ Dillon 


Family Circle... the magazine for SUP, FH Marketing 


New York: JUdson 2-1900 ¢ Chicago: RAndolph 6-0828 © San Francisco: DOuglas 2-6256 © Los Angeles: WEbster 6-8114 
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R.O.P. Campaign Starts 
ACTION IN LANSING 


“When one of the manufacturers we represent 
tells us he has a newspaper schedule for Lan- 
sing, we get on the move. The grocers in our 
capital city respect The State Journal, and when 
a campaign breaks we can depend on extra pro- 
motion from them. So it’s important that we get 
out and merchandise our Journal advertising, 
and it’s nice to know that the paper will help 
us with the job.” 


Mr. Frank Phillips 


Phillips and Pfeifer (Food Brokerage) 
Grand Rapids, Mich. 


LANSING 


MICHIGAN “leita of Federated Publications — 


Capital City — 
of Michigan 


REPRESENTED NATIONALLY BY 
SAWYVER-FERGUSON-WALKER COMPANY 


Fairmont Foods Names Two 


Bennett O. Stalvey Jr., formerly 
sales promotion manager of the 
| Encyclopaedia Britannica, Chicago, 
has been appointed advertising | 
|manager of Fairmont Foods Co., 
Omaha. At the same time, Robert | 
H. Farr, formerly market research 
manager, was named to the new 
|position of administrative assist- 
ant to the merchandising vp. James 
H. Gwaltney succeeds Mr. Farr in 
his previous post. 


Reeves Sets TV Workshop 


Knox Reeves Advertising, Min- 
neapolis, has set up a special tv 
workshop because it feels that 
“creative people in the agency 
should be informed as to specifics 
in tv production in order to be bet- 
| ter equipped to write and illustrate 
|for this medium.” Weekly sessions 
are scheduled where copywriters, 
art directors and tv producers from 
the agency take turns producing 
experimental films. . 


WERE 


OF OUR 


PROUD 


mA 


a 


EDITOR & PUBLISHER | 


TAWARD 


(ONE COLOR & BLACK) 


IN THE 1957 
ROP COLOR 
COMPETITION 


*FOOD SUBJECT - ADVERTISER : DOLE PINEAPPLE 


*AGENCY: N.W.AYER & SON, Inc. 


WE WILL ‘WEAR’/T PROUDLY AND WILL CONTINUE 
TO DISPLAY OUR BEST TALENTS IN PRODUCING 


OUTSTANDING COLOR ADVERT/SEMENTS 


| 
| 
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EDNA PHILLIPS has been named to the 
eastern advertising staff of Good 
Housekeeping. Miss Phillips, for- 
merly national ad manager of 
Forecast for Home Economists, is 
the first woman ever named to the 
magazine’s general selling staff. 


Newspaper Readers 
Will See Red in 
Plymouth Ad Bow 


Derroit, Oct. 25—Chrysler 
Corp.’s Plymouth division is using 
red-colored newsprint in 25 dailies 
for a two-page, single-sheet insert 
announcing the new Plymouth line. 

This will be the first time, ac- 
cording to Plymouth, that colored 
stock will appear nationally at a 
specified period as a single sheet 
|insertion in a number of publica- 
tions. 

Regular black ink will be used 
on the ads, as well as the same art 
and copy running in white news- 
print advertising. According to 
Louis T. Hagopian, Plymouth’s di- 
rector of advertising and merchan- 
dising, the cost will be about 5% 
greater than conventional b&w 
newspaper advertising. 


se “We have an attention-getting 
‘color’ treatment that will be an 
eye-stopper, even to the most hur- 
ried reader. Better still, because it 
is a single-sheet insert, the whole 
two-page ad may be withdrawn 
easily by the reader for study,” he 
a added. 

N. W. Ayer & Son is the Ply- 
mouth agency. Some papers re- 
| jected the ad for policy or mechan- 
ical reasons, Plymouth reports. 
| Dailies cooperating on the “color” 
venture are: 

New York Journal-American, 
| Chicago Daily News, Los Angeles 
|Examiner, Detroit News, Detroit 
| Free Press, Detroit Times, Phila- 
\delphia Inquirer, San Francisco 
| Examiner, Boston Herald Traveler, 
| Pittsburgh Post-Gazette, St. Lowis 
| Post-Dispatch, Washington Star, 
Houston Chronicle, Minneapolis 
Star-Tribune, St. Paul Pioneer 
Press-Dispatch, Kansas City Star- 
Times, Miami Herald, Cincinnati 
Enquirer, Dallas News, San Diego 
Union-Tribune, Seattle Post-Intel- 
ligencer, Des Moines Register & 
Tribune, Atlanta Constitution- 
Journal, Portland Oregonian and 
Indianapolis Star-News. + 


RCA Whirlpool Boosts Two 
David J. Herman, formerly 
manager of the RCA Whirlpool 
utility sales department, has been 
appointed to the new position of 
manager of RCA Whirlpool con- 
sumer communications of Whirl- 
pool Corp., St. Joseph, Mich. 
Charles R. Armstrong, formerly 
district manager, laundry, has 
been named manager of utility 
sales, succeeding Mr. Herman. 


Whitehall Buys Newscasts 

Whitehall Pharmacal Co., New 
York, has purchased 15 five-min- 
ute newscasts a week for eight 
weeks on Mutual Broadcasting for 
Anacin. The order was placed 
through Sullivan, Stauffer, Col- 
well & Bayles, although the Anacin 
account continues with Ted Bates 
& Co. 
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Marvelous! 


Marvelous what “big-screen” selling will do for 
you, too. Picture your product, bigger than life— 
in full, natural color, and with good hard “sell” — 
on a giant4 x 8 CRITERION panel. No, not in a living 
room, not in a rumpus room, but right in the very 
heart of the retail marketplace, itself... where they 
can’t turn it off, tune it out or throw it away. It 
drives in your brand image deep down, makes it stick... 
and in the next few seconds the shopper steps inside 
the store, and reaches for it! On CRITERION, the show 
is all yours, every precious selling minute of it—no 
“participations”. You get matchless impact, maximum 
frequency and repetition that never relaxes selling as 
thousands of shoppers keep streaming by. Put your product 
on CRITERION POSTERS—one market or 2,000—for more 
advertising, more continuously, for less money... 
- where it counts most! 


They see it... They buy it! 


Use CRITERION POSTERS i sell 
your product in the retail marketplace 
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... a new background 


for marketing decisions 


LIFE’s Survey of People, 


Products and Purchases Gives 


New Light on U. S. Markets 


BECAUSE U, S. productivity per man-hour is up 44% 
B since 1947 and has far outdistanced the 17% increase 
in population, top-level business executives recognize that 
the major economic problem is distribution. 


As a result, management is putting greater emphasis on 
creating new markets and more efficient exploitation of 
markets that already exist. 


To achieve this marketing efficiency, businessmen in all 
fields agree that more information—both quantitative and 
qualitative—is needed about America’s consumer buying 
patterns. 


A Study Tailored to Business Needs 
—Specifically to Marketing 


LIFE has been uncovering precisely that kind of informa- 
tion in the largest expenditure-study ever undertaken by 
private business. 


The scope and timeliness of this LIFE Study give it 
greater usefulness for more individual companies than 
any other study now available. 


Cross-Section of the VU. S. 


The results of this LIFE Study, just released, are based on 
93,000 completed interviews with consumers carefully se- 
lected to be representative of all U. S. households. 

These consumers were asked about their purchases of 
scores of individual items . . . if they were bought, when 
they were bought, how many were bought, and how much 
was paid for them. ’ 


New Facts About America's 
Buying Patterns 
LIFE’s new Study shows how much United States house- 
holds spend for food, clothing, shelter, household fur- 
nishings, medical and personal care, automobiles and 


recreation. These major categories are in turn subdivided 
into specific products. 


For example, the Study not only shows the percentage 
of the dollar spent for food . . . but the percentage of the 
food dollar which is spent for specific products. It also 
describes the characteristics of the consumer who buys 
each product, giving a complete picture of the market. 


Household expenditures are described in terms of in- 
come, life cycle, geographic and marketing location. . . 
as well as by the education, age and occupation of the 
head of the household. 


How Businessmen Can Use the Study 


Thus, LIFE’s Study reports to the businessman who spends 
how much on what. It helps him determine where his best 
prospects are . . . and what products are competing with 
his for consumer dollars. 


Future volumes will relate consumer expenditures to 
retail place of purchase and to the timing of purchases 
not only by the month, but by week of the month and the 
day of the week. Volume I is priced at $10 and is available 
by writing on your letterhead to: 


Market Research Department 
LIFE, 9 Rockefeller Plaza, New York 20 
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National Brewing‘s 
‘Mr. Boh’ Gives All 
for Joint Appeal 


BALTIMORE, Oct. 22—Mr. Boh, 
the one-eyed, mustachioed mascot 
of National Brewing Co.’s National 
Bohemian beer, has gone march- 
ing off on his second annual cru- 
sade for the Community Chest-Red 
Cross Joint Appeal. 

During the month of October, 
National has turned its entire ad 
campaign over to the crusade. W. 
B. Doner & Co., National’s agency, 
created advertising for four 1,800- 
line newspaper ads, 15 live tv com- 
mercials, hundreds of radio com- 
mercials and special outdoor signs 
to replace 100 National postings in 


CANNON 


. .. » advertises consistentiy in 
House & Garden to reach the more- 
than-half million HOME COUNTRY 
tastemakers who regard H&G as 
THE DECIDING FACTOR in the buying 


a! 
MR. BOH LEADS—Mr. Boh, mascot for National Bohemian beer, is lead- 
ing the Joint Appeal drive in Baltimore during October. National 
Brewing Co. has turned over its entire ad campaign for the month 
to the drive. This poster is being used, plus radio, tv and newspa- 
pers. W. B. Doner & Co., National’s agency, planned the campaign. 


of quality products. 


House & Garden 


A CONDE NAST PUBLICATION, 420 LEXINGTON AVE., N. Y. 17, N.Y. 


the Baltimore area. A similar cam- 
paign is being carried on in Or- 
lando, Fla., where National also is 
donating its ad time and space. 


s National made a similar con- 
tribution last year, and leaders 


This 112-Page Booklet Tells The 


165 


ITEMS SHOWN IN SURVEY 


FOODS AND BEVERAGES 


Baby Foods 
Baking Mixes 
Bottled Beverages 
Breads 

Breakfast Foods 
Butter 

Coffee, Tea 

Dog Foods 

Frozen Foods 

Fruit Juices 


SOAPS, HOUSEHOLD 
ITEMS 


Bleaches 
Cleaners 
Paper Products 


Soaps, Detergents 
Starch 


DRUGS, TOILETRIES 


Cosmetics 
Deodorants 


Repairs 

TV and Radio 
Tires 

Washing Machines 


GENERAL 


Family Composition 
Foundation Garments 
Hosiery 

Lawn Mowers 


Newspaper Readership 


Watches 


National Representatives 
WARD-GRIFFITH CO., INC. 


DAILY CIRCULATION 102,985 


Here's the 1957 tell-all study of actual 
buying habits in the Greenville, 

South Carolina, 9-county market 

of 522,417 people. 


Here you'll see the Brand Names 

and how they rank in the homes... 
from Automobiles to Soaps to Washing 
Machines. It's the most revealing survey 


ever made in South Carolina's 


If you are o Manvfacture 
Distributor, or Advert i 
for consumer goods, 
of “Brand Invent 


bull want a copy 
"", Please write 
Dany’s stationery 
ewspaper or to your nearest 
office of WARD-GRIFFITH CO., INC. 


Greenville is divisional head- 
quarters for Winn-Dixie Stores, Inc. 


ille 


The Greenvi 


credited the move with helping 
Baltimore to reach its donation 
goal for the first time in several 
years. This year’s goal of $4,752,000 
is 15% higher than last year’s. 
Included in the time alloted to 
the campaign will be radio and tv 
coverage of the Baltimore Colts’ 
football games; a weekly wrestling 
show on tv; the “Sheriff of Co- 
chise” weekly tv show; Colts’ foot- 
ball films, and a one-hour com- 
munity service show on radio five 
mornings a week. Thirteen prime 
time spots on the three Baltimore 


tv stations, not normally used by 
National, also will be devoted to| 
the campaign, and point of sale. 
items have been donated by the| 
company. 


s Print ads for the appeal which 
are donated by National carry no 
mention of its foamy product, but 
the easily-identifiable Mr. Boh is 
shown leading the appeal for funds. 

Jerold C. Hoffberger, president 
of National, said the charity cam- 
paign is designed to “provide a 
means of reaching people from 


whom the campaign receives its 
support through promotional tech- 
niques which normally are used by 
business and industry, but which 
are far out of reach for the charity 
organizations. # 


National Distillers Names 
Greene Assistant Ad Head 

Braddock Greene has been ap- 
pointed assistant director of ad- 
vertising of National Distillers 
Products Co., New York. Mr. 
Greene has been with National 
Distillers since 1952. He was with 
Kastor, Farrell, Chesley & Clif- 
ford from 1946 until 1948, when 
he became assistant ad manager 
of National’s Bellows division. 
Allyn Shilling is vp and director 
of advertising of the company. 


Lewander Joins ‘PR Journal’ 

G. M. Lewander, formerly..ad-. 
vertising director of Advertising 
Agency, has been appointed adver- 
tising director for the Public 
Relations Journal and The Public 
Relations Register, New York. 


Your Ss buy more... 


more for the money in “monthlies” 


13* 


only thirteen issues gives you vital 
every-issue coverage in radio-and- 
electronic advertising in Proceed- 
ings of the IRE, including *The 
IRE Directory (annual). 


Your $s buy more circulation 


51,771 ABC (delivered now, not promised) 
plus 10,397 college student engineers, total 


62,168, is the largest engineering circulation 
in the field. 


Your $s buy more editorial content 


Straight editorial pages, not including 
product news and miscellaneous is 1534 in 
10 issues of 1957, 1925 in year 1956—hundreds 
of pages more for the reader than any other 
publication in radio electronic engineering. 


Your Ss buy more advertising 


re 


“Proceedings of the IRE” 12-time page rate 
is pegged at $10.00. Actual 1957 averaged 
$9.27. In 1958 13 pages (including The IRE 
Directory) will cost $7,440 for every issue 
coverage. Compare this to the cost of 52-time 
or 26-time publications! 


Proceedings of the IRE 
and THE IRE DIRECTORY 


THE INSTITUTE OF RADIO ENGINEERS 
New York: 72 West 45th Street © MUrray Hill 2-6606 
® Chicago * Cleveland © San Francisco * Les Angeles 
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Hertz Makes Biggest 
New-Car Buy: 19,737 
Autos for $60,170,250 


New York, Oct. 22—Walter L.} 
Jacobs, president of Hertz Rent A 
Car System Inc., has announced 
“the largest single purchase of 
new automobiles in history—19,- 
737 new 1958 models costing $60,- 
170,250.” 

The new cars, Mr. Jacobs said, 
will replace and supplement ve- 
hicles in the company’s renta)) 
fleet in the U. S. and in several’ 
South American countries. At the, 
start of 1958, he said, Hertz will 
be operating a total of 30,000 cars 
compared with 25,000 at the start 
of °57. 

The 1958 car order will be de- 
livered between Nov. 1 and April 
1. It represents an increase of 
50% over the company’s 1957 or- 
der, Mr. Jacobs said. But, he add- 
ed, it represents only two-thirds 
of the company’s 1958 purchase; 
after April 1 Hertz will spend an 
additional $33,500,000 for 11,000 
more ’58 cars, he said. 


® Most of the new cars will be 
in the Chevrolet-Plymouth-Ford 
class, but Oldsmobiles, Buicks, 
Cadillacs, Pontiacs and Edsels will 
also be included. 

Mr. Jacobs said that plans are | 
now being considered for increas- 
ing the company’s advertising in| 
1958, particularly its institutional 
advertising program. Campbell- 
Ewald Co., Chicago, is the agency. 
Hertz’ current advertising budget 
is estimated at $1,500,000. 


HERTZ TESTS TWO-WAY 
RADIOS IN ITS CARS 

Da.tas, Oct. 22—Hertz is equip- 
ping rental cars in Dallas with 
two-way radios. 

Joseph J. Stedem, exec vp of 
Hertz, said that “preliminary sur- 
veys have shown that business ex- 
ecutives, while driving through 
sprawling industrial areas, often 
must search for a telephone to 
check hotel accommodations, make 
or change train or plane reserva- 
tions, get information in their of- 
fices, or change business appoint- 
ments. 

“With the two-way radio, the 
executive can make prompt con- 
tact with his home office.” 

The driver is able to reach a 
transmitter installed in the Hertz 
office. An operator there will re- 
lay his call. In the same way, 
someone wanting to reach the 
driver can call Hertz and the op-| 
erator will relay the message to) 
the driver. 

If the Dallas test succeeds, 
radios will be installed in Hertz 
rental cars in other cities. + 


New York Test Set for 
Scourking Scouring Kit 

Scourking Corp. of America 
New York, will test market its new 
Scourking scouring kit in the New 
York area in November. The kit 
introduces the Scourking handle,| 
an aluminum handle which clips 
onto steel wool, copper or soap-)| 
filled pads to protect fingers from 
steel wool splinters. Also included 
in the kit are a plastic storage 
tray and a sample scouring pad. | 

Small-space ads will break be- 
fore the end of October in Long 
Island Newsday, New York Daily 
News and the New York Post. 
Radio spots on WOR will start 
around the end of November. The 
company is aiming to place the 
product on grocery shelfs adjacent | 
to metal scouring pads. Ben B.| 
Bliss Co., New York, is the agen-| 
cy. 


Higginbotham to Casanova 

Robert E. Higginbotham, account 
executive at Dickie-Raymond Inc. 
since 1948, has joined Casanova As- 
sociates, New York sales promo- 
tion agency, as an executive as- 
sociate. 


‘Minneapolis Star, Tribune’ 
Offer Bulk Discounts 4,999 lines to 15% for 100,000 meee 
The Minneapolis Star and Trib-|0F More. For rotogravure adver-| 


lune are offering bulk and frequen- | tising, the contract discount sched- | 


cy discounts to general rate adver- | Ule will begin at 2% for the equiv- | 
tisers in run of paper space, in alent of six pages and will range to 
color comics and in rotogravure|15% for a 52-page equivalent. On 
advertising (Sunday Picture Maga- color comics advertising, the new 
zine), effective Jan. 1, 1958. Pre-|schedule ranges from a 3% dis- 
vious general advertising contract|count for six to 12 insertions to 
discounts were offered, beginning |a 20% discount for 104 pages or 


\in September, 1956, covering fre-| the equivalent. The evening Star 


quency discounts only, for r.o.p.|also this month began offering lo- 
b&w and color in page units. cal display advertisers zoned cir- 
The new rate card lists contract culation in Thursday editions. The 


bulk space discounts for r.o.p.| zoning plan, to operate experimen-— 


\of Rebel 


b&w, ranging from 10% for 500 to) tally through the rest of 1952, di- | paint 


vides the four-county metropoli- | 


tan area into three zones. 


Thomas Industries Appoints 
Henri, Hurst for All Units 
Thomas Industries, Louisville, | 
has appointed Henri, Hurst & Mc- 
Donald, Chicage, to handle adver- | 
tising for all its divisions, effec- 
tive Jan. 1, 1958. The divisions in- 
clude Moe Light, residential and 
commercial light fixtures; Wright 
power saw & towl division, maker 
gasoline power saw; 
Electric Sprayit division, portable | 


compressors; 
sion, and Radiant glass division. 


The company’s 1958 ad budget 
is $500,000, according to Henri, 
Hurst. William Hart Adler Inc. 


formerly handled the account. 


spraying equipment and 
Ideal cabinet divi- 


cum 
§ + PROVE AD CLAIMS 
A, ~ Plan new campsaigns...based on 


"Weave wi expertly designed studies, authen- 
ticated by independent research institute 
Clinical trials... toxicity studies . .. sensitization 
tests... biological screening... product improve- 
ment. No obligation for estimate. Call or write 
Arthur D. Herrick, Director. 
NEW DRUG INSTITUTE 
130 East 59 St., New York 22 © Mu 8.0640 


How is 
YOUR BRAND 
doing in the 


DALLAS AREA 


Check your demonstrated preference in the second annual, 1957 


on-the-shelf 


competition 


This study, made by Dan E. Clark li & 
Associates, is available to advertisers and 
agencies on request on your /etterhead to 
Leland Renfro, Manager General Adver- 
tising. The Dallas Morning News...or your 
nearest Cresmer & Woodward office. 


THE DALLAS 
MORNING 


availability in Dallas stores. 


doing? 


TOP TEN BRANDS 


Consumer Inventory and 
Product Availability Audit 


Here's opportunity to discover what brand the housewife 
selected when she last purchased the product. 


Or, you may want to check your Dallas distribution against 


How does consumer preference for your product compare with 
last year? Have you paralleled Dallas’ growth? How is your 


TOP TEN BRANDS covers over 130 food, drug and household 
products. It shows brand preferences within Dallas’ City and 
Retail Trading Zones and availability in Dallas grocery and 
_— stores. Included are brand preferences of automobiles, 
appliances and other products, comparisons with 1956, and 
profiles of the market, its population and media. 


What of promotion? Is your advertising increasing preference 
for your product? Are you making inroads into your competi- 
tion? Is there a local appeal you should be stressing? Perh 

we can help. 


aps 


Member, Metro Sunday Comics Network 


CRESMER & WOODWARD, INC. \Nationa/ Representative 


New York + Chicago + Det 


roit -« Atlanta «+ 


Los Angeles - 
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In ‘Debate’ with 


Oil Capital... Great Newspaper Market ecko wei: Hi 


Time Magazine cites Oil Editor Jeff Davis, of The 
Times-Picayune New Orleans States, among “one in- 
dustry specialists (developed by various newspapers) 
who are read faithfully by executives throughout the 
country." Louisiana is nation's second richest state in 
oil and gas. 


Che Times-Picawumne 
NEW ORLEANS STATES 


REPRESENTED BY JANN & KELLEY INC. 


A. B. C. Publisher's Statement ist qtr. 1957 


Book as ‘Malicious’ 


New York, Oct. 22—Walter 
Weir, exec vp of Donahue & Coe, 
|last week administered a 20-minute 
|tongue-lashing to Vance Packard, 
© |author of “The Hidden Persuad- 

ers.” 

| In what was billed as a “debate,” 
jat a luncheon meeting of the New 
\York chapter of the American 
| Marketing Assn., Mr. Weir casti- 
gated Mr. Packard for writing a 
| “malicious book.” 
| The agency man, who said he 
was as “unqualified to speak on 
this subject as Mr. Packard is to 
write about it,” described the best- 
seller as “a Packard trying to 


CIRCULATION pass itself off as an Edsel.” ; 
aaa ser ee Mr. Packard, who spoke first, 
Sunday .....288,453 confined himself to what even Mr. 


Weir admitted were “quite tem- 
perate” remarks. The author said 
that in reporting about motivation 


TOLEDO is the key / to the sea 


Ninth largest port in the U. S., Toledo is already the center of Ohio's third market with $1,996,423,000 net effective buying 
power*. What will it be when the St. Lawrence Seaway is completed? Keep your sights trained on Toledo, the key to the sea. 


a ln = a 


PORT BRIEFS 


from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


On June 29, four government economists 

began a study of the Port of Toledo, the +} 
first of several Great Lakes ports to be =s_ | 
surveyed in the next few months. ) 


The Toledo study, the first of its kind ever | 
made by the U. S. Corps of Engineers, 

will include interviews with more than | 
50 area industries. 


Briefly the purpose of the field work is to 
explore in depth the various aspects of 
the economy having a bearing on 
Toledo's present and prospective water- : 
borne traffic. 


The Great Lakes program was author- | ] 
ized by Congress lost year and $700,000 

has been appropriated for the economic 
studies and engineering plans for im- 
provements which may be recommended 
at the conclusion of the series. 


After the Toledo area survey is com- 
pleted, the team will evaluate the pro- 
cedure used here and then will proceed 
with studies of other major lake ports. 


TOLEDO’S NEWSPAPERS cre the key la to this 


great and growing market on the St. Lawrence Seaway 


The rich 14-county Toledo market is ranked third 
in Ohio (after only Cleveland and Cincinnati) with 
net effective buying income of $1,996,423,000. With 
farm sales of $212,584,829 the Toledo markct is first 
in Ohio. The TOLEDO BLADE and TIMES pene- 
trate this market in depth with 90% daily city zone 


REPRESENTED 8 Y MOLONEY 


coverage, 80% Sunday—-59% ony trading zone 
coverage, 54% Sunday. To open the door to this 
big, growing, industrial-agricultural market = 
must use the proper key—-the TOLEDO BLA 
and TIMES. 


*Sales Management Survey of Buying Power, May 10, 1957 


TOLEDO BLADE Daily ond Sunday. ade TIMES Mowing 


° REGAN SCuUmMtTT, onc. 
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research activities he had found 
many constructive aspects, but, he 
said, he had also become concerned 
about “the growing boldness with 
which marketers are seeking to in- 
vade the privacy of our minds.” 

Mr. Packard said he had ex- 
pected motivation researchers to be 
up in arms about his book. How- 
ever, he added, attacks on the book 
have come mainly from research- 
ers who use different methods. He 
specifically mentioned Elmo Rop- 
er. 

Mr. Packard said there is evi- 
dence that many people regard the 
book as a how-to-do-it manual on 
motivation research, although he 
didn’t intend to write such a 
manual. 


® Quoting extensively from the 
book, Mr. Weir sought to show that 
Mr. Packard wrote with “malic- 
iousness.” For example, Mr. Weir 
quoted the following passage from 
the book: 

“*The research director of a ma- 
jor advertising agency, a _ tense, 
tweedy man, was explaining to me 
how he became an early enthusiast 
of the depth approach. I asked if 
anything in his personal back- 
ground revealed a previous inter- 
est in psychology. He mentioned 
that his mother was a psychoan- 
alyst and that he himself had once 
worked as an aide in an insane 
asylum!’” 

Mr. Weir commented: “In addi- 
tion to editorializing—I mean that 
‘tense, tweedy’—Mr. Packard ter- 
minates this paragraph with an 
exclamation point—as if some por- 
tentous inference should be drawn 
from it. Yet what better back- 
ground could a boy be expected to 
have to become interested in psy- 
chology.” 


s Mr. Weir next quoted the fol- 
lowing passage from the book: 

“Dr. Dichter is jaunty, wears a 
bow tie, horn-rimmed glasses; is 
exuberant, balding. His standard 
fee for offering advice’—listen to 
this, Alfred,” Mr. Weir interpolat- 
ed here in an aside to Alfred Po- 
litz, who was sitting at the speak- 
ers’ table—‘“‘is $500 a day. For 
that $500 the client is apt to get an 
outpouring of impressive sugges- 
tions’.” 

Mr. Weir commented: “What’s 
wrong with getting impressive 
suggestions? And as for the good 
doctor’s fee of $500 a day, at the 
visual communications conference 
held by the Art Directors Club, 
Mr. Packard received $200 for a 
20-minute plug of his book.” 

(Mr. Packard interjected here 
that he was only getting a free 
meal today. “He much prefers to 
speak to the art directors,” Mr. 
Weir rejoined.) 


# Continuing his assault, Mr. Weir 
noted that “The Hidden Persuad- 
ers” also refers to Dr. Ernest Dich- 
ter (president of the Institute for 
Motivational Research) as fol- 
lows: “ ‘His headquarters, which 
can be reached only by going up a 
rough winding road, are atop a 
mountain overlooking the Hudson 
River.’ 

“These words,” Mr. Weir said, 
“are very carefully chosen to make 
Dr. Dichter seem a cross between 
Harold Lloyd and the witch in Walt 
Disney’s ‘Snow White’—all of 
which Dr. Politz agrees with, of 
course.” 

Mr. Weir then noted that Mr. 
Packard describes Pierre Martin- 
eau (research director of the Chi- 
cago Tribune) as “‘a_ friendly, 
tweedy man’—I think Mr. Pack- 
ard must have an interest in a fab- 
ric house,” Mr. Weir interjected— 
“who ‘wears pink shirts because as 
he [Mr. Martineau] says, “with a 
pink shirt I am trying to say some- 
thing about myself” ’.” 

Mr. Weir commented: “I, for 
one, have never seen Pierre Mar- 
tineau in a pink shirt. I had five 
martinis, a Chateau Neuf °53 and 
two Cointreaus at lunch with Pi- 


jerre in Chicago just three weeks 
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7 al a7 fi al a 
iS Dy pawect rommmane vets | © ‘| 


ad “BURGESS 


Bae Mitits it 


BURGESS BOARD—Burgess Battery | 

Co., Freeport, Ill., has introduced 

a three-color metal pegboard dis- 

play merchandiser to serve retail 

outlets for its Radar-Lite line of 
lanterns. 


ago, and the only thing pink about 
him that I saw was the elephant 
behind him. His shirt was white— 
and I don’t mean the shirt the 
elephant was wearing. That had 
purple and green stripes.” 


s Mr. 
Packard was “imparting to adver- 


tising many callously powerful | 


schemes and tactics that advertis- 
ing not only could not be aecused 
of, but ef which it is totally in- 
capable.” 

The “hidden persuasion” that 
Mr. Packard is talking about, Mr. 
Weir asserted, “has been going on 
for a long time and is, I would 
say, one of the principal activities 
that distinguish human beings 
from animals. I much prefer the 
so-called hidden persuasion of 
music and poetry and painting and 
advertising and political propa- 
ganda to the overt persuasion of 


the cave man’s club, or the con- | 


centration camps, or banishment 
to Siberia.” 

Mr. Weir said that in reading 
“The Hidden Persuaders” twice, 
he was constantly amazed to find 
how naive Mr. Packard is. 

“One would think,” he said, “that 
the art of persuasion was an inno- 
vation of the 20th century—specif- 
ically of the 1950s—and that its 
practice was ee not only to 
the times, but to adison Ave. 
and Michigan Blvd. 


“I wonder if Mr. Packard ever | 


heard of a manipulator named Tom 
Payne, or of a female who wrote 
a book—as Mr. Packard has writ- 


ten a book—named Harriet Beech- | 


er Stowe? I wonder if he ever 
heard of Voltaire or Demosthenes? 

“I wonder if the danger Mr. 
Packard points to so alarmingly 
comes, not from admen, whose 


product does not try to hide the | 


fact that its purpose is to per- 
suade, but from propaganda that 
walks abroad hidden in the trust- 
ed and respected apparel of a book 


—like ‘The Hidden Persuaders’? | 


Weir charged that Mr. | 


| Sterling Sets Fall Push | 


International Salt Co., Scranton, 
is running a 13-week campaign | 
this fall in 275 newspapers in the | 
eastern half of the U.S. for Ster- 
ling salt. The campaign features 
new food ideas and maintains that 
Sterling salt’s “sparks of flavor” 
bring out the best in food. The 
series is b&w except for two color 
ads scheduled to run just prior to 
Thanksgiving and Christmas. Ra- | 
dio spots in a few markets will | 
also be used. Batten, Barton, Dur- | 


S |stine & Osborn, New York, is the 


agency. 


| Firth Names Marsteller | 


Firth Sterling Inc., Pittsburgh, 
has appointed Marsteller, Rickard, 
Gebhardt & Reed, Pittsburgh, to! 
handle its advertising, effective 
Jan. 1. The company produces 
steels, high temperature alloys, ti- 
tanium and zirconium, and sin- 
tered carbides. Smith, Taylor & | 
Jenkins is the previous agency of 
record. 


ed Bes 


Supermarket News 


DRY GROCERY ADVERTISING UP 54% 
first 8 months of '57 
over first 8 months ’56 


} 


| 


“I wonder who Mr. Packard is | 


trying to manipulate.” # 


WGN Gets Cubs Broadcasts 


WGN, Chicago, has acquired ex- | 


clusive rights to broadcast the 
home and road games of the Chi- 
cago Cubs during the 1958 season, 
by agreement between WGN, the 
Cubs and WIND (which has been 
airing the games). Earlier this year 


%& Over 3,450 consumer, farm and business magea- 
zines listed in 99 market groups . .. no repeat 
listings . . . completely cross-indexed. 


WGN signed a five-year contract | 


to broadcast Cubs games from 1959 
through 1963. 


K&E Appoints in Chicago 
Arnold M. Combrinck-Graham 
Jr., vp and account executive in 
Kenyon & Eckhardt’s Chicago of- 
fice, has been promoted to account 
supervisor. C. Stuart Siebert, a vp 
in K&E’s Chicago office, has been 


to his duties as senior account ex- 
ecutive. 


¥%& Completely revised for 1958. Over 2,000 vital 
changes in listings. 64%" x 93/4" — 320 pages. 


% Compiled with the help of over 3,000 editors. 
Coded to help you aim your publicity better. 


% Proven in use by top public relations houses, 
| ad agencies, manufacturers, associations. | 


ace iy CLIPPING BUREAU 
14 East Jackson Boulevard 
Chicago 4, Illinois — i. 
Telephone: WAbash 2-8419 | 
named to handle all publicity ac- | 
tivities for that office in addition | 


HERE IS THE BOOK THAT 
TELLS YOU PRECISELY WHAT 
KIND OF PUBLICITY 
EACH EDITOR WANTS! 


Here is Bacon’s 1958 Publicity Checker featuring 
our new permanent numbering system. You can now 
refer to each publication by number in making up 
your release lists — and the number stays the same 
each year. This makes the Checker more useful to 
PR men, publicity people, ad men and agencies than 
it has ever been before. 

In addition to this new numbering, the Checker again 
has been brought completely up to date — over 2,000 
listing changes this year alone. This is the result of 
the editor coding system which each year enables 
each editor to tell us exactly what kind of publicity 
he wants to receive. Thus, users can pin-point public- 
ity, directing it to publications that can and will use 
it effectively. No more need for hit or miss publicity 
barrages that irritate many editors. 

Bacon’s Publicity Checker has been proven in use by 
top-flight agencies, public relations men, advertising 
managers, associations, research organizations, and 
manufacturers. Send for your copy today! 


SENT—~ON-APPROVAL... 


BACON’S CLIPPING BUREAU 
14 East Jackson Boulevard, Chicago 4, Illinois 


Please send me ( ) copies of Bacon's 1958 
Publicity Checker @ $18.00 each. 


() Bill me (C) Bill my firm 
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of the message. The residue of|Useldinger, North Dakota head-|vision. They are Reid Malcolm, 
these impressions has an important | quarters of the American Legion, |formerly with Dow Chemical Co., 
| bearing on the image of the prod-| secretary. |sales manager; B. N. Schrauf, for- 
uct.” # merly in the industrial chemicals 
Olin’s Organic Chemicals division, sales development man- 

are so preoccupied with determin-| “The depth of impressions left | Fargo Adclub Elects Flint Division Appoints Four ager, and Dr. Albert H. Gower, 
ing number of impressions and|by a magazine advertisement,” he| Harold E. Flint, Harold E. Flint Laurence E. Russell has been ap- | formerly with American Cyanamid 
cost per 1,000 that they are over-| concluded, “has never been thor-| & Associates, has been elected | Pointed director of marketing for |Co. and Sun Chemical Corp., prod- 
looking other important media val-| oughly measured. What does it do| president of the Advertising Club/the organic chemicals division of | uct sales manager. 
ues, especially in magazines. 'to the mind of the reader? | of Fargo, N.D. Other officers elect- | Olin Mathieson Chemical Corp. He | 

This was the conclusion of Dr.| “These impressions are more|ed include Edward Simonson Jr.,| was formerly manager of the sales | Kaplan Named Serwer VP 
Burleigh B. Gardner, executive|important than can be indicated | Fargo Foundry Co., Ist vp; Jack development department in the in-| Joel Kaplan has been elected a 
director of Social Research Inc.,|by the recall of the message, be-| Lester, sales manager, WDAY-TV, | dustrial chemicals division. vp of Irwin Serwer Advertising, 
in a talk at a meeting of the Agate | cause studies confined to this sub-| 2nd vp; Lee Holland, Flint & As-| Three other persons have been|New York. Mr. Kaplan has been 
Club, magazine representatives’ as- | ject do not plumb the full range|sociates, treasurer, and Vernon’ named to the organic chemicals di- | with the agency three years. 


Heed Quality of Magazine's Readership, 
Not Just Its Statistics, Gardner Urges 


Cuicaco, Oct. 22—Advertisers | said. 


sociation, yesterday. 

“Starch techniques,” Dr. Gard- 
ner said, “measure only a small 
part of the impressions left in the 
memory of the reader. We don’t 
yet know how to measure them, | 
but they are important.” 

The speaker stressed that the 
quality of the message carrier and | 
how it influences the delivery and 
reception of the message are both | 
of importance to the advertiser, 
even though some of the residue of | 
impressions left in the minds of) 
readers is too subtle to be meas- 
ured exactly with existing tech- 
niques. 


® “The expectation of the house 


wife,” he suggested, “is different 
when she listens to a radio or tv 
program and when she sits down 
with her favorite magazine. The 
‘sets’ of mind toward media are 
important in determining the ef- 
fectiveness with which the adver- 
tising message is delivered.” 
Studies already made by his or- 
ganization, Dr. Gardner said, show | 


that advertising in a printed medi- | 


um is regarded by readers as an 


essential part of the publication. 


This is true of magazines and also. 
of newspapers. The reader, he 
added, makes little differentiation 
between editorial and advertising, 
regarding both as interesting and 
useful parts of the publication. 

If even subliminal impressions— 
below the level of consciousness— 
can influence people, he suggested, 
what happens when a reader leafs 
through a magazine, giving his at- 
tention specifically, rather than 
casually, to both editorial and ad- 
vertising contents? 


® Dr. Gardner emphasized also 
the enjoyment which magazines 
give readers, who regard this type 
of publication as bright, pleasant 
and colorful. Color is a particular- 
ly important part of a magazine 
in stimulating pleasurable impres- 
sions in the minds of readers, he 


GEEI that’s the 


car for me!” 
Commercials on WGN-TV have 


a way of getting results— because 
WGN.-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales — 


“WGN-TV 


ly, of your best food customers 


read America’s favorite magazine 


~ Uttaeeee 
+ a 


In homes where 
the weekly food bill 
is $27.50 or over, 
Reader’s Digest reaches 
more people 
than any other magazine 


YD BUYING is very much a family proposition 
these days, so your advertising has to catch the 
lady’s eye—and intrigue her husband as well. That is 
why so many food advertisers have turned to Reader's 
Digest, the American woman’s favorite magazine—and 
her husband's favorite, too. 


e A single issue reaches 32 million Americans, including 
17 million women—more women than any other maga- 
zine, including those edited expressly for women. 


e The Digest reaches more of your customers in every 
income group. 


e It has the largest magazine audience in metropolitan 
areas—and in non-metropolitan areas, too. 


Advertising in Reader’s Digest—directed to 
this giant and prosperous market for food—has 
168 million opportunities to be seen in a single 
issue. 


Here is why: New research shows that the average 
reader turns to his copy on 5.3 separate days. Multiplied 
by 32 million readers, this gives a total of 168 million 
“reading days”. . . 168 million opportunities for your 
message to be seen, to be read . . . and to “‘sell.”’ 


In opportunities to sell food, the Digest leads all other 
magazines studied by more than three to one.* 


What 168 million selling opportunities 
mean to advertisers 


More than a statistic, these ‘“‘selling opportunities” 
reflect the Digest’s greatest power: the faith that makes 
people turn to this magazine more often than to others 
—the kind of faith that leads to action. 


ae 4 amy 


That is why advertisers are attributing some spec- 
tacular sales results directly to the power of the Digest’s 
responsive audience. Here is a case in point: 


There was no coupon in the advertisement for Sta-Puf, 
a washday rinse that keeps clothes fluffy. But a “hidden” 
offer did mention a free sample. According to Mr. A. E. 
Staley III, advertising manager of the A. E. Staley 
Mfg. Co., makers of Sta-Puf: 


“In a short period, over 23 thousand requests 
came in. The tide of mail continues. Sales re- 
sponded, too. And dealers and distributors dis- 
played new enthusiasm.”’ 


With results like this, advertisers are spending 60% 
more in the Digest this year than they spent in 1956. 
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To back the campaign, McKes- 


McKesson & Robbins son & Robbins is distributing 6,- 
Yule Promotion Bows Sueno preprints of The American 


Weekly section for imprinting and 


in ‘American Weekly’ ™*0ins by Participating druggisis. 


Druggists—some 5,100 have | 


Robbins will use a special eight-| display posters to tie up with the 
page color section in the Dec. 1|campaign. As a_traffic-builder, 
issue of The American Weekly and | each retailer will give away a Syl- 
1,000-line ads in 40 newspapers | vania combination intercom-radio 


promotion, built around the theme, | store. 
“Your Merry Christmas drug! 
store.” 


| pating in the promotion, including 
|makers of electric shavers, flash- 
‘bulbs, cameras, clocks, men’s and 
women’s toiletries, etc. Druggists 
are required to buy a minimum 
amount of the items made by the | 


included in the program. 


Charles W. Beall, vp in charge 
of retail trade promotion, outlined 
the promotion in detail before a 
luncheon meeting of the Merchan- 
dising Executives Club. + 


New York, Oct. 23—McKesson & | signed up—also will receive special |26 manufacturers in order to be | ‘Pest Control’ Names Farrell 


Richard G. Farrell has been ap- 


Business paper ads are running | pointed assistant to the advertising 


jin the American Druggist, Chain|manager of Pest Control, 
Store Age and Drug Topics. While 
Dec. 2 to kick off its 1958 holiday | to the winner of a drawing in his|the staff of McKesson & Robbins 


Cleve- 
jena. Mr. Farrell, just returned 
|from a tour of duty with the U.S. 


|prepared the promotion, space is| Air Corps, formerly was with the 


| 


s 26 manufacturers are partici- | agency, Dancer-Fitzgerald-Sample. | Publishing Co. 


I. 
i} ee -_— 


a | 


Wherever food is sold, the Digest reaches 
alert, curious readers. They are your best 
customers for new ideas in food—the “con- 
venience” foods women hanker to try, the 
specialties many men buy on impulse. 


Now you can take advantage of the Digest’s unusual 
new opportunities—available at a surprisingly low cost 
per thousand readers. 


Call us for an analysis of the way in which Reader’s 
Digest covers your market in the U.S.—and around 
the world. In New York, call MUrray Hill 4-7000; in 
Chicago, WHitehall 4-2544; in Detroit, TRinity 5-9600; 
in Los Angeles, OLive 3-0380; in San Francisco, 
EXbrook 2-3057. Or write to: Reader’s Digest, 230 
Park Avenue, New York 17, New York. 


*Data from “A Study of Seven Publications,” conducted by Alfred 


Politz Research, Inc. 


- a ae ~ 


People have faith in 


}Readers Digest 


America’s largest magazine circulation. 
FS 


Over 


11 million copies bought monthly 


McGraw-Hill Publishes 


Two Harvard Case Books 


McGraw-Hill Book Co. has 
published two volumes in the Har- 


\vard Business School case books 


series. These are “Cases in Retail 
Management,” 806 pages, $10; and 
“Problems in Marketing,” second 
edition, 740 pages, $7. 

Both books present actual prob- 
lems faced by management, in- 
cluding facts, opinions and pre- 


. |judices upon which executive de- 
\being placed by the company’s|sales promotion staff of Penton | 


cisions had to depend. These cases 


|are presented to students for an- 


alysis, discussion and decision as 
to the type of action which should 
be taken. 


‘Broadcasting’ Is New Name 

Broadcasting-Telecasting, Wash- 
ington, effective with its Oct. 14 is- 
sue, shortened its name to Broad- 
casting. The magazine originally 
was called Broadcasting, adding 
the word “Telecasting” to its title 
in 1945. 


IDEA NO. 120 
Say KLEEN-STIK ... and be sure! 


Srey ave and then, along comes a 
KLEEN-STIK application so out- 
standing, it rates a full column! In 
this case, it’s e successive (and 
successful!) P.O.P. compa™= for 
SEAGRAM DISTILLE 

First, an autumn Hunting theme, 
beautifully silk screened in e 
colors, provides ideal pieces for 
doors, windows, back-bars, and 
other spots in “‘pubs’’ everywhere. 
Owners and salesmen don’t have to 
“hunt” for glue, tacks, or tape to 
put ’em up, because they're pre- 
coated with moistureless, self- 
stickin’ KLEEN-STIK. 


© 


IDEA NO. 121 


For summer —a refreshing nautical 
theme in cool blue-and-white. 
KLEEN-STIK displays enjoy 
“smooth sailin’ ’’ with any group of 
dealers because they're so e-a-s-y to 
put up—just peel and press! 


IDEA NO. 122 


And to round out the year, this trio 
on flashy Metallic Acetate plugs 
| 7 Crown, VO, and Golden Gin with 
extra-bright attention. And their 
ressure-sensitive K-S — 
olds tight on glass, metal, 
plaster ... any smooth, hard ourfese. 
All three super campai ns were con- 
ceiv National Sales Prom. 
Mgr. JEROME NEWMAN . r 
layout by Art Dir. SEYMOUR 
GOFF .. . production b 
FRANK MITTLE TARDY. 
Handsome silk screenin 
SUPREME DISPLAYS, I oY 
Brooklyn—SEYMOUR BENNIS 
co-ordinating. 


| 
| See your regular printer, lith- 
| ographer, or silk screen 
rinter for more business- 
uilding KLEEN-STIK ideas 
---or write on your letterhead 
for our free “‘Idea-of-the- 
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KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives — 


7300 W. Wilson Ave © Chicago 3) iT 
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‘TV Writing’ Published 

A second edition of Edward 
| Barry Roberts’ “Television Writ- 
ing & Selling” has been published 
by Writer Inc., Boston. The auth- 
or outlines the process of writing 
for television from idea through 
actual production. Written pri- 
|marily for the free-lance writer, 
the book discusses live and filmed 
| tv shows as well as documentaries 


“Pedro, look! I shot aholein Juan!” | excerpts from the television code 
‘of the National Assn. of Radio & 


CARAMBA! PLOG OP ZE 'OLES IN ZE | Television Broadcasters. The 500- 
SALES WIZ ADS IN JUAN-DERFUL ave book sells for $6.50. 


| 

‘North Adds Gillette Labs 

| Gillette Laboratories, a new di- 
vision of Gillette Co., has appoint- 
|ed North Advertising, Chicago, to 
|handle advertising for Thorexin 
cough medicine, the first product 
to come from the new company. 
Gillette Laboratories will “concen- 
| trate on the development and dis- 
tribution of a limited number of 
improved proprietary drug items.” 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. Evanston, Ill. 


WRITE FOR MARKET DATA 


Only 27%, 
1,289,877 U. S. Farms 

Gross Over 
$5,000 Annually f 


FARM:MARKIET 
INO 
aif en 
$5,000 Annually i] 


Since 1940 the United States has lost 
1,313,788 farms, Of the remaining 4,783,021 
farms (1954 census) ONLY 1,289,877 (27%) 
HAVE OVER $5,000 GROSS FARM IN- 
COME ANNUALLY. These farms get 
78.8% of all farm income! 

On these business-run farms, one or two 
highly specialized enterprises are the major 
sources of income. Each specialized enter- 
prise requires the application of scientific 
knowledge adequately provided only by 
specialized magazines. 

For farms having a specialized poultry 
enterprise, Poultry Tribune is the leading 
specialized business magazine. 93% of all 
layers in flocks of 400 or more are owned 


e 


Poultry 


Tribene by Poultry Tribune subscribers. Poultry 

Has The Tribune farm subscribers have increased pe 
11th Largest] their poultry enterprise by 39% just in the - 
Advertising last three years. “ 
a You can selectively tap the buying power 
one: . of business-run farms specializing in poul- 4 
Farm try through sustained advertising schedules 
Magazines in Poultry Tribune. 


FARMING IS A BUSINESS ~ 
A concise, factual summary of farm 
market statistics ... a valuable addi- — 
tion to your media files... an analy- — 
sis of cost and waste in farm market — 
advertising. WRITE FOR FREE COPY! — 
NEW YORK . 


WATT PUBLISHING CO, *t> ste. cau. 


SANDSTONE BUILDING MOUNT MORRIS, LLINOIs CUSHMAN, 


WVi““: 


¥ 


o 


and adaptations. Included also are | 


MacArthur Kehew 


tising in New England” at the 20th 


reau in Boston. They are Eugene R. 


third of all the advertising dollars | 
in the future,” Charles T. Lips- | 
comb Jr., new president of the Bu- 
reau of Advertising, ANPA, told 
the New England Daily Newspaper 
| Assn. at their fall meeting here. 

“Our goal is simply to increase | 
|}our share, to get for newspapers 
|the greatest possible share of this | 
| market,” he said. “My crystal ball | 


' | tells me that in the next ten years | 


|mewspaper advertising will again 
be generally recognized, by nation- | 
al as well as local advertisers, as | 
the most exciting, most versatile | 
and the most economical, as well 
as the largest and most powerful, 
selling medium in the country.” 


# He pointed out that “more and | 
more advertisers will learn that) 
43,000,000 of 49,000,000 families in 
the U. S. get a newspaper every | 
|day, that 100,000,000 people read | 
| the 57,000,000 newspapers that are 
| published every day, which is 82% 
of all people over 12 years of age, 
far more people than are reached 
by any other medium. The news- 
paper is ready and waiting, at the 
time and place to suit the pleasure 
|and convenience of each reader, so | 
the ‘newspaper tent’ is always full | 
of buyers, and the newspaper has | 
no ‘off’ hours, days, weeks, or | 
jmonths, as do some media. 
“We expect to develop and pro- 
mote new research facts to prove 
that mewspapers produce more 
sales per advertising dollar than) 
any other medium,” Mr. Lipscomb | 
told his audience. ‘““‘The newspaper | 
brings today’s news, today’s adver- | 
tising and is the best way to make | 
| sales today. This sense of urgency, 
|do it now, is extremely important.” | 
's A discussion session on why 
some newspapers accept retail | 
|store advertising from outside 
their city and suburban areas and 
why some do not revealed that a| 
survey made showed 55 New Ens-| 
land newspapers participating, 
with 33 accepting and 22 not ac-| 
cepting. 
Reasons behind the policy of | 
acceptance were given as: 
1. Considerable amount of shop- 
ping is done by subscribers outside | 
|of the mewspapers’ circulation | 
area, making acceptance of such) 
advertising advisable to combat in- 
troduction of throwaways and pur- | 
chase of outside newspapers carry- | 
ing the advertising which the | 
scriber, because of his shopping | 
habits, is interested in. 
2. Recognition of a change in| 
buying habits of subscribers and | 
following such a change in habits | 
as a service to the subscriber. 
3. Smaller newspapers, because 


_| of smal] retail shopping commu- 


EXPERTS—Panel members discuss “Newspaper Adver- 
of the New England Newspapers Advertising Bu- 


Harold Cabot & Co.; Curtis L. Kehew, sales and ad 


Newspapers Can Get One-Third of Ad 


a right to be informed of bargains 
even when they originate outside 


part. 


| of trade to other areas. 


Piersall Glavin 


Carter 


vp, John E. Cain Co.; Jimmy Piersall, Red Sox play- 
er and sales promotion representative for Cain; An- 
thony G. Glavin, director, NENAB; Jack Kent, sales 
manager, Ward-Griffith Co., and Kenneth M. Car- 
ter, Waterbury Republican-American. 


annual meeting 


MacArthur, vp, 


circulation area makes it unneces- 
| sary to seek it elsewhere. 

| 4. Pressure from local mer- 
| chants which has resulted in a pol- 
| icy of non-acceptance. 

| §. Possibility of change from 
|a policy of non-acceptance used as 


s | Boston, Oct. 22—‘“We think | nity, of necessity must seek such|, weapon to encourage improve- 
= |mewspapers can get more than a/| 


advertising to survive. 


4. Waiial Guat citeeeniiiads tates |ment of local shopping facilities. + 


ihe newspapers’ population area. 
5. Belief that acceptance of out- 
side advertising keeps local mer- 
chants on their toes and encour- 
ages greater advertising on their 


® Reasons behind the policy of 
non-acceptance were set forth as: 
1. Newspapers’ desire to protect 
local merchants. 
2. To encourage shopping within 
the city and discourage the flow 


1s NEW YORK 
- call WWRL Dé 5.1600 


3. Sufficient amount of adver- 
tising received from within the’ 


Pith pints conn set 


WHEN TYPESET BY WARWICK 


It's a fact! Be it a sales spot you want to influence, 
a publication spot you want to improve ...or a 
hot spot due to a rush job... Warwick will 
deliver the right “words”. 


St. Augustine Agency: “...1 do want you to know that I think your 


typography is tremendous, and am very satisfied 
with the fast, excellent service.” 


Ft. Worth Agency: “Many thanks for your splendid cooperation 
in producing ... copy and plate for Esquire 
Magazine. You got us out of a spot.” 


Birmingham Agency: “...a little personal ‘thank you’ for the way 
you folks are handling our orders—especially 


the hot rush jobs.” 


What's your particular spot? Chances are the 
Warwick typographic craftsmen will help you 
“say” just the right thing in the right way on time. 
Call, Wire or Write about your next spot job. 


P.$. Ask for “Joe”. He'll personally baby 
your job through. 


pe TYPOGRAPHERS INC 


920 Washington Ave., St. Louis 1, Missouri 


% OVERNIGHT BY AIR MAIL FROM MOST ANY SPOT IN THE U. S, 
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MacManus, John 
Gets Slice of 
Van Munching 


New York, Oct. 22—Van Mun- 
ching Imports Inc. has been ap- 
pointed exclusive U.S. importer of 
Queen Anne scotch whisky and, 
in turn, has appointed MacManus, 
John & Adams to handle adver- 
tising of all Van Munching im- 
ports, except Heineken’s Holland 
beer, Mackeson’s stout and Whit- 
bread’s Pale ale, which will still be 
handled by Peck Advertising 
Agency. 


® MacManus, John & Adams will 
handle Queen Anne scotch, Some- 
thing Special (a deluxe scotch in 
limited supply), and Old Gentry 
London dry gin, all products of 
Hill, Thomson & Co., Edinburgh 
distiller—which has moved its 
brands to Van Munching from 
Henry Kelly Importing & Dis- 
tributing Co. In addition, MJ&A 
will service such other Van 
Munching lines as Heidsieck dry 
monopole champagne, Otard bran- 
dy and Hoppe Genever gin and li- 
queurs. 

A special magazine campaign 
will be launched shortly after the 
first of the year for the scotch im- 
ports. Holiday advertising for the 
other imports is now being pre- 
pared to break late in November. # 


Shulton Sets Four-Media 
Christmas Gift Push 

Shulton Inc., New York, has 
scheduled a Christmas gift cam- 
paign in newspapers, magazines, 
network tv and spot radio for Old 
Spice toiletries for men and for 
its four women’s lines: Desert 
Flower, Escapade, Friendship Gar- 
den and Early American Old Spice. 

The campaign, which runs 
through December, starts with a 
color spread in Life, followed by 
color pages in The American 
Weekly, Christian Science Moni- 
tor, Family Weekly, Ladies’ Home 
Journal, Look, Redbook and The 
Saturday Evening Post. Insertions 
will run in 112 newspapers; radio 
spots in 48 markets. Shulton’s reg- 
ular tv program, “The Eve Arden 
Show” (CBS-TV), will also pro- 
mote the Christmas lines during 
December, and the company is 
currently dickering for a Christmas 
tv spectacular. Wesley Associates, 
New York, is the agency. 


Its a You-Know-What! 
= 


THE LAUGH OF THE PARTY 
IT'S DIFFERENT + IT’S PRACTICAL 


IT’S HILARIOUS 


Here it is . . . a unique cocktail mixer 
that looks like a you-know-what! Perfect 
gift for home bartenders — and aren't 
we all. A hilarious conversation piece— 
watch the gags fly when you pour from 
this hospital-inspired novelty. Made of 
heavy, durable glass with non-drip pour- 
ing spout. Holds 32 ounces. .. 11” high. 
© Order now at special postpaid price! 


Only $5.00 Prepaid 


Enclose check with order, prompt shipment. 


BERTON’'S INc. 


4844 Fullerton Ave Chicago 39, Illinois 


Nowland, LEN Settle Suit 

Nowland & Co., Greenwich, 
Conn., research company, has 
withdrawn a suit filed in New 
York federal court against Lennen 
& Newell and P. Lorillard Co. 
Nowland had alleged that the 
agency and its client owed it mon- 
ey for services in advertising re- 
search. The action sought $7,169 
from each of the defendants. At- 
torneys for Nowland say the com- 
plaint has been settled amicably 
out of court. 


“TUCSON IS TOPS!” 


PER FAMILY RETAIL SALES 
UP 51.7% 
1951—$3,444 1956—$5,225 


Nielsen Names Stekelberg 


ARIZONA 


A. C. Nielsen Co., Chicago, has BANK DEBITS 
appointed William A. Stekelberg 
manager, food-drug promotion. Mr. UP 102% 
Stekelberg most recently was with| 1951—$966,210,000 1956—$1,952,314,000 


the American Institute of Laun- 
dering, Joliet, Ill, where he spe- 
cialized in industry relations. 
Nielsen also has elected Joseph J. 
Menkins a vp, client service and 
sales in the New York office of the 
food-drug division. He formerly 
was a Nielsen account executive. 


314,483 Dick Wellings... 


Dick Welling lives in Tulsa and oil is the business at which he makes his 
living. Dick works for one of the 500 major oil companies that headquarter there 
and make Tulsa the “Oil Capital of the World.” 


Like other average Tulsans, Dick’s income is 20% above the U. S. per capita 
average and his family owns more automobiles than the average family in 
any of the first 25 television markets. Dick is typical of rapidly growing, 
prosperous, cosmopolitan Tulsa. 


There are 314,482 more television families like the Wellings in the big area 
served by KOTV © Smart advertisers want to reach them. They do it over 
KOTY, the station that has more viewers in the rich Tulsa market than all 
other stations combined. Represented by Petry. 


Sources: ARB 5/57, NCS #2, TV Mag. 8/57, Copyrighted ... Sales Management 1957. 


eS O RI NT HIA N S TAT IO N Responsibility in Broadcasting 


KOTV Tulsa. KGUL-TV Galveston, serving Houston *WANE & WANE-TV Fort Wayne *WISH & WISH-TV Indianapolis 
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October Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- 


Advertising Age, October 28, 1957 


Commercial Dis- 

play Excluding play Excluding 
Poultry, Classified Poultry, Classified 

and Livestock, and Livestock, 

-—Total Advertising, in Pages———. ———Total Advertising, in Lines——, in Lines -—Total Advertising, in Pages——, ——--Total Advertising, in Lives -——~ in Lines 

Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Wallaces’ Farmer ......... 114.3 124.3 848.0 939.9 89.576 97,478 664,093 736,907 79,994 84,006 

Farm Magazines Western Farm Life ....... 26.4 24.1 252.0 276.9 20,706 18,943 198,604 217,167 16,797 16,389 

Capper's Farmer .......... ad 61.4 623.6 633.7 24,420 26,338 267,528 271,877 23,558 25,510 Colorado Edition........ 6.3 6.6 74.9 113.9 5,064 5.206 58,773 89,360 3,332 2,817 

Farm & Ranch—Southern Agriculturist: Wisconsin Agriculturist & Farmer 73.3 95.5 586.2 701.8 57,479 74,845 459,597 551.126 56,446 73,217 

, ; 1,521 | 
Southeastern Edition... 28:1 30.0 371.8 = 347.1 12,05) 12,876 159,509 148,893 10,968 1521) Fe VI202 12259 Tii7i Wis 851.305 933,767 6.957.066 7.711.320 FS1518 826.725 
Southwestern Edition 33.1 32.0 400.3 373.6 14,221 13,739 171,739 160,289 12,810 12,559 | TY! OMe ori 
Average 2 Editions ...... 30.1 30.8 382.9 357.4 12,897 13,212 164,278 153,338 11,686 11,536 

F Journal: . . . 

"es eae ....:. 105.6 1217 955.4 1,070.8 45,319 52,190 409,848 459,366 43,714 50,58 Form Linage Trend Fires in Thousands 
gEastern Edition ...... 103.5 1122 964.7 1,033.8 44,388 48,115 413,836 443,500 42,783 46,505 | 
Southern Edition ...... 98.5 110.7 888.5 993.5 42,246 47,472 381,187 426,209 40,641 45,862 | 
Western Edition ...... 108.6 123.5 1,003.6 878.7 46,606 52,977 430,528 376,962 45,001 51,367 
Average 4 Editions ...... 416.2 467.9 3,812.1 3,976.8 178,559 200,754 1,635,399 1,706,037 172,139 194,314 

Farmer: 

Pr Searetiea- Ve Edition ... 90.0 93.4 924.3 939.2 61,183 63,522 628,300 638,675 59,106 61,231 
#Ga-Ala.-Fla. Edition .. 91.3 93.3 930.7 949.3 62,076 63,475 632,930 645,547 59,876 60,668 | 
#Ky.-Tenn.-W. Va. Edition 81.8 87.8 861.4 890.3 55,653 59,708 585,785 605,438 53,927 57,622 | 
HMiss.-Ark.-La. Edition. 826 85.0 872.6 884.7 56,149 57,772 593,398 601,650 54,306 55,512 | 
H#Texas Edition ........ 88.0 89.7 907.3 920.0 59,879 61,005 616,969 625,600 57.522 57,684 
Average 5 Editions ...... 86.7 89.8 899.2 916.7 58,988 61,096 611,475 623,381 56,947 58,543 

Successful Farming ........ 76.0 73.9 849.8 887.7 34,191 33,241 382,420 399,481 33,621 32,726 
Tetel Group ........... 665.9 723.8 6,567.6 6,772.3 309,045 334,641 3,061,100 3,154,114 297,951 322,629 

# Not included in totals. 

Monthlies SEMI-MONTHLIES BI-WEEKLIES WEEKLIES 

Agricultural Leaders’ Digest 13.0 153 21122 1388 5,554 6,580 53,943 59,644 5,554 6,580 1957 1957 1957 

peters Fruit Grower .... 10.2 115 286.6 293.2 4,398 4,963 123,824 126,666 4,099 4,750 | game sept. [37] SEPT. 

American Poultry Journal: 

dition ...... 27.6 34.5 283.5 330.2 11,838 14,516 121,695 142,368 9,079 11,156 
Saat Gate... 276 362 283.5 3044 11,838 15,254 121,695 130,347 9,079 11149 |AUGy Aus. [ ] 47 AUG.| 168 | ra 
H#Pacific Edition ....... 25.9 34.7 281.3 320.6 11,119 14,582 120,795 133,028 8,433 10,155 came ell 
#Southeastern Edition 28.6 34.0 240.2 319.5 12,263 14,298 124,491 136,836 9,264 10,845 
H}Southwestern Edition 27.0 324 2794 324 11613 13,607 119,928 13,607 9,054 10.273 cae 935 sept. [IF] 
Average 5 Editions ...... 27.8 344 285.0 315.7 11,944 14,451 121,887 135,183 9,132 10,776 

American Vegetable Grower 13.6 83 250.4 215.4 5,858 3, 108,200 91,037 5,760 3,513 

Arkansas Farmer ......... 123 184 160.2 229.7 9,298 13,925 121,156 173,676 7,771 12,587 

Better Farming Methods ... 35.3 37.4 328.3 362.3 15,129 16,032 140,832 155,443 14,271 15,174 Commercial Dis- 

Breeder-Stockman ......... 75.0 76.5 607.5 653.0 31,500 32,326 255,430 274,842 629 700 | play Excluding 

Breeder's Gazette ......... 115 19.0 1528 184.6 5,033 8563 68,746 83,007 3,336 6,093 Poultry, Classified 

Broiler Growing .......... 35.6 45.2 382.1 413.9 15,261 19,409 163,940 177,547 12,600 14,396 — mel Del” and Livestock, 

California Citrograph ...... 2.9 22.7 226.7 222.5 15,372 15,246 152,662 149,542 15,120 15,022 7——Total Advertising, in Pages——. ———Total Advertising, in Lines. _in Lines 

California Farm Bureau Monthly 15.4 15.0 134.2 135.3 11,606 11,305 101,335 102,165 11,228 10,927 Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct.  Jan.-Oct. Jan.-Oct. Oct. Oct. 

The Cattleman ........... 745 91.6 806.6 934.2 31,290 38,463 338,811 422,659 15,379 17,797 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 

Cooperative Digest ........ 51 65 621 719 2,142 2,730 26,082 30,198 2,142 2,730 

County Agent & Vo-Ag Teacher 22.4 27.5 264.4 270.1 9,610 11,755 113,469 115,873 Semi-Monthlies (October) 

Electricity on the Farm... 135 187 ee make Een 10006 ans? dene, G762 100g colorado Rancher & Farmer 25.3 31.6 333.8 389.7 19,143 23,956 252,980 294,950 18,205 21,635 

Farm Management ........ 15.8 23.3 1928 . , ’ ’ . . ’ Dakota Farmer .......... 64.2 73.9 630.4 696.4 50,335 57,942 494,236 545,985 49,519 56,442 

“Poimens tate. BG Me RS ge ee aN Iga ese oP 1617 Man Tina's dae gS MS Gee RE Ge ie a his 

sti 639 12,406 15,315 tees : \ : ’ : ; . ; 
#Texas Edition ........ S12 39.6 363.3 453.7 13,381 17,017 155,070 194 Hoard’s Dairyman ....... 49.8 63.1 555.4 557.0 36,260 49,415 404336 405.522 30.235 39.892 
itions ...... 31.4 40.6 374.4 466.3 13,464 17,429 160,228 200,080 12,489 15,727 ' 
Average 2 Editions . Montana Farmer-Stockman ... 52.9 65.5 603.3 676.4 40,061 49,487 456,172 511,393 25,368 31,927 
’ . 781 769 667.7 689.9 32,783 32,306 280,469 289,866 16,995 18,452 

Florida Cattleman ........ 2732 19.023 191053 190148 186585 18.078 17723 Nebraska Farmer ......... 74.7 109.5 851.1 926.6 56,511 82,784 643,590 700,824 48,209 68,736 

Florida Grower & Rancher .. 28.1 27.2 280.7 637 6565 747, 68158 i23608 6iss Yin | Western Form Lite... 25.3 25.1 2786 302.1 19,837 19,738 218.441 236.905 19.837 19.738 

Georgia Farmer .......... a ont oy RR RR BR RR 91195 iso1e Colorado Edition . 72.7 96 82.7 123.5 6101 7,538 64874 96,898 6101 7.538 

Guan ay ER 23 21 214 229 5528 5.032 50,409 53,284 5166 4,942 otal Group ...... 401.0 503.3 4419.6 4867.8 307,565 385,384 3384,759 3,785,213 265,963 532,079 
ississippi lo. )~=©=6 67) COLT) soMNT.S 166.5 5,083 8,809 88,836 125,870 4,592 8,101 Som 

ao ae’ .. naan 108 25 1121 138.3 4566 8579 70.505 94,233 3,822 7.595 -——Total Advertising, in Pages——. ———Total Advertising, in Lines ——— 

National 4-H News ........ 24.9 225 193.1 198.6 10,458 9,466 79,180 85,144 10,458 9,466 Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept.  Jan.-Sept. Jan.-Sept. Sept. Sept. 

National Live Stock Producer 12.9 12.9 139.6 155.0 9,372 9,382 101,601 112,815 8857 8,634 1957 1956 1957 1956 1957 1956) :1957 1956 1957 1956 

Nation’s Agriculture .. 58 73 666 75.2 2586 3,272 29,971 33,923 2,586 3,272 

New Jersey Farm & Garden 33.6 40.4 454.0 499.0 15,129 18,193 204,360 224,548 10,952 15,147 Bi-Weeklies (September) 

Poultry Tribune: tArizona Farmer-Ranchman 64.5 82.0 686.4 676.7 48,758 62,047 518.325 511,655 47,232 60,053 
#Eastern Edition ...... 33.1 41.4 382.3 429.0 14,194 17,752 164,028 184,052 9,660 13,556 | icalifornia Farmer: 

Midwest Edition ...... 35.2 38.6 379.0 384.8 15,093 16,554 162,591 165,076 11,150 12,425 Northern Edition ..... 38.7 56.3 484.4 490.5 29,254 42,538 366.564 370,931 27,839 40,233 
#Pacific Edition ..... 36.3 47.5 429.9 473.0 15,593 20,395 184,440 202,928 9,389 14,783 #Southern Edition 35.6 54.3 453.9 474.9 26,926 41,039 343,208 359,028 25.389 38.923 
Southeast Edition 38.5 44.3 416.5 431.3 16,509 18,985 178,696 185,022 10,869 14,985 Average 2 Editions ...... 37.1 55.3 469.4 482.7 28,090 41,789 354.886 364,979 26.604 39.578 
Southwest Edition 35.0 39.8 385.7 141.7 15,022 7-088 aoe Bay age oo Dairymen’s League News ... 13.9 14.0 127.3 130.4 10,183 10,206 92,965 95.213 9,499 9.639 
Average 5 Editions ..... 35.6 423 398.7 428.9 15,282 18,153 17 ‘a, na ‘ta ‘ons |  Yetel Grom ........... 1155 “151.3 12831 1,285.8 87,031 114042 66.176 971.847 83.335 100370 
Southern Livestock Journal 739 960 Gl GOS SLOSS 60.520 287, ’ ; 3, t Two issues in September 1957; three issues in September 1956. 2 Not included in totals 
Southern Planter ......... 18.2 236 243.3 296.6 12,767 16,538 170,373 207,571 12,365 15,989 | ; . 
Homemaker 89 9.7 140.2 150.7 6930 7,604 109,530 118,147 5,702 6,607 A 

ae 625 649 501.9 457.3 26,822 27,824 215.316 196.200 13.329 12135 Weeklies (September) 

Western Dairy Journal 48.7 48.2 358.5 384.7 20,923 20,685 153,837 165,090 11,855 11.969 iowa Farm Bureau Spokesman 40.0 39.0 257.2 260.1 40,660 39,693 261,701 265,769 37,463 36,549 

Western Fruit Grower ..... 21.0 23.2 ‘286.4 285.0 8820 9,744 119,703 8,820 9,744 | Weekly Star Farmer: 

Western Livestock Journal : #Kansas Edition ....... 118.2 159.6 1,260.4 1,548.0 29,123 39,329 310,573 381,422 17,345 29.219 
Mts. & Plains Edition ... 51.6 658 4424 564.5 22,120 27.650 189,856 237,096 8,533 5,912 Missouri Edition ...... 128.4 176.7 1,316.8 1,584.9 31,638 43,529 324,462 390,529 20.326 33.103 
Pacific Slope Edition . 102.4 107.5 924.6 1,057.1 43,946 46,099 396,745 453,481 16,392 19,083 #Okla.-Ark. Edition 105.5 143.1 1,156.6 1,420.8 25,995 35,251 284,974 350,093 16,365 26.809 
Total Group ........-+-. 1083.9 1,229.6 11,093.7 12,1815 509.743 582,049 5,538,431 5.927.355 315,855 361.813 P Average 3 Editions ...... 117.4 159.8 1,244.6 1,517.9 28,916 39,370 306,670 374,014 18.012 29.710 

‘i ted publication in Oct. 1956. ¢ Changed from a 688-line page to a 420-line page he Poultryman: 
° oa — 2 os National Edition ........ 13.8 215 1618 148.1 14,963 23,371 175,632 160,723 9,775 16.016 
= ? ’ Dixie Edition ......... 47 — 170.3 — = 16,027 184,775 10,195 
New England Edition 18.3 24.9 199.6 204.7 19,839 27,116 216,637 222,146 12512 18.529 

Newspaper Monthly Farm Sections New Jersey Edition ..... 25.2 40.9 293.7 347.6 27,392 44,430 318,662 377,227 19.154 33,199 

tlowa Farm & Home Register 16.0 19.4 183.3 228.5 16,005 19,862 185,900 233,087 15,541 19,316 Western Livestock Reporter 19.2 26.4 230.4 208.8 15,390 17,710 220.486 201362 7193 7966 

Rural Gravure ...... 2... .55+ 6.3 7.0 59.2 85.5 6.257 7,004 59,223 85,603 6,257 7,004 Total Group ............ 248.6 312.5 2,557.6 2,687.2 163,187 191,690 1,684,563 1.601.241 114.304 141.969 

{Texas Ranch & Farm ..... M1 13.6 «142.5 187.9 11,130 13,860 142,535 182,980 10,430 12,418 | + Not included in totals. ¢ Four issues in September 1957; five issues in September 1956. 

Total Group ........... 33.4 “40.0 3850 “S019 33,392 40.726 387,658 501.670 32.228 38.738 
+ Changed from a 1,020-line page to a 1,000-line page in August 1957. { Changed from a 1,020-line page to a 1,000- Quarterlies 
line page in January 1957. , ' Farm Quarterly .......... 72.6 87.3 241.5 200.5 35,343 41,396 112,837 95,053 ———._ 41,396 
-—Total Advertising, in Pages—. ———Total Advertising, in Lines———_, 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. | Dailies (September) 
aS ET ES ST ES | chiens Sally Oromers dowel «88.7 (SOSG 1ISGSS OKO «TRAIT Gee? 73.488 SLIM 
tKansas City Daily 

Semi-Monthlies (September) Drovers Telegram ....... 49.8 38.7 332.7 306.0 106,074 82,403 707,990 651,269 73,704 54.498 

American Agriculturist 31.1 32.9 285.9 310.0 22,665 24,008 208,189 225,937 20,566 21,764  tOmaha Daily Journal- 

Colorado Rancher & Farmer 39.6 39.0 308.5 358.1 29,958 29,501 233,837 270,991 27,809 28.682 Stockman ... 61.1 50.6 376.9 348.5 130,031 106,531 802,137 741,567 98,691 74,704 

Daketa Farmer 53.4 67.6 566.2 622.5 41,869 52,996 443,901 488,045 40,954 52,022 St. Louis Daily 

The Farmer ...... 91.4 109.3 785.3 821.9 71,633 85,653 615,666 644,393 66,728 81,464 Livestock Reporter 37.8 27.8 255.0 231.5 80,382 59,119 542,739 492,528 58,876 36.738 

Hoard’s Dairyman 57.7 53.4 505.6 494.0 41,980 38,902 368,076 359,607 35,790 32.018 Total Group ............ 204.4 166.2 13182 1,209.6 435.120 352,612 7,805,283 2.574.011 304.709 217 G61 

Indiana Farmer's Guide 24.0 29.2 197.9 249.1 18,825 22,748 155,147 195,319 12,303 14,040 | + Twenty-one issues in September 1957; twenty issues in September 1956. 

Kansas Farmer 51.9 56.4 376.9 477.4 39,499 42,929 286,460 362,868 36,447 40,425 

a oa........ S14 G24 4062 480.9 43674 47436 399120 308805 e880 soaey Canadian veincmcaaty 
tlentena Fare Stockman 53.1 S87 550.4 611.0 40,128 44,345 416,111 461,906 33,030 37,737 Country Guide ....... 41.1 367 3211 317.1 31,232 27,956 244,021 241,002 ———_ —___ 

Nebraska Farmer .... 102.1 107.55 7764 817.1 77,231 81,326 587,079 618,040 69,888 73,493 Nine — cadka tees 75.2 81.0 655.4 751.8 73,285 81,070 639,055 751,802 54,452 60,888 

omestead 49.0 50.0 313.1 334.7 32,914 34,963 219,193 234,293 23,982 25.352 Farmer's Advocate 
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Average 2 Editions 121.9 114.7 826.6 877.8 88.811 83,563 601,768 639,072 79,532 75.212 Total Group ... .... 8130 W876 76033 ay 2 335. 601 343,153 3,023,567 3,207,806 221,827 732.583 
Rural New-Yorker 248 33.3 231.2 306.5 19,405 26,157 181,196 240,337 16.879 23,536 + Changed from a 1,000-line page to a 975-line page in October 2 

deGarmo Adds Account cy is George Homer Martin & As-| appointed to handle commercial|Aid dishwasher and electric} ucts segment, and now handles Ho- 
Magnetic Amplifiers Inc., New sociates, Newark. products advertising to the food+housewares- divisions as well as|bart’s entire account. 

York and El Segundo, Cal., has retailing and food service indus-| bakers, architectural and export} Buchen also has named L. E. 

appointed deGarmo Inc. New Buchen Adds Hobart Segment; tries by Hobart Mfg. Co., 


York, to handle its advertising, ef- 
fective Nov. 1. The present agen- 
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effective Jan. 
Buchen Co., Chicago, has been| Buchen has handled the Kitchen- | Dayton, on the commercial prod- 


Troy,|commercial product lines. Buchen | 


Ahlswede a vp. He formerly was 
now | succeeds Kircher, Helton & Collett, 


with Reincke, Meyer & Finn and 
Fuller & Smith & Ross. 
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Design, Not Product, Makes Big Difference 
in Consumer Choice, Roper Tells Marketers 


MINNEAPOLIs, Oct. 22—As prod- 
uct differences disappear, and the 
level of performance of most prod- 
ucts reaches well beyond what the 
consumer regards as necessary, 
Americans are beginning to buy 
more and more on the basis of de- 
sign. 

Burns W. Roper, a partner in 
Elmo Roper & Associates, New 
York, speaking at the sixth bien- 
nial marketing research institute 
sponsored by the Minnesota chap- 
ter of the American Marketing 
Assn, here, said: 

“In automobiles, for example, 
the average person really doesn’t 
care if the top speed of his car is 
only 117 miles an hour, or that it 
doesn’t start promptly at 83° be- 
low zero. So he must make his de- 
cision on other factors. 

“How his car looks and how it 
feels to him are the major deter- 
minants now. It is what is visible 
that is judged.” 


s It isn’t only the disappearance 
of product differentiation that 
makes the use of research in prod- 
uct and package design more im- 
portant; increased tooling costs and | 
longer product development time 
also are important factors, Mr. | 
Roper said. 

“Research provides evidence to | 
tell whether the designer’s recom- | 
mendation merits the expenditure | 
of time and money required,” he 
said. 

“There’s a greater appetite for 
art, for styling, for culture of all 
kinds in this country than at any 
previous time in our history. There | 
is more of a conscious interest in| 
appearance and a desire to express | 
one’s personality through design 
or color.” 


e A recent AMA survey, Mr. Rop- 
er said, supplies evidence of the 
practical value of research in the 
field of product and packaging de- | 
sign. 

In its survey, with replies from 
210 manufacturers, the AMA found | 
that of products not tested or re-| 
searched in advance of introduc- | 
tion, 35% were, in the opinions | 
of management, failures. Among | 
products that were tested, only 9% | 
were considered failures. 

By making certain assumptions | 
about product development costs, | 
the study went on to estimate that | 
if the “un-researched” products 
had been researched and the prod- 
uct-failure rate been brought down 
from 35% to 9% the saving in- 
volved would have been $17,000,- 
000. 


| 


@ Mr. Roper cited examples to 
show that without research man- 
agement can often go far astray in 
their estimates of what kind of | 
package design would be attractive | 
to the consumer public. | 

In one Roper survey four pro-| 
posed designs for labeling and 
packaging for a brewer were con- 
sumer tested. Three of the designs 
were conventional. One was “off 
beat.” Management was sure that 
the public would never accept the 
“off beat” design. But in the con- 
sumer test, the “off beat” design 
won hands down. 


No one can dictate a single “best 
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ASK A BRANHAM MAN 


approach” to product and package 
design testing, Mr. Roper said. 

In a survey to develop the Marl- 
boro flip-top box, the Roper organ- 
ization found a direct approach 
worked the best—asking consum- 
ers to react to the variables with 
which the survey was concerned. 


# An indirect approach would ask 


respondents to appraise some fac- 
tor that was not different between 
the actual test cigarets, assuming 
that any difference in reaction 
would be due to a subconscious 
preference for one of the test pack- 
ages. 

The indirect approach yielded no 
usable results in the Marlboro 
study, Mr. Roper said. 

But in a later study by the Rop- 
er organization—one to decide be- 
tween a red and white package and 
a blue and white package for Par- 


liament cigarets—the indirect ap- 
proach proved very valuable, he 
said. 

When asked about the two dif- 
ferent packages, people quite 
clearly preferred the red and white 
to the blue and white. But when 
asked about the cigarets, which 
were actually identical, there was 
a clear preference for the blue and 
white, he said. 

Word association tests, Mr. Rop- 
er said, showed that the blue and 
white package imparted more of a 
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feeling of quality and character to 
the cigarets. Parliament decided to 
use the blue and white. 

In testing design features, he 
pointed out, it is important to show 
the design visually and not merely 
describe it verbally. With the same 
product design and with different, 
but comparable, samples of peo- 
ple the Roper organization found 
that the two approaches—visual 
and descriptive—produced “exact- 
ly opposite results.” 

“I had hoped,” said Mr. Roper, 
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“that this area of research would | 


not be plagued by the ‘gimmick’ 
boys—or at least would not be 
plagued by them until it was bet- 
ter established. But it looks like 
there are going to be ‘cure-all’ 
techniques in this field, as in oth- 
ers.” # 


Loblaw Issues Annual Report 
as Newspaper Supplement 
Loblaw Groceterias Co. Ltd., To- 
ronto, established a Canadian first 
by presenting its annual report for 


1957 in a 20-page supplement in 
the Toronto Globe & Mail Oct. 5. 


|The creative work of the supple-| 


ment, which contained full-cc'or 
illustrations and monotone and 
spot color pages, was produced by 
the company’s advertising depart- 
ment. Loblaw also has taken the 
timely opportunity to welcome 
Queen Elizabeth in a _ picture 
spread, emphasized the importance 
of the St. Lawrence seaway, pre- 
sented examples of Canadiana and 
reprinted a recent address by Pres- 


| ident George Metcalf on: “enthu- 
siasm.” 

Sales for the year ended June 1, 
1957, rose to $285,000,000, an in- 
crease of 11.4% over Canadian 
sales of $255,700,000 for the year 
ended June 2, 1956, marking the 
|14th consecutive year for a new 
| peak in sales. Net profits increased 
'to a record $8,015,740, and includ- 
ed for the first time Loblaw Inc., 
a subsidiary which operates 185 
| stores in New York, Pennsylvania, 
|Ohio and West Virginia. 


Alter Named by RAB 


Robert H. Alter, formerly on the 
advertising sales staff of the New 
York Daily News, has joined the 
national sales staff of the Radio 
Advertising Bureau, New York. 


Gregory Joins Publication 

Alfred L. Gregory, formerly 
with Neslo Mfg. Corp., has joined 
Chemical Engineering, New York, 
as a salesman in the Atlantic dis- 
trict sales office. 


18 World -tamous 


CHEESECAKE 
recipes 


their new way of living. (In the November issue, you'll find new ideas for Christmas Giving.) 
Woman’s Day, th 
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Coming 
Conventions 


Oct. 27-29. Central regional meeting, Na- 
tional Newspaper Promotion Assn., Faust 
Hotel, Rockford, IIL 

Oct. 28-29. New England Newspaper Ad- 
vertising Executives Assn., University 
Club, Boston. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

Nov. 1-2. Broadcasters Promotion Assn., 
annual convention, Hotel Sheraton, Chi- 
cago. 

Nov. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. of 
America, 60th annual convention, Jung 
Hotel, New Orleans. . 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fila. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 

Nov. 19-20. American Assn. of Advertis- 


ing Agencies, eastern region, Roosevelt 
Hotel, New York. 
Nov. 22. American Assn. of Advertising 


Agencies, East Central Region, Detroit. 

Jan. 17-19, 1958. Advertising Assn. of the 
West, midwinter conference, Hotel del 
Coronado, San Diego. 

Jan. 20-22, 1958. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

April 16-18, 1958. Point-of-Purchase Ad- 
| vertising Institute, Hotel Sheraton-Astor, 
New York. . 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd annual convention, place to 
be announced. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 8-11, 1958. Advertising Federation 
of America, th 1 convention, Hil- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958: Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 


Florists Assn. Names Sivyer 

Donald S. Sivyer has been ap- 
pointed assistant advertising man- 
ager of the Florists’ Telegraph 
Delivery Assn., Detroit. He for- 
merly worked in advertising pro- 
duction for Square D Co. 


Strobel Moves to Fensholt 

F. G. Strobel has been named 
art director of Fensholt Advertis- 
ing Agency, Chicago. He formerly 
was vp and executive art director 
of Walker B. Sheriff Inc., Chicago. 


GEE ; That's the 


coffee for me!” 
Commercials on WGN-TV have 


a way of getting results—because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 
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“Like you advertising people say, 'm one of the half million 
who read only one newspaper, the Detrott#Times 


@ “My practice is in Detroit and its Suburbs. Mornings, I’m at the 
hospital every day in the week. Office hours ‘til four or five except 
weekends and Wednesdays. A G.P. doesn’t have much time for himself, 
and he learns some pretty good habits for using it. One of those habits 
you should know about. 


“I read only one newspaper, the DETROIT TIMES. 


“Being a doctor I have to know what's going on locally. And I have 
to be ready to discuss national and international affairs with my 
patients. That's why I read the TIMES. It gives me all the news. I read 
opinions, too. George Sokolsky and Bob Considine. Keep up on local 
politics and affairs with Frank Morris and Don Gillard. Yes, and I like 
to read Jack Pickering’s articles on Medical Science. 


“My oldest daughter (she’s eighteen) reads the fashions and society 


news. She always calls my attention to a wedding or party of one of my 
patients. And just in case you don’t know it, a doctor's wife is the buyer 
of her family’s needs. Often hear her talk about Prudence Penny recipes 
at dinner. 


“The TIMES is the kind of paper that thinks and talks about the 
community the way a professional man like me and his family does. 


“If you want to reach families like mine in Detroit (we read the 
advertising, too) remember, you can reach us through no other news- 
paper but the DETROIT TIMES.” 


One million families live in the Detroit retail trading area and 
their retail purchases amount to five billion dollars annually. 


By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit trading area, the heart of the Michigan market. 
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Opinions expressed her~ are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
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From an Art Director's Viewpoint... 


The Obvious, Rediscovered 


By Andy Armstrong 


Demonstration? Product-in-Action? 
Borrowed Interest? What bromidic han- 
dle can we put on this one? And why 
should we? 

Silverware advertisers and watch ad- 
vertisers live in the 
same dream. Rarely to 


either does it occur 
that their products 
have uses. 


A watch is to wear, 
but how many are 
shown on wrists? A 
fork is to eat with, but 
how many are shown 
with food? A _ visitor 
from Outer Space 
might figure forks as weapons, or draw- 
ing instruments, for all the clues he could 
get from most silverware advertising. 

Of course you might argue that he 
wouldn’t dig a strawberry tart, either, so 


Andy Armstrong 


Direct Mail and Mail Order... 


even this picture of fork-in-use would 
tell him nothing. 

Well, at least he sees here that the 
pronged object lifts another object. Pretty 
handy for transporting human beings, 
too, if that pronged object is big enough, 
and if he knows where his mouth is. 

A fork is to eat with. It is to carry food. 
This unsophistocated view, rediscovering 
the obvious, has lifted advertising from 
the dog of abstraction once again. 

Let’s build a marble rotunda down at 
Greenbrier, for Advertising’s Hall of 
Fame. The first gent to get his bust into 
a niche might be the one who said, “Hey, 
automobiles carry people. Let’s show them 
carrying people.” 

He’d be pretty lonely in that rotunda. 
There are so few “forks are to eat with” 
thinkers around, these days. You can 
identify them by this motto sewn into 
their underwear: 

IF IT’S USABLE, SHOW IT IN USE, UNLESS 
THE POSTAL AUTHORITIES WON’T LET YOU. # 


Re-Runs of Small Ads Are a 
Successful Mail Order Practice 


By Elon G. Borton 


In the past several years at Christmas 
time there has been considerable comment 
in the advertising press because one na- 
tional advertiser (a watch company, as I 
remember it) had taken out of his files 
an old Christmas ad- 
vertisement and had 
run it instead of pre- 
paring a new ad. To the 
experienced mail order 
advertising man these 
comments brought a 
humorous chuckle, for 
to him such a practice 
is routine stuff. 

In a previous column 
I wrote about mail or- 
der advertisements which had been used 
continuously over a period of years and 
even repeatedly in the same printed pub- 
lications or over the same broadcasting 
stations. I even noted cases where an ad 
had been run two or more times in the 
same issue of a publication with good re- 
sults. 

The same genera] practice of dropping 
ads after a few showings often applies 
to campaign themes of general advertisers. 
I suspect it is most often at the insistence 
of the advertiser whose president (or his 
wife) gets tired of seeing the ad or the 
campaign theme and thinks the public 
must be tired of it also. At least one agen- 
cy friend tells me the urge to change 
comes most often from the advertiser. 


Elon G. Borton 


What is forgotten is the very small per- 
centage of readers of any publication who 
even notice the advertisement and fewer 
still who read or remember it. Any read- 
ership survey shows that most ads go 
unnoticed by a large percentage of read- 
ers. And even if they do notice it, the 
story is largely forgotten quickly and the 
ad, if seen again later, has new attention 
and perhaps added repetitive force. The 
public is not tired of seeing your ad, even 
if you are; in fact your ad may not have 
been seen, even if you have run it a num- 
ber of times. 

There are certain general principles fol- 
lowed by the mail order advertiser in re- 
peating ads. He knows that larger ads—a 
column or more—may not stand too fre- 
quent repetition in the same publication, 
but that little ads can be repeated almost 
ad nauseam. The circulation of the pub- 
lications is a factor, also. 

If the circulation is small and some- 
what unchanging, the larger ad may ex- 
haust its possibilities soon and therefore 
should not be repeated too often or too 
soon. But the big-circulation publication 
does not have this handicap. The reason is 
that the larger ad drains off more of the 
prospects in the small circulation but 
hardly affects the big readership. 


s Other rules concern changes in the 
product or service or in the market which 
may need a new approach or story. An 
auto manufacturer, for instance, could 
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not repeat the same ads year after year. 
A law correspondence school for years 
used the same ads appealing to prospects 
anxious to become lawyers. As the bar 
entrance requirements tightened gradual- 
ly, the school changed its ads to the appeal 
of studying law as an aid in business. 


G. D. Crain Jr. Says... 
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But outside of changing conditions such 
as these, and the finding of new, more 
effective ads (for he is always checking 
his old ads against new ones), the mail 
order man will keep using his proved 
ads almost indefinitely, as long as they 
bring profitable results. # 


Jesse Neal Helped Start NIAA 


Jesse H. Neal, who died recently at the 
age of 83, was famous as the first execu- 
tive secretary of Associated Business Pa- 
pers, now Associated Business Publica- 
tions. Not so well known is the fact that 
he played an important role in the estab- 
lishment of the National Industrial Ad- 
vertisers Assn., which has become one of 
the largest advertising organizations in 
existence. 

Back in 1921 the old Associated Adver- 
tising Clubs of the World, now the Ad- 
vertising Federation of America, had 
affiliations with many advertising and 
publishing associations, which met at 
AACofW conventions in departmental ses- 
sions. The ABP was scheduled to present 
its usual departmental program at the 
convention to be held that year in At- 


lanta. 

As the program developed, it was built 
around the theme of industrial advertis- 
ing, and a number of important users of 
business publications told the story of how 
they were reaching industrial markets 
through specialized business journals in 
various fields. The interest and enthusi- 
asm aroused by this organized presenta- 
tion of industrial advertising were unex- 
pectedly keen. 

One reason was that Keith J. Evans, of 
Jos, T. Ryerson & Son, Chicago, who was 
active in the recently formed Engineering 
Advertisers Assn., now the Chicago Indus- 
trial Advertisers Assn., had been urging 
his associates in this group and in 
the Technica] Publicity Assn. of New 
York, the pioneer industria] advertising 
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organization, to start a national associa- 
tion. Jesse Neal was much in favor of this, 
and his support of the idea was no doubt 
largely responsible for the industrial ad- 
vertising program which was put on at 
the Atlanta departmental meeting of ABP. 

At all events, an informal meeting was 
arranged by Mr. Evans following the ses- 
sion in Atlanta, and it was agreed to pro- 
ceed with the formation of a national as- 
sociation of industria] advertisers. Repre- 
sentatives of the New York and Chicago 
groups carried the word back to their or- 
ganizations, and promotion of the idea 
was started immediately in Industrial 
Marketing, then known as Class & Indus- 
trial Advertising. 


s At the Milwaukee convention of the 
AACofW in 1922, the NIAA was formally 
launched, with Mr. Evans as president. 
In the meantime Milwaukee had organized 
a local chapter to serve as host for the 


On the Merchandising Front... 


meeting. The NIAA was set up originally 
as a departmental of the larger group, and 
continued on this basis for several years 
before spreading its wings as a separate 
and independent association. 

Mr. Neal was an advertising enthusiast 
who believed in the value of business pa- 
pers and in the potentials of industrial 
advertising. Many of his writings and 
speeches on the subjects nearest his heart 
were revived after many years to bring 
to a new generation of advertising men 
some of the clear thinking which marked 
his work in the field of specialized ad- 
vertising and publishing. 

Even in the later years of his retirement, 
he continued to maintain a keen interest 
in industrial advertising and publishing. 
It was a fine tribute to a great man of 
the industry that ABP in setting up its 
competition for editorial achievement by 
member publications gave his name to the 
awards. # 


Some Bold Merchandising Ideas 


By E. B. Weiss 

Merchandising—like advertising—tends 
to play follow sheep. There are fads in 
merchandising, just as in advertising. And 
—again as in advertising—the true crea- 
tive instinct is rather rare in merchandis- 
ing. 

But periodically one 
sees evidence of bold 
thinking in merchan- 
dising. Let’s examine a 
few fairly recent ex- 
amples: 

1. The Ipana Plus 
squeeze-bottle denti- 
frice clearly represents 
bold thinking; it is not 
only the first important 
new packaging idea for a dentifrice to hit 
the market in years, but it also involves 
daring thinking with respect to pricing 
because a $1.19 retailer in a dentifrice has 
been unheard of. Why not test a bold 
new packaging or pricing concept? Price 
lining in particular follows tradition too 
slavishly. 

2. Heinz sought out a stick of dynamite 
to crash open a market for its counter- 
served hot plate lunches. It may have 
found that idea in this thought: “We’ll 
pay for a Heinz Hot Plate lunch for six of 
your customers.” The druggist is invited 
to send in, at no cost or obligation, for 
enough Heinz Hot Plate lunches to serve 
six customers. “Sell them the food at the 
price you'd charge if you had paid for it,” 
Heinz urges. “Then ask them: ‘How did 
you like the flavor? What did you think 
of that for value?’” Heinz points out it 
won’t “take you five minutes’ work to 
open, heat and serve those Heinz Hot 
Plate lunches to six customers.” There’s a 
world of conviction in an offer of this 
kind, whether or not the trade picks it up. 


E. B. Weiss 


s 3. The elastic stocking was—for years 
—a “dog.” Over the last two years it has 
been smartly styled; no longer is it pos- 
sible to tell “a mile away” that a woman 
is wearing “elastics.” Bauer & Black 
helped pioneer styled elastics. Now B&B 
has taken the next logical merchandising 
step: promoting a “Complete Wardrobe” 
plan for elastic stockings. Objective: to 


help the retailer sell three pairs of elas- 
tics where formerly he sold only one pair. 
Says B&B: “Extensive surveys show that 
the woman with varicose veins wants a 
complete wardrobe of elastic stockings to 
go with the rest of her clothing wardrobe 
...She wants one pair that will stand up 
at home while housekeeping or gardening. 
She needs a second pair that will look 
well for casual wear. And she would like 
an extremely sheer pair for dress-up oc- 
casions.” The multi-unit sale concept 
seems to have few limitations. 

4. Black, Starr & Gorham has been test- 
ing a startling (both for this sedate retail- 
er and for sedate sterling) “buy and try” 
plan for Gorham sterling silver. The cus- 
tomer is urged to: “Buy one place setting, 
get from 3 to 11 more to use on a trial 
basis for a full year. If, after a year, you 
feel that they haven’t added expressively 
to your life, return the extra place set- 
tings to us, with a handling charge of $2 
each, and we’ll take them back and melt 
them down without a murmur. If you 
keep them, you have 12 more months in 
which to pay, without a penny of service 
or carrying charge.” Whether or not stain- 
less compelled sterling to become auda- 
cious and whether or not this idea clicks 
—here is a commendable willingness to 
be daring in a field that for too long has 
stuck with, and been stuck by, outworn 
traditions. 


s 5. Every so often, one of our manufac- 
turers making a family of products seems 
to toy with the notion that maybe in the 
family there is strength, and instead of 
single-item merchandising, turns to mul- 
ti-item merchandising. An example: Re- 
cently, Colgate offered sets of three 
apothecary jars for $1. Traditionally, this 
might have been offered in connection 
with proof of sale of Colgate dental cream 
or Halo shampoo or Palmolive Rapid 
Shave. But Colgate broke with tradition 
by making this offer in connection with 
any one of these three items—and, what 
is more, on any size. And, to top it off, 
Colgate extended the offer to “any other 
Colgate-Palmolive toiletry.” Think this 
one over. It has many very interesting 
implications. + 


Looking at Radio and Television ... 


Go West, TV Man, Go West 


By The Eye and Ear Man 
Go West, young writer, producer, ad- 
man, commercial film producer, actor, 


director, and comic—there ain’t no work 
in television in the East. Well, at least 
there isn’t much. The trend is toward 
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because you are the very air he breathes... 


Reading this Veto ad, we’re led to wonder how in hell the world ever got 
populated before Colgate discovered Veto. 

Here is a guy, obviously in the hay with some babe (she’s even got a piece 
of the hay between her teeth—and the good Lord knows what he’s got in his 
teeth. Looks like her jugular). Anyway, he has apparently got himself all 
worked up over her. Don’t ask why. Read a book. So he is trying to inhale 
her. No, he is not trying to inhale her. He is trying to inhale her neutralized, 


She is nice-to-be-next-to, as the ad says—presumably because she has used 
Veto. If she hadn’t used Veto, the guy would be off shooting pool. Or playing 
duck-on-a-rock. Or straightening up his room. Or doing something useful. 

Fortunately, this female person has discovered how to induce a male to 
make a flying tackle. She has dabbed on, sprayed on, rubbed on or squirted 
on Veto. (Choice of four methods of application.) Up to this point, mind you, 
this female was just a hopeless clod. Now she is about to lose a circular por- 
tion of her throat, or maybe her left ear, as a result of having used Veto. For, 
as the ad points out, “If you’re nice to be next to...next to nothing is im- 


Incidentally, considering what is obviously happening—or is about to 
happen—isn’t that word “air” misspelled? + 
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film, and the production center is Holly- 
wood. 

An estimated 67% of all nighttime- 
sponsored network shows will be on film 
this coming season. Of the rest, about half 
of the live shows will originate from Hol- 
lywood. Motion picture companies in the 
New York area—or any other area for 
that matter—are few and unimportant. 
Even the production of commercial films 
is leaving New York. 


s There are several good reasons for 
this trend. The reason for the increase in 
film shows is obvious. Despite the wails 
of a few columnists in New York, there 
is little doubt in the minds of many pro- 
ducers that the film medium is a better 
way to tell a story than the live medium. 

Film allows scope in shooting outdoor 
scenes and trick sequences and gives 
great latitude in story material. Film can 
be edited and bad mistakes eliminated, 
including bad camera shots. Actors have 
time for costume and scene changes and 
do not have to rely on memory for long 
tension-building scenes. The aver- 
age home cannot distinguish live from 
film if the story is good. 


Despite the artistic value of film, the 
main argument in its favor is still eco- 
nomic. For all practical purposes, once 


a live show is over, it is dead forever 
and, in the course of a year, close to $2,- 
000,000 worth of priceless material and 
performance is bouncing around the uni- 
verse as a light wave. 


® Film shows enable the producer to 
make a capital investment, rent the first 
run of the property to the advertiser, 
rent the re-runs and, if the property is 
good, get an indefinite income from sub- 
sequent re-runs and foreign use, or sell 
the negatives and take a capital gain, 
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a For 23 consecutive months advertising linage in Nation's 

: Business has gone up. The big 39.2% gain has come 
from advertisers who must reach and sell the men who 
own America’s business and industry — the men. who 
CAN and DO make the buying decisions in manufac- 
turing, banking, retailing, wholesaling, construction and 
transportation companies. ACTION IN BUSINESS re 

‘ sults when you advertise to business in Nation's Busmess 


776490 PAID CIRCULATION (A.8.C.), inctuding 
75,747 executives of business-members of the Nation- 
a! Chamber of Commerce and 698,922 businessmen 
who heve personal subscriptions. 
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This latter procedure has made some 
millionaires—Desi and Lucy, for ex- 
ample. 

Add to these strong factors, the qual- 
ity improvement over kinescopes, which 
must be used in delayed time areas, and 
the convenience of extended coverage. 
The preview of the finished product by 
the agency representative also prevents 
embarrassing errors. 

Besides all this, there has not been a 
single studio erected for television in the 
New York area, with the exception of a 
small bargain basement two-studio build- 
ing built on upper Broadway. There 
have been converted riding academies, 
lofts, theaters, movie houses, floating ra- 
dio studios and barns, but no “from the 
ground up” television studios. 


s No effort has been made to duplicate 
Hollywood’s good facilities for live or 
film television. It is almost as though 
the ty moguls wanted the production of 
television to go to the West Coast. 

So much for show production. But why 
should the commercials, written in New 
York, approved and supervised in New 
York, also begin the trek to the land of 
romance? There are many reasons that 
parallel the show reasons. 


= The studios in New York are converted 
lofts. The producers are often operating 
with rented equipment and little pre- 
vious film experience. In Hollywood are 
the best technicians, studios and equip- 
ment. These studios are now courting the 
high volume, high profit commercial film 
business, which is estimated at over $100,- 


Salesense in Advertising ... 


000,000 a year. 

The studios with high overhead and 
stagnating equipment and personnel 
have begun to realize that an Academy 
Award-winning photographer can be 
used as profitably making shots of un- 
derarm deodorants as mugging a beauti- 
ful star. So they are making attractive 
deals. 


® As the live commercials dwindle, pro- 
portionate to the demise of the live 
shows, the agencies are getting attrac- 
tive offers from studios shooting the pro- 
gram to package the deal and get their 
commercials for little extra—certainly 
less than if they went to an outsider in 
New York or Los Angeles. 

The relentless whip of the advertiser 
demanding better commercials in keep- 
ing with slicker programs has also caused 
the whipping boys to turn to the old pros 
to try and get top quality. The trend is 
definitely quickening. 


= And so it goes until some new inven- 
tion such as magnetic tape reverses the 
trend. Live production is rapidly being 
shrunk to news (with film clips), variety 
(with film clips), public events that 
make news, and some stand-up comedy. 
This viewer doesn’t miss the good old 
days when everything was live—and 
amateurish. The slick film quality makes 
live drama look like Little Theater. 

The movement of television is steadily 
toward the coast. The move is inevitable. 
The problem of supervision will be a 
tough one. Delegation of authority is the 
only answer. # 


Subliminal Perception Is Nothing New 


By James D. Woolf 
Advertising Consultant 

This latest nuttiness, subliminal per- 
ception, is no new thing in advertising. 
As proof of this assertion, I submit sev- 
eral advertisements on this page. 

Any concept, says Mr. Webster, that is 
below the threshold of 
consciousness, or too 
weak to be perceived 
or felt, is subliminal. 
Any ad, therefore, that 
fails easily and quick- 
ly to communicate is 
partly or wholly sub- 
liminal. Any ad that 
camouflages its true 
message with irrele- 
vant words and pic- 
tures is certainly below the threshold of 
the reader’s consciousness as far as the 
product in question is concerned. Any ad 
that seeks on its face to snare the reader 
with off-beat devices, as against appeal- 
ing at once to his wants and needs, is 
too weak to be perceived or felt as a sell- 
ing message. Any ad using typographical 
and layout effects so weird and unconven- 
tional that they strain severely the read- 
er’s powers of comprehension, certainly 
falls into the subliminal category. 


Seo 


James D. Woolf 


® The objective of the subliminal tech- 
nique in advertising, if I understand what 
I read, is that of communicating a sell- 
ing message to the reader (or tv viewer) 
without said victim’s realizing conscious- 
ly that he is on the receiving end of the 
communicating. The theory is, I suppose, 
that the recipient’s guards are down so 
low the innocent fellow won’t know he is 
being manipulated. 

The ads shown here make no overt at- 
tempt to manipulate the reader or to 
convey openly a selling concept to him. 
Hence the message they convey (unless 
the reader delves into the fine type) de- 
pends solely on this new thing we call 
subliminal perception. 


ye 


As for me, I want no part of it—either 
in print, or in television, or in anything 
else. It has long been my conviction, 
right or wrong, that a proper advertise- 
ment is one that reveals instantly to the 
reader what the ad is all about. # 


* * * 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IIl., for “Salesense in Adver- 
tising,” available on five days’ approval. 


GUESS WHAT—No, your subliminal percep- 
tion has fooled you. The subject is not 
wallpaper; it’s life insurance. Read the 
fine print and you will discover that for as 
little as $20.80 a month—if you’re age 35 
—you can have a $10,000 policy, 


WHAT 


BOCONY MOBK On CO. INC 
Leader” worse . 


Bricete: 


your subliminal perceptive powers will re- 
veal that the “Mobil Recipe for Mud made 
it possible to complete the world’s deepest 
well.” An impressive fact that’s buried in 

mud pies. 
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BEWILDERING—If you are heavily endowed 
with subliminal perception, you may find 
that this ad is meaningful. The message 
may be there if you can figure it out; I 


can’t. 
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ELSE—“Without much 
says the text, “you’ll find old Pluvialis 
dominica dominica at the end of this par- 
agraph symbolizing Plover Bond (what 
else!)” The man in the picture is engaged 
in subliminal research, 
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CAMOUFLAGED—Consolidated enamel print- 
ing papers cost less than other enamel 
paper of equal quality. Seems like an im- 
portant selling point. But the reader won’t 
get it—unless he is an unusually sharp 
subliminal perceiver. 


SUBLIMINAL—Germanium and silicon are 
interesting products; they help make pos- 
sible the electronic computing systems 
that figure so importantly in the produc- 
tion of today’s jet aircraft. I see no need 
for left-field approach to the reader. 
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PAYOFF PRODUCER FOR PROMOTIONS! Revolution- 

ary Cluster-Pak system provides point-of-sale advertising 

: right on the carton for some of America’s foremost pro- 

Cluster-Pak ducts. In fact, Cluster-Pak works sales magic... both as 

. : a special-offer vehicle and as a convenient every-day way 

multi-unit cartons for consumers to buy several cans or jars instead of one. 

° STRONG! Made with unique self-locking construction (no 

... billboard your glue, no staples) from Mead quality kraft, economical 
Cluster-Pak cartons are the world’s strongest. 

COMPLETELY AUTOMATIC SYSTEM! Compact 

Cluster-Pak machines fit right into your production line, 

are available in a size tailored to your need. One operator 

packages up to 900 units a minute, easily changes machine 

fordifferent size or number of cans or jars. For full details, 

write Mead: Atlanta Paper Company, Atlanta 2, Georgia. 
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MEAD+ATLANTA PAPER COMPANY nth Where Packaging is Advertising 


SUBSIDIARY OF THE MEAD CORPORATION atl 


special offer at 


the point of sale 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 


training.) 


What is the hardest part of creating 
advertising? You may say: “Coming up 
with a sensationally good and different 
idea.” Perhaps that is the hardest part. 
But such ideas are generally no good un- 
less they are selling ideas. Lots of adver- 
tising is weak and fractional in power 
precisely because it does involve a sensa~ 
tional or different idea—that isn’t a sell- 
ing idea. 

Most selling is done quite successfully 
by forthright, honest, service-rendering 
presentations, whether the selling is oral, 
or in advertising media, 


® In a straightforward advertising pro- 
gram, what is the hardest part of the 
creative job? I think all-round experi- 
enced advertising people would say the 
producing of good copy. 

A layout artist can be told what the 
task is—in a straightforward ad—and if 
he is good, he can come up with a graphic 
plan to handle the elements of the ad 
by gradation and sequence for purposes of 
most effective communication. 

Most commercial art can be made to 
serve its purpose fairly well, if it is creat- 
ed with understanding of the problem. 
Newspapers and magazines are really 
quite full of art that is more than passa- 
ble. Advertising art generally is probably 
better today than the copy that accom- 
panies it. Advertising art is primarily 
commercial illustration—and usually has 
a valid starting point in a statement of 
the problem. 


® But copy! You can’t walk into a studio 
and buy pretty good copy. There are not 
free lance copywriters waiting to sell in- 


telligently in print in every city. And in ° 


the advertiser’s own organization, it is 
amazing how many ad managers and ad 
people cannot masterfully combine words 
for persuasive purposes. (The relative un- 
importance of their own jobs in many 
cases testifies.) 

So, increasingly, lured too by the sirens 
of the “new advertising” which suggests 
but doesn’t sell, advertisers are paying 


full space rates for advertising that does a 
fraction of its job, but not its whole job. 

I do not imply that the ad at left, with 
its excellent art, was created as it is be- 
cause no one was around who could write 
copy. When an advertiser doesn’t use copy, 
perhaps it is because the president is not 
a reader, or can’t read, and therefore 
doesn’t like copy. Or perhaps the wife of 
the vp in charge of advertising, public re- 
lations, the cafeteria, and floor polishing, 
is allergic to type. She may like bridge 
but not copy, so she assumes no one reads 
copy. I use the good looking ad above 
solely to illustrate a point, not because I 
believe it is without copy because good 
copy could not be had. 

Anyway, at left is the ad as it appeared. 
Are men so susceptible that this slight 
suggestion could do much for the bank? 
Men are of all degrees of susceptibility. 
Could this ad do more than move the few- 
est most susceptible, if those? 

If a father is stopped by the ad, wouldn’t 
it be a good idea to go on and talk to 
him? To develop the point at which the 
ad hints, as at right? Wasn’t that why 
space was bought—to communicate a story 
the bank thought worth the price of com- 
municating? If the Freudian depth-inter- 
viewing boys want to sell by suggestion 
only (as in many cases they indicate they 
do), have they skipped all the areas in 
psychology which indicate the importance 
of intensity and vividness of impression, 
and of repetition? 


® Again, simply to illustrate, here is how 
one of a thousand copy approaches might 
have pursued the story a little further 
with a father. “To work a miracle? Per- 
haps your girl—or boy—is like Manon 
Drouet of Paris, whose amazing gift of 
self-expression was locked up in quite an 
ordinary little person, who suddenly be- 
came most extraordinary when she was 
first introduced to music. (Reader’s Di- 
gest, October, 1956). Even if your child’s 
creative talent is not unusual, a piano 


may unlock the secret doors to a happier, 
more expansive personality. It is a great 


—Gus Levy, New Orleans. 


“Got any acid indigestion music?” 


thing to see a child’s interest unfold and 
bloom—to see a child’s grip on life and 
friendships become firmer, surer. Daddies 
sometimes work miracles—with musical 
instruments—they are so worth saving for, 
and giving. Why don’t you do something 
about it now—at PERIALIM?” 

My long experience with  results- 
checked ads has been such that, were I 
a bank, I would gladly pay at least twice 


as much for the revised ad as for the 
original. Yes, I repeat, at least twice as 
much. And though I’m a sucker in many 
ways—lI’m a tough guy with an advertis- 
ing dollar. 


s There are thousands of ads running to- 
day—lazy, sleazy ads—bought to buy sales 
influence, but they are empty, inadequate, 
incomplete. + 


1. The ad message, as conceived by 
you, must be interpreted by art with- 
in predetermined limitations. Art 
may or may not know how far to go. 
When you know which elements 
should be played up and which held 
down, try to indicate relative import- 
ance in your roughs, even if you must 
write instructions: “Motherly moth- 
er, over 40, but not gray,” “use the 
690B model, shown from left side,” 
“Child, cartoon style, but not corny” 
(“see clipping’), “Heading bold, 
should occupy at least % of space,” 
etc. 


2. Try to visualize in advance. Try 
to be reasonably sure your idea is 
workable. Try to avoid instructions 
such as: “Pill in each hand, show 
dropping into each of 3 glasses of 
water.” 


3. When there is time, say “Take 
your time, and let’s see what you 
come up with.” 


Sometimes I get a comment like this: 
“Paul, the trouble with that ‘Think- 
draw’ column of yours, or whatever 
you call it, is that you’re not against 
anything. Nobody can get stirred up 
about drawing eyes, or faces, when 
Andy Armstrong is in the same is- 
sue, wanting Potter out and Sund- 
blom back in the Coca-Cola ads. Pick 
a title like, ‘Is Creativity Dead?’ or 
‘Would Huckstering Hurt Hershey?’ 
and forget the... the... what do you 
call it, ‘doodlethinks?’ 


How to draw for the art department, 
Part l For those who would rather write it 


- PP ad tnd ete 


| Wave Aramagng 


Be 


C cccnec nel OCR, 


Bold 


Next Lesson: “Part 2, How to draw for t*e art department” 
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Toigo Tells Demands 
of ‘Total’ Marketing 


(Continued from Page 2) 
vertising agency’s role in the mar- 
keting formula, Mr. Toigo empha- 
sized that there are many elements 
involved. 

“From the client’s side,” he said, 
“the management capacity for set- 
ting up a sound product blueprint 
is the overriding consideration. The 
president decides. He works with 
his team. He works with the over- 
all agency man and his team. 

“They all work individually on 
individual problems, and they work 
in tandem. The president is sup- 
ported by a top product and de- 
velopment man, an advertising di- 
rector and a sales manager. He is 
supported by the over-all agency 
man and a top analyst who helps 
with all analytical work needed to 
market a product. He is supported 
by top creative, media and mer- 
chandising men. 

“Together, they lay out the com- 
plete analysis and recommenda- 
tions in the area of the product’s 
strength, its market opportunity, 
the product’s sales message, the 


best market and the best media VW hat are WHB’s first place audiences 
Exactly what sales are made of... ADULTS 


plan for the product, the distribu- 
ting needs, the promotion at point | 
of sale and sampling, and the 
money mechanics that lead to prof- 
its. 


= “The agency, like the client,” | 
Mr. Toigo said, “must have plans 
that lead to sales that are big 
enough to make a sound profit. It 
must know the amount of money | 
necessary to put over a product as | 
related to the dollar picture in the | 
product classification. 
“The total manufacturers’ dol- | 
lar volume in cigarets, for example, 
is $3.3 billion; in dentifrices it is 
$130,000,000; in package soaps it 
is $725,000,000. | 

“What dollar volume can we ob- | 
tain? What is the margin left for | 
advertising, promotion and profit? | 
How much is investment spending? | 
What profit do we have a right to| 
expect this year? Next year? Five | 
years from now? 


| 
| 
| 


s “This is the battle of the budg- 
ets. And on these objectives 
neither the client nor the agency 
can be the slightest bit fuzzy. We 


GEEI 1 tike that 


dress, Mummy!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales | 


“WGN-TV 


i 
| 
' 


can’t kid ourselves about these 
figures. They must be right. 

“The key to any marketing suc- 
cess,”” Mr. Toigo said, “is that the 
product meets the needs, wants 
and habits of the consumer. The 
product can be competitively eval- 
uated in the laboratory. It may be 
blind tested with a panel of fami- 
lies such as we maintain. But it is 
in the marketplace where the acid 
test of building a brand is decided 
—in test markets, a division, or 
nationally.” 


® With respect to media, Mr. Toi- 
go pointed out that “media expen- 
ditures must be related to the sales 
opportunities. One medium will 
produce as much as four to five 
times as many potential customers 


per message, per dollar, as anoth-| 


|er. There are great variations in|tising manager of the Borden Co., 
| values within the same type of me- | 


| dium.” 


| Concerning merchandising, Mr. | 


|Toigo stressed the importance of 
| making the product available at all 
joutlets where the product is 
| bought. “It must have good facing 


speaking on the new look in the} 
|marketing of products, said that) 
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R. F. Chisholm, vp, Dominion 
Stores Ltd., Toronto, discussing su- 
permarket advertising, stressed the 


today, “No one seems to be satis-| growth of private brands. 


fied with his present business or 


|products. Everyone seems to be 


bent on getting into new products, 
new fields (the other fellow’s 


competitively on the shelf. It must | business) and on making as many 
be displayed. It must meet the| variations of his own product as 
traffic. It must be sampled, if the | he thinks he can sell. 


sales psychology permits and if the 
money mechanics prove desirable. 

“Let me make this observation,” 
he said. “Outstanding manpower 
and scientific creative sales skill 
against each assignment must ex- 
ist at the client’s [end] and at the 
agency’s. Each job must be 
|manned. There must be sufficient 
time. There musi be intelligent 
methods, and there must be truly 
sustained effort and _ follow- 
through. Otherwise, all effort is 
superficial and meaningless, in- 


cessful.” 


Robert E. Kahl, national adver- 


“The basic philosophy of the 
marketing of products,” Mr. Kahl 
said, “is changing from ‘selling 
what we make’ to ‘making what 
will sell.’ So marketing today goes 
beyond the area of ‘how to sell’ 
and includes much more emphasis 
on ‘what will sell.’ 

“The man with an idea of a few 
years ago,” Mr. Kahl said, “found 
that he couldn’t live from produc- 
tion alone—he needed to sell in 
order to have a business. He now 


|finds that he must have many 
stead of intense, powerful and suc- | 


more ideas—and must cope with a 
rapidly changing marketing situ- 
ation—in order to stay in busi- 
ness.” 


“Even the terminology in vogue 
today,” he said, “illustrates the 
point. In discussing private brands 
and national brands nowadays we 
are inclined to use the phrasing 
‘retailers’ brands’ and ‘manufac- 
turers’ brands.’ Undoubtedly the 
shift in emphasis will continue. 
When a manufacturer deals direct 
with a multiplicity of independent 
retail outlets, it is the manufactur- 
er who accepts the advertising 
responsibility and develops his 
brand name. 

“When the head office of a large 
chain short-circuits some of the 
manufacturer’s influence, it is only 
natural that the chain head office 
interposes its own influence and 
seizes the initiative in advertising. 
This presents the strong tempta- 
tion to build its own brands. When 
a chain achieves more or less na- 
tional distribution, its brands, 
therefore, become national in scope 


Among adult men and 
women in Kansas City 


ts a WHB wi 


New audience composition analysis reveals 
that in every 14 hour, WHB talks to more adults than any other station. 


04.8% of all the adult males who listen to the top four Kansas City 
radio stations . . . listen to WHB.. . more 

than to the other three put together. 
(Nielsen, June, 1957—All-day average.) 


Whether it be Metro Pulse, Nielsen, Trendex or Hooper—whether it 
be Area Nielsen or Pulse—WHB is the dominant first among 

every important audience-type. And the dominant first throughout— 
with audience shares consistently in the 40 per cent bracket. 


Make no mistake about it. People who like our kind of programming 
have money to spend .. . and, vice versa. Let John Blair or 
General Manager George W. Armstrong lead you to K. C. sales now. 


Naturally, advertisers of all product groups have responded with bigger 
schedules on WHB than all other local radio stations combined. 


WHEB... 100,000 watts on 710 ke., Kansas City, Missouri 


One of the Storz Stations. . . 


WwDGY 


Minneapolis-St. Paul 
Represented by John Blair & Co. 


WHB 


Kansas City 
Represented by John Blair & Co. 


WTIX 


New Orleans 


Represented by Adam Young Inc. 


WaQam 


Miami 


Represented by John Blair & Co. 


i Ba! qi ut a re ee nn Ee by ye Vine be ati | ale arta ee Asch, ea Se a Ea ee Bele ats ee = hes =e * Ras, s /, - coe ra Faas SN YS. lp ae! ee cae ee 
' ; ee yg RN ca Se ae ey ice Sen te) . “ Si ek me oj. Sees. Sea i ae aR, ie) ger ger es - ba sic Bea ban ee . ee ey S|: se a any oT . 
2 ae wee Negi etre S eT ON) a cea Sana nan 4 a SP od) oh Sol ge rap es = ea ig aa Tar Ib eee aS ne q Sie Soa Cae ys hele oe i 
a saad. me Thy IER eee enetinmiace 5 eo.) ae : Tee ae geen Lig a a ee = eee Ce Oe sae oo Ee Cee) Bea) ho ee ag es ers aa Pag Ts ‘ 
ie ‘f ed re fe Se SON aaa oe Berth seiwe! i ye itis So ee ee a =i ees “pen hapa. eae fee Lae Na ine Ame or corner 15 heist ead adr oe eae ~. | = a a ee fat aise oe ase he een ees eer zi : = 
- ee oe “ winks Re Nh A ae le ae a A = ot cae t ier =. oe be Se ey Sem ane yy wr SS Ae pein imee terieee staee bea , Pie eyo a: Os Samet cof i big alas ae 
: We) pea gi Se ee er eee del sia nee cae a a ee = ee eee we Perea ie As ee ve eee a ager ca ROE SG ge Min 8 rea co mig are ia : Fete, a a 
ot tee : m ares sgtel x 7 PS GIN Ae ee amperes pc ees a an OR 2 Se eileen ae Seen: it ed Ma Ra? me ge ee pigs! fo. te ian 1, es Pee ps ened 
“ee ea cae sie alin ar ale a a ei ect A <a : ee ao EE od GR; ae y Re ed Pe Bo) MG erat it eek eee 
min ; ? : ae 3 e . ’ eee: 
2 : saab Me ‘ * rs 
s ‘oA: 
_ igs 
* oe 
“ 
ee j 
é ee Pe a 
aves 
oes cae “4 
" one 
a. Re 
c Loren, 
my aes 1, 
ie tea 
Pi Peas 2 
a aor 
in F 
eS ridge 
ES Hai. 

b So 
55% at 
. gic ea 

‘i Lane ian 
= aie. 
a SP 
ond be, he 
he se 
: fe 
2 = ope 
re he: 
. ae 
eae 
a sak 
© : 
: SS ee 
* ! ' ie 
* 0 D8 EEE aS DES en nS A I eR en ee os EEE ATE ES or ee ves AE Ses oe ea: epee 
: Pe 
Bi NaS 
at Fhe Lo 
Ey eo. Hy 
Wf , fae 
a dS 
> - 
eh 
‘a 
‘- 
"i ee CS oe 
fe ase 
a SF a 
i | ee 
ys eee 
7 di i 
a ea 
y ie ale 
7 , ae 
oe * (as) 
> Ge ay a 
“oe Sea 
‘ m | read 
* : an Peis) 
. 5 onan 
F i ae : 
ee ng ate 
. é mie ae 
“ih eae 
: 4 a ee 
. 3 ee rash 
ge ee 
; Or 7 
* a 
es 
0 Me dn it = bas 
' ; ear 
3 a A 
Slee 
. ~™ al oa 
ae eta 
3 Te ss 
os moe ee 2a 
Le ce Mig ot 
“a aa 
: Pe tee o 
ug | min 2 cee ee Z 
cs se _ See gS 
Roma oo. 
s re ee 
eC ~ | fee ts 
ish a | eS 
aa . ' | f 
h 4 . | pee 
‘ ghee 
| ( phy 
| ' , | "== ee 
ot Se nee ae 
’ A, 7 * oS a Ra ace 
r i a en, ee | 
< . @s = ee 
a ey +s iia 
es , - ey ee - 
nie. _ oe aa 
- ; . — 
~ 2 ae Nae x 
ha ue | eG ss ne 
yf ‘ UP a 
| ren: 
3 * | er: 
ra ig See 
‘ Pls, 
4 = } eat Bee 
is ¥ | q ea 
iy | 3 een: 
. ee utes? 
4 | | | | fs we 
| ae 
Jape 
ley 52 
ss f Sal 
or * ‘ ‘a 
- een 
x nie 
ie lg age gear sag —— meron a  vigak te Seidckse r 2 5 3 aah lage = en 2 wk . i ei ee te ee a ae teres ge aaa | oe aie 
= airtime NN, a See petted Ee el se ee ei Mea cee ere ma tee te ne et eran ane ma Nl , oe i Bee oe 2a -- aise ae ae ues ce 2; tod : i oe oa ab ei cid ere dig 
Peet a Oi aot, ae eee ee ee ee roe hc te esata a ee ee 4 ae S. Pane Bex Peers nee was : ~ eee: : ge oe BN a aia ? Ry Oy ee ee a cis ~~ 
; eee sete et gos Seem tae 4 e ce be eaey * cee oe ee eae é Pn ee ere es sad : aoa ; : : ee. |, eee ed eke 
Sob Re 2 el RE are eee ce et ge Ree tin lt i eae hy ag em ere a. ee we ee re E ‘ Sie fue a ‘ Le ‘ F ; peg A 5 Saga eel é é 
; ete gos AMAR ioe eae a ee es SIEORARA A Nic Sia 6 Lice ae Wa ee ee ee BO 3 alee ss ; n Seaemtrae ? Es ai Oe SE ae ee acne i ame LF Bey 
aa ‘ emery ces MN es ce es a ee : ae ae Ble Sant Sea Be cot i te ee Np OSE ee ne | A cet Go ae ae es = 7 ? : tage Se oe ie : is eee eee er, eT nS ae oF Be 
eee 8! RS Se a Cer eae 0. tee eee ei ee Ne ik Bt tg WOE cee ae ee er eR Se Oe oe at Commas Pia ke AAS Ce Tee peared ag Ce see 


Advertising Age, October 28, 1957 


and influence. 

“However,” Mr. Chisholm said, 
“the manufacturer with a good 
brand name which has been de- 
veloped over the years has great 
momentum and is not unduly 


threatened providing he continues | 


to groom and press and feed his 
brand with skill and vigilance. 


® “Supermarket promotions,” Mr. 
Chisholm said, “are getting zanier 
and zanier. What used to be con- 
sidered a fringe activity—a sort 
of lunatic fringe—has now become 
basic. We may deplore it, but the 
fact is there is some suspicion that 
the tail is beginning to wag the 
dog. 

“All at one time we have pre- 
miums, prizes, giveaways, coupons, 
bonuses, contests, certificates, 
stamps, circuses, kiddie corrals, 
elephants, dancing girls, cocktail 
parties and a synthetic rainbow 
complete with a pot of gold. Shiny 
cars seem to have displaced shiny 
elbows in the field of merchandis- 
ing. 


| 


“Good merchandising, however, | competitive economy.” 


is still a factor,” Mr. Chishelm de- | 


Dr. Phillips estimated that “more 


consumer at the other, it is now 
|a tightly knit circle, with the man- 


clared, “and good merchandising | than 20% of retail sales are made | ufacturer intimately involved with 


will survive.” 


Dr. Charles F. Phillips, presi- |™any trading stamp plans. Prob- | 


| by retailers who employ one of the 


|the consumer. 
“And today new stresses are be- 


dent of Bates College, Lewiston, |2>ly 50% of all U.S. families,” he |ing applied. Competition is now 


Me., discussing the pros and cons 
of trading stamps, said that their 
remarkable success raises “a dan- 
ger signal for their future. As they 
are used by more and more re- 
tailers, it is obvious,” Dr. Phillips 
said, “that they become a less 
distinctive feature of the promo- 
tional program of any one retailer. 
At what point in their growth do 
stamps begin to lose their effec- 
tiveness in pulling customers to a 
specific store? The struggle to find 
an answer to that question is giv- 
ing some sleepless nights to the 
executives of both stamp compa- 
nies and retail organizations,” he 
said. 

“But until that point is reached,” 
Dr. Phillips said, “stamps will con- 
tinue to spread in the retail field. 
They have proven their effective- 
ness as a promotional device in a 


|said, “save trading stamps.” 
Walter P. Margulies, managing 


| partner of Lippincott & Margulies, 
New York industrial designer, 
emphasized the growing import- 
jance of packaging in modern dis- 
| tribution. 

“We are going through a major 
change in our concept of what we 
call the chain of distribution,” Mr. 
Margulies said. “We used to think 
of this chain as looking like a con- 
tinuous line of links reaching from 
the manufacturer, through the 
product, the promotion program, 
the salesmen, the retailers and 
j ending with the consumer. 
|@ “The velocity of product change 

has imposed a new shape on this 
chain. Instead of a straight-line 
| relationship, with the manufactur- 
ler at one end of the chain and the 


| so fierce and risk so great that the 
|importance of every link has been 
| increased. No link can operate suc- 
|cessfully if another one proves to 
be weak; their interdependence is 
total, not partial.” 

So far as packaging is concerned, 

| Mr. Margulies said, “it means that 
|the creator and planner of pack- 
|ages has to be marketing-oriented 
in the fullest sense of the word. 
And to flip the coin over it means 
| that management must become in- 
lcreasingly packaging-oriented. 
| Packaging decisions are command 
|decisions; they cannot be left to 
subordinates.” 


Donald M. Hobart, senior vp and 


director of research of Curtis Pub- | 


lishing Co., Philadelphia, pointed 

out that the development of more 

leisure is creating new markets. 
“Stated in its simplest form,” 


ie 
: es “ 


101 


Mr. Hobart said, “what has hap- 
pened is this. People have ceased 
to be producers for much of their 
lives, and have become instead 


|active consumers of all the neces- 


sities and luxuries their increased 
leisure calls for. 

“The size of the great new mar- 
ket opened by this fundamental 
social and economic change is vir- 
|tually inestimable. Even when an 
accurate estimate can be arrived 
at, it becomes obsolete in a very 
short time because of the expand- 
ing nature of the change. 

“The Chase-Manhattan Bank 
pegged the leisure market at $32 
billion a year and estimated thaé 
it would reach $37 billion by 1960. 

“This new leisure and the prom- 


ise it offers,” Mr. Hobart said, 
i“must be directed into creative 
|channels. This is a root change in 
|our culture, affecting the very pat- 
tern and rhythms of American life. 
It is a change that offers new 
opportunities to all of us. It is time 
more of us realized the full im- 
plications of the change and, as 
business men, made our selling 
and advertising plans accordingly. 

“The new leisure menaces many 
of our old-fashioned values and 
threatens some of the old ways of 
doing business. On the other hand, 
|it offers great promise to the man- 
|ufacturer and retailer who will 
take advantage of it.” 


Eugene B. Mapel, vp, Barring- 
|ton Associates, New York, stressed 
the importance of instalment cred- 
|it in modern distribution. Despite 
{some economists’ alarm over the 
upward trend of instalment credit 
| volume and the total that private 
|}commitments have reached, he 
|said, “There is no evidence that 
it is going to be curtailed or that 
people are in any sense irresponsi- 
ble about these obligations. 

“Therefore,” Mr. Mapel said, “it 
is important for all of us to recog- 
nize that buying on credit is today 
a way of living, the economic 
|soundness of which has been pro- 
ven by time, and to a great extent 
it is responsible for much of the 
dynamic growth of business in this 
country. 

“If we are to remain competitive 
in the race to serve the ultimate 
consumer, we must, above all else, 
provide the customer with increas- 
ing ease of access to our products. 
Only if we do this imaginatively, 
aggressively and continuously, can 
we maintain the vigorous expan- 
sion of our economy which is es- 
sential to our business health.” + 


Biggest Buying 
ia Upotate 
Wisconsin .. . 


. . . iS in Green Bay where 
475,000,000 wholesale- retail dol- 
lars changed hands in '56. 


In this independent market you'll 
get results fast for whatever you 
| test, tell, sell or show. We say 
| “it only takes ONE in Green Bay” 
| ... and advertisers agree by keep- 
| ing the PRESS-GAZETTE first in 
national linage in upstate Wis- 
consin! Full color available. 


All business is local .. . 
So are newspapers! 


THE GREEN Bay 


PRESS-GAZETTE 
Phil A. McClosky, Moneger, Genero! Advertising 
Green Boy, Wisconsin 


=. SOE ae ii ici aC OS CURBED 25) diet Aaa ae Fait Smeal 29 5, ze 
7 oer wre ae OR a Cen rh oe bees) to ne (Se oe . ae ay oe Beak, er Renin Ty — Be et: “3: are eec cy | yc eo ae ada 
‘ = ‘ ee en ee ee ee ee a ae BR oe om eaten: |, A ad i a 

Po a ee aig RE ae era uke a ha Cen Ree TNE ty ee, eee ee ee i eee 

ae ca era en eee Om eam ne MEN a ie ie os <9 PRIA a pal ag a Ie sce A re age cee inet oer "al Geter 

ia ee eee ae. oe ee es A aman ~<a ofc ee a ee ma el, Site Ohman ie vr ie eae a ee 
— ee ee ae ee ee en a ee a a 

oC = ae Ea ey Sea > ar me ; : See eal pigs oe Fy ce a ae Oe oe sacl lala oe ee AS ES Pe eae 

. : i ’ é i Ses y : : aes ot ae eats 3 zi eas —— ran 
Ci ‘ 5 aan ae eee 
Ey aa 

ae 
ee 
ee 

e 
+a i? 

y as 
ae be 
res ae 
oe 
oe ae 
aie ae 
iad Pnctite 

p ead 

ae 

a 
ag os 
es ciao 
hess re ty 
“pa near 
ee * 
ge: 
rece ae 
2 3 j a 
a My 
ee —_ 

PE 
pay La 

<. I sI> a SSS . oye 
sive a OE 

foe hae 

mi ib 
a a 
t. . J ma 
i ~ r ; ie 
Bg = tiga 

te £* 
. < 7) 7 rs. +4, 
=a sna ; 
b ras Pewee ¥ 
on ~~ td * es oe 
Pees , 7 cas 
ais: ~—, = : : 4 . i 
i: iA - * ; 
a; ; 4 7 
ait (a a. 
ioe an . -, » x . ’ Zeer 
ee S : * ’ a - < wi . i ai 2 
pe Pal — 3 — a ei " P = ae 
ne P * ‘ - 2 
eae 7: Pf, 2 . oo aa s <4 7 . : at 
ieee 7 ae , \ ‘ years , Bate 
eh, ers, Niky ae thet he a) - ; § woe 
" "3 ie : ’ “Plaine tb =" a* ; 
eee Tia eu ial é 1 ae 5 eo! ; -" r . a, 

Erb eee ee ce j * - nh ga he eee . . f ‘ rata 
ees ia ee el , 1 ‘ eee ot / ‘ a 
eae » ae r a, or », Pe aod ae Reese ‘ rake 
re : bomeey \ ’ RSE ae Be - ~ fon 

. + ee , 7 hogar ati ‘ ' 
ee - 7% Bee eal Cpe Oe ’ ; wid 
~— a” ~~ fs & . ee ae 

‘ 9 a fT — oe igi Rants oastil id 

ay ‘ emma Pat 7 
Phen . ‘ 4 ‘ Ss SA Macs ' 

Free ‘ ? a Ra ee yea E 

<a . Ng ; - ee, eS © sl a 5 = eae oe Peg 
a ; : a ae g Vis - a ea | ? n aces . Rina re i 

mae . “4 : % 4 bi’ os ; ’ ee Siete een .§ 
tis ee . pet as: po stam oa aaa 28 Ts 
mE RSE A. . ‘eS Fs 3 ? Sees Be tata oP mre | ; ay 
eens mh im a ies ] naikepres pc Meng ve ane 
ie Bee = or See ‘ Pe = ae as ett NN te nee he = = ae 
ye rn ee: . Sg all SS ame , ee Eee wf . sere 
bape ae “ej ean a? meee | PRR -<gee : ee. Teteyea laa ome ‘ Fi 
Fae Sey ee F | lee 4 hee bed cad cat aoe i , ; 
ries te =" See Ste ta I TR, «oop EMR Se ae 

iiany * % } oe ae » Haley a ‘ella gaa a oe one Vinci , ey 
a en 7 - BAe oy Sees ae aie eR ss ara — . 
a Peis se .* / a  -? et; Se) Ei... Bb etnias ee alae toe _ 
ae ee | ‘4 = nl a 5 ee i ak eee ocean hg 
eS ss yn | a - & — eaten Sine, Wee tee i get aa ° 3 5 hae 
aes” + Po ae a EL Ses. 5 Coe cane . re RE ont eri 
See ’ - ——, ae, eo i Se Mea Pe eae . 4 : ¥ f 

a ane n 4 ‘‘ gels ig ae oe : 3 Bs i Bp 
Ha aa et Sige eee pe ee oe ce , #3 a 

mato Mee > 2 Hg hs Cee ae eee ai aM RE TM yl ocr it " 

. a j ; piss i Nee ke ie er ye 3 . b 

ee ~ es Pes eee: : ie ge eee to i ces sa ~ at ; ’ 
i y hes . mek ° oe ee See oo a 2h 2 ee. = Bs init a + - f a 4 f ¥ he 

oor ¥ Car es oe A i eee ‘ “ heer age he Pig me f ¥ : —3 a 

a uit ens: : oe Pa EN Sn 2 ; / ‘ » 
or es hice ae. ial aig UMS aE aise np - ; eo 
ae ‘ : Ge Sos cp ee ee ; e i 3 
an £ ee i on a . = > = “SS. ne ¥ " z D : 
yale eae peat eel é Oey as fas a oe a fo —. ; PF ye 
Pe te se ‘ © eae aid ee) bee a eR ne se oe oo, 2 ; ee ee oe oe ee toda ; i ‘ ee : ~ ce Smee . ae 
ae Siete RNG tee ete in meta TOs he prairies eT ha ns ae errr! aoe 4 F ~ ’ 
Gots Ban eM agg rey terre rune ate a ’ Honig ear i OBS, all a a ; < . ee “™ i 
ae A pa es ree iI YL Ree encom ge A, ROH ES Pi Ty ae ee __ ~~: ee Hee tis 
saat OR pita ES soap ey ra eee oy iat ; green a Pe Se edie eae 3 ss isa > lg Baa 
Hei he he Gael! petit sey, oe eR, eK es, ete pe Gaertn) Kaye en! ot eae iy : ; x ee i ce 
: - Be IR ee a, Aisin eipmgen Mehl, ye, OE Ce, Ge a ae ee es NR fh ent =| : i a 
a eh Spot Sa ey et eae Ce ee | ok ee A ey ek a ah ges ee ge ea ES 28 4 
eae oT ea Et tags Reh a eg > a) ee bane seit MGA SE eee ae ea re ee spl perdi tae a | oy 
as iP ne or RP ee) ee SRE Re Ae pale Sy an co anaemia te are " Bi " ae ; ae 
bs mh rere Me SS ee As Gy a See le ay MR Sas Yah ae Mg ge oe ah Be ad Fak, eg eo, a eee sas a Bia u Pt gy a mA ieee a Pelee, Se ee i 
pi a ee eee ee er ents i SA aS ans 5h EN Mc. in a es ee a aes a iy 
ines re er ee ee rey WO en Se) ate ene a eae ee PPG it. . Ch. OO aaa 
ae aM isc os ella einer aes NRC MaI Ok ake res te etity hic, A eens ae ie orig. gg ge > Oe ae Mes 
oe RE ieee te ee a a tf ce se i Eo Ee 
alia we jee St! Sea Se ee een nee ite oi ee ee a eel et. hake. OS ; 
eae meee a . _ tae ee nee eae a ee " = ee me | ao 
on 
| : ~ Pig mA ii aha se he 
<> i : " “i a a 

se be Ree, fee Me to ae re er NAS or eet gee ake as 5 i a i : Sek wee ; 
NSW Pee se aS es cs a . é ee: f ay : ere 3 : i : Eke: mah . 
fe Bh 5 et Sipe eg es i j < Ri lal EN RT aie ke ee ’ Shoe Se Duy i has Ae? 
nega SSA art ee eS ee ae Oh eee gt Uae SAE Ca Me on eee Poet ate ta Ete eran eae ag 

7 Be St i. tena ar ane pS ites a ge te eee Re ada Me ea ic, ee oe ae “Tet seek 

Soe ic peers wee oS sont as ae i og, te, a 

é : 2 > rae adie od " at ie ea ; fetes Se a 
‘4 4 : ~~ ct or 
oe yf Sag a eae eka aed * iii) ~ ns : Ce tea a ene ek a ot RE RA Pi x s, “ : oe : oe oe ’ fe z toes Pps 
ec Bye ee ee Say hae el RO pik gee MA ce a oe ; Pe oe ra) one es a Be Soe 
dt On, ee ica) ae Sine an a te ih A ts peas F te. a ee ee ie ee eis «faa ES 
ee eo oye, Ta oe ee pes I? ine ten : ay phic Ci a a : mee ig TS ee 
Ry ee Bigiegee, ~ Sg e i sant RR ee Maat ‘ 
‘ee ee ee te eh Sr te eee . et ee eae” th are eee ee Bee aan sung ae = o = a ; : be 
Rey eee So 9 ad ib aan temas ca ca So - Sear a er rt cies: =a a 
3a Si 7 age PS Ag ce ef 7 = iB 4 irr gains. Pee ice pen vena ox * . lara ‘sae age te a : a cee 2 ae cy ot ie 

Pate Hees Beitr: t } z he race es es ay an. ek AS Oe Ee eet noe A i a La aa | ce 

— ee se ye ree , 

z * 2 4 . : i nar ag nay . ; et = a ee. é = : 
: a : 7 Pi se Pf et ee o™ Be pi sae Fs Sie) . = | 
“ 4 
Bi gies hy, aed 4 oe re ce ee PE Oe, ART yy 2 2 i aan Oar cil mere i = han ee oe ‘ wR i — a ! Magee “oe 5 Se 
: ; ‘ =e Senne eh AN MP ares ieee Oe eee tt ie See ee eee” eS ey. Sea oy vt ght Sere oe ey eg aia aie ei pl v5) ate 
ra Be os aan sae ary BY ‘ : Pe ( oe ie er NER ni eectn ae in ae Mi ee : eo ane a 
Ee a he eee cee ee ress, dye eae dag ahead gD Sets bg dah A ClaGt a tee ota cee lec, eee he es a ees ei Pion : ; MB ease, SP 5 ag : bs . 
3 hg ee ae Me : ith ee te ee yk a ot yt ae ie Pee eg ee 5 ee 
pkg yt 2 See ee io er S| Je BES eel i ae ie ea a RM iy ee ab ey 


‘How'm I! Doing’ Is Housewives’ 
Question to Research People 


To the Editor: On Page 52 of 
your Oct. 14 issue is an article 
which interested me greatly. 

Tell those copywriters not to 
feel too bad about the housewives’ 
reactions to their efforts. It doesn’t 
mean too much. Here is why I say 
that: 

On various and many occasions 
I have had the opportunity of test- 
ing the reactions of housewives to 


is the best advertisement?”’, ete.— 
'to a woman, when the interview 
| was over, the questions they asked 
|me were, “How did I do?” “Did I 
make a good score?” They were 
|playing a game. 

They were taking a test. They 
wanted to appear smart and give 
me the answers they thought would 
be the bright and the right ones. 
| They definitely were not giving 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. | 


pre-testing advertising. You are 
not getting the true reaction. You 
are getting opinions based on what 
people think makes them appear 
to their best advantage. This was 
borne out to even a greater extent 
when I would ask those house- 
wives where they saw an adver- 
tisement which I would show them. 
Here, they would say, in Ladies’ 
Home Journal, Good Housekeeping, 
Life, Holiday or some magazine 
which they believed would be con- 
sidered the smart one to read. 

In many, many cases the adver- 


proposed advertising campaigns. 
When I asked them such questions 
as: “Which advertisement appeals 
to you most?” “Which of these six 
advertisements would you stop to 
read, were you to see them in a 
magazine?” “Which do you think 


a ve 
“ae si 


|me the reactions of a woman, steal- 
ling a few minutes in a crowded 
|afternoon, before getting the sup- 
|per ready, as she leafed through 
| the newspaper, Ladies’ Home Jour- 
|nal or True Confessions. 

That is the one great fault of 


His salary jumped 
overnight from 
$8 500 to $13,750 


... He did it with a single 
classified ad in Advertising Age 
at a total cost of $12.50 


Incredible? Not when you know the basic facts. Over 
40,000 copies of Ad Age are distributed each Monday 
to key advertising, selling and marketing executives in 
the United States and Canada. 

And one of the best-read, most-used features in every 
issue is the ADVERTISING MARKET PLACE. 

That’s where buyers and seller put their heads together 
for fast action. That’s where a single “Position Wanted” 
or “Help Wanted” ad hits home with a bang. 
So—whether you're “buying” or “selling” —you'll get 
fast action in the ADVERTISING MARKET PLACE. 
Try it by using this handy form today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


Street 


1 State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail: 
this form to: 


tisement had never appeared in 
any of these magazines they men- 
tioned, often in the movie or True 
Confessions type of magazine, 
copies of which could be spotted 
|on the coffee table. I wouldn’t say 
these ladies were deliberate liars. 
They just didn’t want to be caught 
with their social guards down. 
Could you, or would you prove 
them wrong? Of course you 
wouldn’t. 

| So, tell your Chicago copywrit- 
}ers, and all others, that such tests 
may prove some things, but not 
the true reactions of the house- 
wife when she’s left all alone with 
her magazine or is trying to read 
|her newspaper through the blare 
jof the tv, the howls of scrapping 
|kids and the smell of a burning 
| roast. 
Edward Bozorth, 
| Account Executive, St. 
Georges & Keyes Inc., New 

York. 


| Says ‘SEP’ Invited Trouble 
|with Stilted Statement 


The word your newspaper sets 
every time it sets type 


Here's that word as it looks to the typesetters. Hold it up 
before a handy mirror and you'll find it spells FREEDOM. 

Every time your local newspaper tells @ story of eapresess 
an idea, it «pelle out this word, FREEDOM. For here in America 
our newspapers have that rare privilege of freely and openly 
reporting on the parade of human events. They also have the 
even rarer privilege of freedom to editorialize on those events, 
They can scourge the wrong and crusade for the right! They 
can humble the arrogant and raise the weak! They can kindle 
the public's tre or alley the public's fears! They can inform! 


educate! elucidate! entertain! 


it cam be done with scathing 


trony, with sparkling wit, in stately prose or Witing verse . . . 
tempered only with responsibilits, and favored with 2o interest 
in a better community and a stronger nation. 

The only censure of the press in our land ts « self-imposed 
censorship . . . as each newspaper interprets for itself what is in 
good taste and in the public benefit 

We owe much to our newspapers, large and small, for ther 
part in preserving this freedom of theirs, which le @ part of the 


fundamental American freedom of speech . 


and without which 


our other freedoms can hardly exist. We proudly teke this oc- 
casion of National Newspaper Week to salute aot only this oews- 
paper but the entire American press 


@ oo Bette « * 
HEWSPAPER wus 
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PENNSYLVANIA POWER & LIGHT COMPANY 


- 


Pennsylvania Utility Joins Newspaper 
Week for Anniversary Celebration 


To the Editor: The attached ad- 
vertisement and its background 
should have a special interest to 


To the Editor: In your Oct. 14 you, inasmuch as it was through 
issue, on Page 141, Floris Kirchner your publication we learned of the 
takes a whack at the Dutch render- event. 


ing of The Saturday Evening Post’s 


As is apparent, the advertise- 


slogan, or credo, or whatever they|ment was used by our company 
mean it to be. Floris says Invloe-| during National Newspaper Week. 


driske (meaning influential) 
|no Dutch word at all.” I concur. 

Perhaps it’s just a misprint for 
invloedrijke, which I think would 
be adequate. 

The Post people were inviting 
trouble when they adopted such a 
stilted or stylized statement. 
There’s not much naturalness or 
spontaneity in “Sell the Post In- 
| fluential—the mass market of ac- 
|tive influence.” We may know 
what it means, but it’s pretty awk- 
ward. That is proved by a study 
|of its alleged renderings in some 
|}of the other languages besides 
Dutch. The translators did the best 
they could with the material at 
hand. 

Alexander McQueen, 
Chicago. 
| . 


Loen & Associates’ Figures 
Used in Kimball Report 

| To the Editor: I wish to point 
out a serious error in the Sept. 30 
issue of ADVERTISING AGE. 

The article headlined “Small 
| Business Not Putting Enough Ef- 
fort in Research,” which appears 
on Page 4, misreports where Dr. 
Charles Kimball received his spe- 
cial study information. Ernest L. 
|}Loen & Associates, management 
|consultant, Los Angeles, conduct- 
|ed the special studies for Dr. Kim- 
ball. The figures which you attrib- 
uted to Douglas Williams & Asso- 
ciates, showing that 12.8% of 
small business men who were in- 
terviewed regarded research and 


in reality came from Page 6 of our 
Survey Report prepared for the 
President’s Conference. 

I would appreciate some means 
of amending this error in your 
publication. 


Robert S. Levy, 
Ernest L. Loen & Associates, 
| Los Angeles. 


development as a major problem, 


| 
| 


“is | Anxious that it contain no element 


in it which had a wrong ring, we 
had the illustration reviewed by 
the type people of the local news- 
paper and then the copy reviewed 
by the managing editor. 

The reaction on the latter was so 
favorable that we decided to for- 
ward advance copies of the adver- 
tisement, in miniature, by covering 
letter to all of the editors of the 


more than 100 daily and weekly 
newspapers in which we were 
cheduling this advertisement. We 
also used the letter to point out 
what we believe is a substantial 
parallel between the goals of the 
press and of our own industry. 

W. H. Rodgers Jr., 
Advertising and Publicity 
Manager, Pennsylvania Power 
& Light Co., Allentown, Pa. 


Boston ... Mecca of Talent 
or of the Backward? 

To the Editor: The tendency to 
view Boston as the mecca of the 
backward that so enriched J. P. 
Marquand, echoes in the statement 
of George E. Gardner, president of 


thousand 


A leading national pharmaceutical company buys a thousand 
_ viewers for just 72c on KCRG-TV. (Sure we'll tell you who. ) 


KCRG-TV 


Channel 9 — Cedar Rapids —Waterloo, lowa— ABC-TV for Eastern lowa 
The Cedor Rapids Gozette Station 
REPRESENTED NATIONALLY BY WEED TELEVISION. 


*Based on February ARB Survey. 
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Northeast Airlines (AA, Sept. 9). 
Yet, in listing the seven agen- 
cies that made presentations for 
his account, six of them are not! 
from New England and the one that | 
is has its largest office in New 
York. 

This hardly offers much justifi- | 
cation for such a sweeping mark- | 
down of the varied talents repre- | 
sented by more than 150 agencies | 
located here in Boston. 

We do not have the effrontery | 
to speak in behalf of any but our-| 
selves. However, the judgment of | 
Mr. Gardner perhaps would be 
more accurately expressed, in view 
of the circumstances, had he said: | 
J. Walter Thompson has more | 
“snap” than Fred Gardner, Grant | 
Advertising, Ellington, Kenyon & 
Eckhardt, Charles W. Hoyt, Haz- 
ard, John C. Dowd. 

In this way, Mr. Gardner would 
have expressed his stated reason 
for change without impugning the 
abilities of the advertising indus- 
try centered here. 

Lawrence C. Appley, president 
of the American Management 
Assn., authored a gem titled: “That 
Phantom, ‘The Company’ ”—in 
which he concluded: “It is, there- | 
fore, my humble opinion that when 
we refer to ‘the company,’ ‘the 
state,’ ‘the school,’ we should hesi- 
tate long enough to clarify not 
what we are talking about but 
whom we are talking about.” 

This, in turn, brings to mind the 
advertisement that was so true to 
life and continues to be true to life 
headed, “Find The Man” and writ- 
ten by, I believe, Phil Lennen. It 
sang the song of talent—it stated, 
in effect, that one could find it 
anywhere...even in Boston! 

Myron L. Silton, 

President, Silton Brothers, 

Boston. 


Recommends Book on 
Industrial Advertising 

To the Editor: I have recently 
come across a book that I believe 
merits mention and/or review in 
ADVERTISING AGE. 

The title is “Advertising to Busi- 
ness.” It was written by Roland B. 
Smith, associate professor of ad- 
vertising at the University of Con- 
necticut, in Storrs, Conn. The pub- 
lisher is Richard D. Irwin Inc., of 
Homewood, Il. 

This young man’s approach to 
industrial advertising is fresh and 
imaginative; well worth the time 
and dollars of the thousands of 
advertising managers and industri- 
al agency people who read your 
publication. 

Incidentally, I’d like to congrat- 
ulate you on the fine piece of re- 
porting on company advertising | 
programs in the Aug. 19 issue. I 
made profitable use of some of the 
material in a successful presenta- 
tion to management. 

Burchard M. Day, 

Manager of Advertising, The 

Carborundum Co., New York. 
. e e 


Half Hour Commercials, 
Subliminal Programs? 

To the Editor: The current hul- 
labaloo about so-called hidden 
commercials and subliminal pro- | 
jection brings to mind _ these 
thoughts: 

The flash device, upon which 
hidden commercials is based, is 
none else but the good old tachis- 
toscope or flash-meter. This de- 
vice can be bought in many camera 
stores. It is well known to G.I.’s 
who studied the flash method of 
aircraft recognition. 

This device is mainly used in 
speed-reading training, whereby 
numbers and groups of words are 
flashed at speeds anywhere from 
1/5th of a second to 1/100th of a 
second. The purpose of this is to) 
improve concentration and the) 
ability to read more than single 
words and thus to read the printed 
page that much faster. The fact 


that the flash is so fast means that | 


|of mass manipulation in the com- | 


the rapid reader is really sublim- 
inating. 

As a former labcrer in the film 
commercial vineyards, I feel hid- 
den commercials give the “blurb” 
producer an advantage over the 
client. Now that commercials can’t 
be seen, how can the client criti- 
cize them? Or better yet, even if 
the producer fails to meet the pro- 
duction deadlines, how will the) 
client know the difference? This is | 
indeed a boon for the commercial 
film people. 

A friend of mine even suggests | 
that commercials be a half hour | 
long and the program content be | 
subliminal. But, this might lead to | 
clients’ payments being very sub- | 
limimal. 

Seriously, I am against this sort 


munications industry. The moral | 
objections might subliminalize us 
right into direct government reg- 
ulation. 
Robert Schultz, 
California National Produc- 
tions, New York. 


In Canada 
your best prospects read 
The Financial Post 


Canada s foremost 
business newspaper 


ore than 90% of all Post subscribers and 
M newsstand buyers are in business, profes- 
sions, government. 
In business, nearly 8 out of every 10 are man- 
agement men with enormous buying influence 
in all types of business and industry across the 
nation. Their average annual income is more 


than three times the national average for Cana- 
dians.* 

weach Canada's biggest buyers 

To sell more across Canada, 


The Financial Post 


481 University Avenue, Toronto 2 

1242 Peel Street, Montreal 2 

West Coost Representatives in the U.S.A. 

Duncon A. Scott & Co., San Fi i & los Angel 

*Source: *‘Canada’s influence group,"* a study of Post subscriber 
characteristics by Gruneau Research. Available on request. 


The Saturday Evening 


MU TRENDEX REPORT #2 


of the readers interviewed said they’d seen 


the Pan-American Coffee Bureau ad in a recent 


issue of the Post—and this only two days after 


the issue came out! Choose your own impact 


yardstick; they all show the Post does best! 


The Saturday Evening 


A CURTIS MAGAZINE 


Sell the POST 


-INFLUENTIALS 
-they tell the others! 
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HERE ARE THE RANKINGS... 
California Metropelitan 
Markets in order of Retail 
Sales & Spendeble Income. 


Los Angeles- Long Beach 

San Francisco: Oakland 

San Diego 

RIVERSIDE, SAN BERNARDINO, 
ONTARIO 

San Jose 


aero 


Secramento 


. Bakersfield 
. Stockton 
10. Sante Barbara 


see the man from 
RIVERSIDE PRESS 
and ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


5 
6 
7. Fresno 
a 
9 


Charney Albaugh 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New Yerk, Chicago, Boston, Minneapolis. 


BOOSTER—Glenn Martin, ad manager of B. F. Good- 
rich Co., described how Goodrich uses newspapers 
to advertise its products before a meeting of the 
Detroit chapter of the American Assn. of Newspaper 
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Martin Stagg Anderman 

Representatives. Shown with Mr. Martin are Edwin 
Charney, president; William Anderman, l|st vp, and 
E. S. Stagg, 2nd vp of the AANR chapter, and Carl 


Albaugh, newspaper ad manager of Goodrich. 


President of 


Greenhaw & Rush, Inc. 
has Ad Age 
sent to his home 


“For some time I kept telling myself I could save a few bucks by reading the office copy. But what 
happens? 

“I don’t get to read it during the day on busy Mondays, so I take it home (if somebody else hasn't 
snatched it first). Then I forget to bring it back on Tuesday . . . and the boys won’t speak to me 
because they figure I’m trying to get smarter than they are. 

“It’s even worse when I go away on a trip. You should see the dog-eared condition of our office 
copy by the time I return. And what bothers me most . . . it’s usually full of holes where items 
have been clipped. 

“So then I start wondering what I missed . . . and it just isn’t worth all this messing around 
to save about 6¢ a week.” 


Take a tip from Mr. Rush and get your 


own copy of Ad Age each week 
JS oer sn ee ae —_—\_m oan — — 
Why don’t YOU quit messing | ADVERTISING AGE 
around with dog-eared office | 200 E. Iilinois St., Chicago 11, It. 
, : Please enter my l-year (52 issues) subscription to Advertising 
9 
copies of AA? For a trifling three Age at the low $3 rate. I must be satisfied or my money back. 
bucks you can have a whole year 
My Neme__ ee 
of Advertising Age . . . 52 issues . . 
sent to your home where you can SE eae BLE ee 
leisurely get the most out of each 
- : Nature of Business__ Eee 
issue. Mail the coupon at right 
now—and we'll bill you later. C) Heme er 
[) Office Address z 
| Ee - Zone State. — 
! 0) $3 enclosed C) Bill me C) Bill Company 


* | ues to grow, the Statistical Review 
|notes, but the rate of increase “is 


|Commercial TV Making Inroads on Print Ad 
Volume in Britain, ‘Statistical Review’ Finds 


Lonpon, Oct. 22—The annual;continuing effect upon manage- 
| growth in British print advertising| ment decisions in the publishing 
|has slowed, according to the latest | field.” 

|issue of the Statistical Review of| Statistical Review estimates dis- 
Press Advertising. And it adds that | play advertising in national and 
|“it seems probable” that the slow-| local newspapers, magazines and 
| down is due to the advent of com-| trade and specialized publications 
mercial television. jin January-June, 1957, as £47,- 

The amount spent on magazine | 258,465 ($132,323,702). 

and newspaper advertising contin-| This was an increase of 5.15% 
on the total of £44,937,802 ($125,- 
825,845) recorded in the first half 
of 1956. 


slower than in the past to a sub- 
stantial degree.” Press display advertising, as re- 
The publication sums up the corded by the Statistical Review, 
| trend in this way: |in the second quarter of this year 
| “During the period 1949 to 1955,,was £25,315,041 ($70,882,115). 
|the average annual increase in| This was nearly 2% up on the cor- 
press advertising expenditure re- | responding quarter of last year and 
|corded by us was about 22%,|only a fraction below the 1956 fi- 
whereas the increase from 1955 to|nal record of £25,425,000 ($71,- 
1956 was only 7%. | 190,000). 


_ “In this connection it is inter-| Second quarter 1957 tv ad- 
esting to note that if the £13,000,- | vertising, the Review reported, 
000 ($36,400,000) tv expenditure|amounted to over £7,000,000 


| for 1956 is included in our 1956 to- 


tal, the growth in total advertising IF YOU SPECIFY TYPE 
|in both media becomes 21% in| Let us prove how the 
/1956, which is quite consistent | WORLD'S HANDIEST TYPE BOOK 
with previous annual increases.” can save you 40 minutes a day 

j | We'll mail you a copy for 10 days FREE trial. 


. Commenting on the trend, the Use the 389 transparent overlay alphabets on 


- “ | your own work. Keep the book free, if you place 
‘publication said “the facts are | $100 worth of work with us. Over 4,000 in use. 
| This is the cighth edition. Send postal today 


plain and will no doubt have a} F. 4. Bartz, 112-114 W. Kinzie St., Chicage 10, it. 


ADVERTISE IN 


ROANOKE? 


No. 10 of a Series 


You reach a 16-county INLAND 
DOMINION with nearly a 
half-billion dollars to spend. 


@A\\Il A 


@ Entire market area 
ringed by mountains 


@ Entire market area 
dominated by the 
Roanoke newspapers 


Result: 


With these two newspapers, your story into every 
important market center — villages, A ap building 
distribution, tie-ins, dealer support, and sales! 


peanoke-¥ our key market in western Virginia 
2 computes 


is covered exclusivel 
independent market Scere by the 


aes ROANOKE 


-<{—- TIMES AND WORLD NEWS 
For full information write Saw yer+Ferguson> Walker Co., National Representatives 
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Patt Per 


Advertising Age, October 28, 1957 


($19,600,000), an increase of over | Business Failures Rise, 


£4,500,000 ($12,600,000) on the Dun & Bradstreet Finds 


comparable quarter of 1956. (This 
tremendous growth was due in 
part to the spread of commercial 
television and the increase in the 
number of commercial tv stations 
operating.) 


| 
| 


| 
s Regarding the placing of press | 
advertising during the second 
quarter of 1957, the publication re- 
ported: 

e National Sunday newspapers | 
were the only group to register an 
increase in display advertising rev- | 
enue of any significance—14.43%. | 


e Provincial and suburban week- 
ly newspapers showed a gain of 
4.97%, which was slightly better 
than in the first quarter. 


e National daily newspapers 
showed a gain of 2.22% over the 
first quarter, which was 7.67% 
more than the final 1956 quarter. 


e London evening newspapers de- | 
clined 2.3% from the first quarter, 
which in turn had been 15.96% 
down from the final 1956 quarter. 


e Provincial daily newspapers 
were slightly better off, recording 
a decrease of only 1.11%, as against 
3.99% previously. 


e Magazines were the only period- 
ical group to show a decline in 
revenue. The 1.77% drop was de- 
scribed as “insignificant,” but 
compares with a gain of 15.53% in 
the first quarter. 


e Technical journals gained 
6.34%, as against 42.32% in the 
previous quarter. 


e Trade publications were “much 
worse off,” with a gain of only 
1.61%, compared with 43.25% pre- 
viously. 


® Meanwhile, an article in the 
Banker, associate monthly of the 
Financial Times, contends that the 
full heat of media competition for | 
the advertiser's pound has not 
been felt yet. 

“The financial stringencies that 
have killed many provincial news- 
papers in the last few years and 
are now threatening the continued 
existence of certain national news- 
papers have come about mainly 
because it is only during the last 
few years that restrictions which 
blurred competition within this 
substantial British industry have 
steadily been removed,” it said. 

“Long before and ever since the 
Royal Commission on the Press 
there were voices to warn the 
weaker papers that, when controls 
went, the cold blast would whistle 
round them. 


s “It took some time, certainly, 
for these weaker papers to sort 
themselves out; not until about 
1951 could any national daily cir- | 
culation be seen to be declining | 
steadily. 

“Efforts to stay these trends,” | 
the Banker noted, “have occasion- , 
ally been noticeable to the out- 
sider; none has been successful.” 

Pointing out that the Daily Mir- 
ror and the Daily Express, with 
sales of between 4,000,000 and 4,- | 
500,000 each, offer “far cheaper 
access to a thousand readers,” the | 
article said other papers must of- | 
fer the advertiser special advan- | 
tages of some kind. 

Apart from the “quality” news- 
papers, it’s the circulation that) 
counts, according to the article. | 
Sheer weight of numbers prevails. 


s Other indications that all was 
not well with Fleet St., nexus of 
Britain’s press industry, came re-| 
cently with an all-round increase | 
in the price of national daily news- 
papers (AA, Oct. 7). Front-page 
stories told readers that even 
though the price was going from | 
2d. to 2%d. (about 3 cents), the 
British newspaper was still the 
cheapest in the world. # | 


The number of business failures | 
in the U. S. continued to rise dur-| 
ing the first six months of 1957, 
but has not kept pace with the : 
growing business population, ac- ; 
cording to a study by the business : 


economics division of Dun & Bs 4 : 

Bradstreet. During the first half iy en . out of the 
of this year only 54 out of every von : eS Soe 2 ae 
10,000 business concerns failed Bee: ae f : Sharpes 

with losses to creditors, the study 
showed. (The D&B study does not 


include companies which go out 


: sian ee =. . . 
< zene without loss to cred- largest AIRCRAFT A ND 
The report also said more than - a aan # 
PARTS COMPANIES advertise in 


half of the failures occurred in 
: Newswe ek 


aaa 


Rankin Joins Cabell Eanes 

Robert H. Rankin, formerly an 
account executive with Reuben H. 
Donnelly Corp., New York, has} 
been named copy director of Ca- 
bell Eanes Inc., Richmond. 


businesses that have been in ex- 
istence for five years or less. 
IF THIS IS YOU 
TAKE A CUE FROM US 


We specialize in the most vital phase of your entire 
advertising program—Merchandising at the Point-of-Sale. It is 


our only business... one we've been at for more than 

half a century. In that time, we've created countless traffic-stopping 
displays that have caught shoppers’ eyes in nearly every type 

of retail outlet. We can produce dynamic, reason-to-buy 
point-of-sale merchandising programs for you today. 

if your program is behind the eight-ball, let our nation- 

wide staff of experts give you the cue your Merchandising at 

the Point-of-Sale should take. 


Trademark Mystik Registered: 


Merchandising at the POINT-OF-SALE 


CHICAGO SHOW PRINTING COMPANY, * Lithographed displays for ind and use ¢ Animated Displays 


2640 N. KILDARE, CHICAGO 39 eCioth and Kanvet Fiber B sand P its * Mystik*® Self-Stik Displays 


* Mystik® Can and Bottie Holders * Mystik® Seif-Stik Labels *Squee-zei* 


* Econe Truck Signe *¢ Booklets and Foidere * Moided Piaetic 
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_ Merchandising Ideas 


Bank Adds Hostess 

e Texas Bank & Trust Co., Dallas, 
coming a long way from the era of 
flint-eyed bankers who often 
turned away potential customers 
not meeting rigid requirements, 
has topped an increasingly ag- 
gressive merchandising policy 
with a new customer service, an 
“auto-ramic” hostess. 

The bank last month added to its 
staff Wanda Barker, 19-year-old 
former model, whose job it is to 
greet customers of the drive-in de- 
partment on roller skates. During 
banking hours Miss Barker skates 
up to the customers’ cars, greeis 
the occupants, offers needed in- 
formation, calls a loan officer if 
desired and hands out, on a red 
velvet tray, bank advertising, de- 
posit slips and checkbooks. 

For the children, Miss Barker 


1 a 


a —ae 


THE SUM OF 
THESE LOCAL 
GOVERNMENTS EQUALS 
THE NATIONAL 
MARKET! 


Giving them reasons to buy in 
MAYOR AND MANAGER wil! help 
you get your brand elected. Top 
men on city teams across the 
country will see your sales 
message in the receptive at- 
mosphere of their own special 
interests in this new, best 
edited, easiest to read publica- 
tion. Circulation guaranteed: 


7,500 


First in its field in advertising 
volume and first in the hearts 
of its readers because it talks 
their language best, LAW AND 
ORDER reaches and influences 
Police Chiefs, everywhere. From 
photo equipment to radios—for 
big unit sales—be sure you sell 
these uniformed men of deci- 
sion. Audited circulation: 


11,325 


William C. Copp & Associates 
72 West 45th Street — New York 36, N.Y. 
Murray Hill 2-6606 


AUTO-RAMIC HOSTESS—Wanda Bar- 

ker, newest employe of Texas 

Bank & Trust Co., greets customers 
of the bank’s drive-in section. 


has candy suckers and balloons. 
The bank has spent $2,500,000 on a 
new five-story drive-in and park- 
ing structure beside the main 
building. And to further add to its 
dress, Texas Bank has engaged 
Peter Wolf Associates, which de- 
signs windows for Neiman-Marcus, 
to do its window displays. 

Texas Bank & Trust is not alone 


merchandising know-how. Several 
Texas banks have employed Eve- 
lyn Oppenheimer, book reviewer, 
to lecture to audiences—primarily 
women—on the fundamentals of 
finance and income management, 


in its awareness of the values of | 


and bankers also are taking a 
deeper interest in youth organiza- 
tions and civic affairs, according 
to Ken Hand, business editor of the 
Dallas News. It is estimated that 
the 22 Dallas banks will spend $1,- 
500,000 for advertising and promo- 
tion this year. 


Clock Pays Dividends 
e Another way in which banks 
are meeting today’s business prob- 


squeeze, is use of attractive premi- 
ums as promotional gimmicks to 
bring in new accounts. The New 
York Savings Bank reports a “most 
successful drive” in which a Gen- 
era! Electric Telechron alarm 
clock with luminous dial is given 
free to each depositor who opens a 
new account with $50 or more. 

Results of the drive so far ex- 
ceeded expectations that the bank 
doubled its order for the premiums. 
Records show that during the first 
four days ot the promotion, 1,691 
new accounts qualifying for the 
gift were opened. Total of the de- 
posits in the first 14 days was $1,- 
000,258. The promotion was blue- 
printed by Isabel Barringer, Amer- 
ican Institute of Decorators, mer- 
chandising and display consultant 
to the bank. 

For the first two days, an- 
nouncements were limited to those 
in display windows. On the second 
two days, additional impetus was 
provided by flyers distributed at 
subway stations. The offer will be 
continued until the present supply 
of clocks is exhausted, Miss Bar- 
ringer says. 


Members Rounded Up 


e “Get your man in the 1957 
NIAA round-up,” a letter to mem- 
bers of the National Industrial 
Advertisers Assn., New York, 
leads off. To make it easier to 
round up new members in the 


“biggest membership drive ever 
j}conducted by the association,” a 


= 


Chit foantoed never lake them 
WHDH 


50,000 WATTS - BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


lems, among them the tight money | 


plastic sheriff’s badge was at- 
tached to the letter. 


Talisman Brings Luck 


e A select group of advertising 


pened to be large ty advertisers 


ed boxes containing 4” carved 
statues of an African fetish. An 
accompanying note explained that 
the enclosed was Penzu M’Bongo, 
a lower Congo talisman that brings 
fame and good fortune to its own- 
er. The note, written by 
O’Neill, ad director of TV Guide, 
pointed out that the talisman is 
made by medicine men, who know 
how to hold an audience. 

The next day, the admen re- 
ceived cablegrams from Leopold- 
ville, Belgian 
Congo, reading 
“Penzu M’Bongo 
omniscient, but 
not omnipotent. 
Suggest you 
hedge with 
schedule TV 
Guide.” It was 
signed by Smed- 
ley CRS Ltd. Mr. 
Smedley’s identi- 


ing day, 


Penzu M’Bongo 


of the magazine’s fall preview is- 
sue with a letter identifying CRS 
as Congo Rating Service. Each let- 
ter, individually tailored to fit the 
advertiser’s industry and compet- 
itive situation, expressed incredul- 
ity at the failure of the addressee’s 
company to back its tv program 
with space in TV Guide. 

The wrap-up came the next day 
in a night letter from Mr. O'Neill: 


with hard promotion, 
Guide is No. 1...We await your 
schedule.” The authentic repro- 
ductions of the fetish were pur- 
chased from the University of 
Pennsylvania Museum. 


Record Book Offered 


e As a practical aid to advertisers 
who wish to keep a complete and 
current record of the pulling power 
of their ads, Morlock Advertising 
Agency, 139 N. Clark St., Chicago, 
is offering a free specially bound 
loose-leaf Advertiser’s Record 
Book in 82x11” size. Pages are 


orders received from any 


Mike | 


managers of companies which hap- | 


last month received small decorat- | 


ty was revealed | . 
the follow- ber-November offer of a “Kittens 
when | and Cats” book for 25¢ plus labels 
each ad manager | 
received a copy | 
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AT HOME—Stanley, the cat, seems to 
have found a home in the new dis- 
play stand produced by Berger- 


| Rivenburgh for the Puss ’n Boots 


division of Quaker Oats Co. The 
stand, called a $pace $aver $tack- 
er, is free to dealers in the Octo- 


from three cans of cat food. 


ed for noting monthly totals and 
cumulative figures for the year. 
Spaces also are provided for other 
pertinent data such as size of ad, 
name of publication in which it 
appears, line rate and cost of space 
used. While the book is intended 
primarily for users of mail order 
and direct selling publications, 
Morlock says it is suitable for 
keeping track of inquiries result- 


“Hope Penzu as much fun for you | ing from specific ads. 
as for us. Seriously, ratings come | 
and TV) 


Prudential Insures Row | 

|e Prudential Insurance Co. of 
‘America is sending out a small 
|folder containing two tickets— 
|front row seats—for “The Twen- 
| tieth Century.” Good starting Oct. 
|20, 1957, the tickets are for 
|seats “right in your own home” 
every week on CBS-TV for the 
new network show sponsored by 
Prudential. The show, a series of 
one-hour programs, will present 
“great events, problems and unfor- 
| getable personalities of our times.” 
Also included with the compli- 
j|ments of the Prudential agent, is 


ruled for recording of inquiries or | a pocket atlas “to help you get the 
given | most out of ‘The Twentieth Cen- 
advertisement, with spaces provid-|tury’.” = 
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Roney Bolling 


Bacus 
NARTB—A mong those at the National Assn. of Radio & TV Broadcasters meeting in Dal- 
las were Ted Roney, KOME, Tulsa; R. H. Bolling, Bolling Co.; Roy Bacus, WBAP, Ft. 
Worth; W. R. Wyatt, A. C. Nielsen Co.; C. B. Akers, KVOO, Tulsa; Thad W. Sandstrom, 


Wyatt Akers 


Sandstrom Nahas Renfro 


Warwick & Legler’s Schick Suit May 
Set Precedent on Ownership of Ideas 


(Continued from Page 1) 
to a face which was freshly shaved. 
A comparative test was then made 
with other shavers and competi- 
tive methods. 


= The agency claimed it paid all 
expenses in proposing and plan- 
ning the tv commercial, and was 
not reimbursed in any way by 
Schick. The agency’s complaint 
says the defendant didn’t want to 
use the spots. And, when Schick 
and Warwick & Legler parted com- 
pany June 15 (notification was giv- 
en April 1) the agency held on to 
the film and plans. 

It is understood that the termi- 
nation understanding was compli- 
cated by a discussion of what ma- 
terials prepared by Warwick & 
Legler belonged to Schick; the 
agency was ready to concede that 
anything the client had bought 
was its property. The client also 
wanted whatever had been sub- 
mitted to it during its stay at 
W&L, but the agency demurred 
until it could be established what 
“usual trade practice” in these in- 
stances was. Investigation indi- 
cated that rejected material was 
the agency’s property, and War- 
wick & Legler and Schick subse- 
quently agreed on that basis. 


s Back to the complaint: Shortly 
afterward, C. R. Whitmert Jr., ad 
manager of Schick, wrote to War- 
wick & Legler saying that Benton 
& Bowles had presented a similar 
idea and asked assurance that 
Warwick & Legler would not make 
a claim. 

On June 3, Paul Warwick, pres- 
ident of the agency, replied that 
he felt the cotton test was his 
agency’s property and that Schick 
could not use the idea without 
“adequate compensation.” 

The complaint added that Schick 
and Benton & Bowles went ahead 
and filmed such commercials for 
tv, and the first use of the cotton 
test was on “Dragnet” on NBC- 
TV Sept. 19. 

The complaint pointed out that 
during July, August and Septem- 
ber, Warwick & Legler had been 
negotiating with a prospective cli- 
ent (in light of the third party 
plaintiff, assumed to be Reming- 
ton Rand) for use of the cotton 
test. 

“If the plaintiff is retained by 
the account,” the complaint added, 
“it would mean gross income of 
$1,000,000 a year.” 


If Schick were permitted to use | > 
the cotton test commercial, War-|denied themselves the full use of 


wick & Legler said, the other client |the medium . 


would not retain W&L. 


cut-off period was to terminate 
either June 15 or July 1. Later, 
W&L apparently suggested that 
June 15 would be adequate, and 
Schick concurred. 


s No evidence was introduced at 
the trial to suggest that W&L had 
approached Remington Rand while 


still under the termination agree-| 


ment. However, Paul Warwick 
testified that he and Bill Warwick 
made a silent film of the demon- 
stration on Friday, June 14, using 
a Remington Rand razor. This film, 
about 15 seconds in length, was 
planned for submission to Reming- 
ton Rand. It was submitted in court 
as part of the plaintiff's evidence. 

The commercial, or demonstra- 
tion, now apparently belongs to 
Remington Rand, although its use 
may hinge on final prohibition 
against use by Schick. The Sept. 19 
use is apparently not a deterrent. 

One of the plaintiff's witnesses 
was Robert Clarke, advertising 
manager of the Remington shaver 
division. Asked what he would do 
if Schick were denied any right 
to the cotton test idea, Mr. Clarke 
replied: 


s “Well, we have campaign ideas 
under development now that cry 
out for some kind of conclusive 
demonstration proof on the close- 
ness idea. We have been associated 


for years with an idea known as|, . 


the peach and brush idea... 

“Because we have campaigns in 
the works now that need a clinch- 
ing closeness demonstration to sup- 
plement our hidden beard theme 
that we have used for the last 
year, I would be inclined immedi- 
ately to put this cotton idea in 
the works upon returning to my 
office, and I would also be in- 
clined to recommend that War- 
wick & Legler, who conceived the 
idea and presumably has looked 
into other ways of implementing 
it, be brought in on a consultation 
basis to help us develop it.” 

“Q. Assuming they were brought 
in on a consultation basis, would 
they be paid additional compensa- 
tion over and above the amount 
fixed in this contract?” 

“A. That would be my recom- 
mendation, yes.” 

In the course of examination, Mr. 
Clarke testified that the cotton 
idea’s usefulness was not destroyed 
by Schick’s use on the Sept. 19 
“Dragnet” show because “it was 


lrapidly done, rather superficially 


| 


done, in our opinion, in that they 


. . The announcer in 
this case simply allowed that he 


The agency asked for an injunc- | h@d shaved with a Schick that 
tion and damages to be fixed by 'Morning, and we felt that was a 


the court. 


| basic weakness. 


s Apparently part of the termina-|® “But above and beyond the tech- 
tion agreement between Warwick |niques with which it was deliv- 
& Legler and Schick was a provi-|ered, I don’t believe any idea is 
sion that during the cut-off period | destroyed by a single use. . .” 


W&L was prohibited from solicit- 


After the program, according to 


ing a competitor. Originally the'the testimony, further negotiations 


between Warwick & Legler and 
Remington Rand re-confirmed the 
idea’s usefulness to Remington 
Rand. 

A paragraph in the Sept. 12 con- 
tract states that Remington Rand 
wants to buy the cotton test idea, 
“it being understood that any such 
purchase shall be contingent on 
Warwick’s obtaining a declaratory 
judgment or other judicial decision 
for settlement to the effect that | 
Schick Inc. has no right to title 
or interest in such idea, and plan | 
or the physical embodiments there- | 
of.” 

Under cross-examination Mr. | 


|Clarke testified he would definite- | 
ily “recommend” employment of 


Warwick & Legler “on the basis 
that they have a tangible, deliver- | 
able idea that I will use as a lever | 
to recommend them.” 

Pressed for basis of recommen- | 
dation, he said Remington Rand 
has more than 22,000 products. 
“Who knows what products are 
going to demand some fresh think- 
ing?” he said. “We have some in 
our division—which I cannot di- 
vulge—on which we would very | 
seriously consider a completely | 
new set of creative brains.” 


® The court inquired further into 
the creative value of the cotton test 
idea and Mr. Clarke said that in 
20 years Remington Rand had come 
up with only one other idea pow- 
erful enough to be used for any 
length of time—‘“that is the peach 
and brush.” 

The cotton test idea is good, he 
told the court, because (1) it is 
“highly visual,” (2) “it is novel 
. we have never encountered 
anything like this and we have 
been in the business close to 20 
years,” (3) it is the “first thing 
we've heard of that does a graphic 
closeness demonstration on the 
face, the medium for which the 
shaver was intended .. .” and (4) 
“it is an all-encompassing idea that 
can be applied to any one of our 
shavers regardless of model, now 
and in the future. . .” 

Mr. Clarke testified he submit- 
ted the idea to Young & Rubicam 
(VP Handiey Norrins, creator of 
the peach and brush idea, Account 
Exec Oliver McKee and a copy- 
writer “whose name escapes me”) 
verbally in mid-August. He indi- 
cated Y&R expressed a “very fa- 
vorable opinion” of the idea and 
testified further that Remington 
Rand would have dropped the idea 
if Y&R disapproved. 


® Schick introduced two expert 
witnesses for the defense: Morton 
J. Simon, attorney and author, and 
William T. Kelley, associate pro- 


|fessor of marketing at the Uni- 


versity of Pennsylvania. 

Paul Warwick, president of 
W&L, testified as his own expert, 
and an American Assn. of Adver- 
tising Agencies document was in- 
troduced at the trial as evidence 
of prevailing industry practice. 

Schick conceded that no out- 
of-pocket payments were made for 
development of the commercial, 
but contended that the 15% com- 
mission paid for advertising used 
was compensation for this kind of 


work. # 


Stuart Roberts 


Knodel 
WIBW, Topeka; Fred Nahas, WXYZ, Houston; Harry Renfro, D’Arcy Advertising Co.; 
Harold C. Stuart, KVOO-TV, Tulsa; W. A. Roberts, KRLD, Dallas; Bill Knodel, Avery- 
Knodel, Chicago; Edward Scovill, CBS-TV, and George Cranston, WABP, Ft. Worth. 


Scovill Cranston 


NARTB Panel Hits Radio's Island 


Preference Offers 


(Continued from Page 3) | 


grabbed a bear by the tail and| 
now are afraid to let go—whether 
each new contest doesn’t neutral- 
ize the effect of all the others and 
also have an adverse effect on the 
station’s advertising value. 

“Gimmicks may reduce the pen- 
etration of advertising,” he said, 
“and make it necessary to use 
shrieking commercials to get back 
the listeners’ attention as she day- 
dreams about winning $1,500. 

“We have the horrible example 
of tv with regard to what contests 
can do,” Mr. DuPont said. “The 
kitty on some of these is now more 
than $200,000, and the situation is 
getting out of hand.” 


® Like the other panelists, Monty 
Mann, Low Runkle Co., Oklahoma 
City, paid high tribute to the sell- 
ing power of radio, but stressed 
the necessity of greater consider- 
ation on the part of stations to the 
sponsor’s problem of moving his 
wares. On the other hand, Mr. 
Mann said, “limitations of the 
sponsors’ budget often take prec- 
edence over everything else, in- 
cluding logic.” 

Jack Pitluk, Pitluk Advertising 
Agency, San Antonio, likewise ex- 
horted the radio men: “Help us 
sell our client what the client 
needs, not what you have to sell. 

“You tell us you’ve got a Span- 
ish language show and a new Span- 
ish announcer set for 2 to 3 p.m., 
which is the ideal time for selling 
Pearl beer. 

“You want to sell that time and 
you’ve gone to some trouble to set 
up the show. But anybody knows 
that those Spanish speaking beer 
buyers are working at 2 p.m., and 
if they aren’t, they can’t buy our 
beer. 

“I’ve got a five-year-old grand- 
son, and sometimes I think this 
kind of sales pitch is aimed at 
him.” 


# Sen. Ralph Yarborough (D., 
Tex.) buttered up the broadcasters 
last night by contrasting their me- 
dium favorably with newspapers, 
then slipped them an unkind cut 
by accusing them of promoting 
conformity and thus creating “a 
new threat to our democratic way 
of life.” 

“The monopoly of the single 
pre-radio method of distribution 
of political news existed for so 
long,” he said, “that large segments 
of it grew arrogant in their pres- 
tige, careless of their duty to the 
public of fair reporting, and care- 
less of the truth. 

“It had a fixed obsession here 
in the Southwest that to it be- 
longed the exclusive right to say 
who could and who could not hold 
high office, and once it had made 
its choice no precept of fair play 
seemed to matter,” he said. 

“It touted to win, it slandered 
to defeat, and the time honored 


objective of fair news reporting 
was largely forgotten.” 


and Gimmicks 


With the advent of the broadcast 
media, “the old dowager who had 
autocratically ruled the blue book 
of news had to make way for two 
whole new societies not tied to 
the old crustaceans but capable of 
rapid movement, fast development 
and intellectual freedom,” he de- 
clared. 

But, the senator said, “the end 
result of your very objectiveness 
is less difference in the news from 


reporter to reporter than one 

might find in newspapers from 

editorial to editorial. 
“Consequently,” he said, “the 


impact creates a certain pattern 
of uniformity in the listener, and 
this pattern tends to grow into one 
of conformity. It is this modern 
day fetish of conformity that cre- 
ates a new threat to our demo- 
cratic way of life.” 


® NARTB President Harold Fel- 
lows, after urging the members to 
offset the influence of the indus- 
try’s detractors through good will 
building community service activ- 
ities of their own, engaged in some 
crystal-ball gazing on the future 
of tv: 

“The time may come,” he said, 
“when you will find that broad- 
casting will be the pervasive me- 
dium of communication in the 
world; that newspapers, as im- 
portant and significant as their 
functions may be, might become 
weekly journals of record. 

“Young people growing up now, 
considerably more reliant than 
most of us were in our youth on 
the product of broadcasting,” he 
said, “may pursue a different fash- 
ion of living, including the selec- 
tion of their sources of informa- 
tion—as we in our generation 
pursue a different fashion of living, 
in selecting our source of trans- 
portation, as against that of our 
elders. 

“Many things could happen. We 
might even have radio and tv ed- 
itors who criticize newspapers. 
Every desk in the House of Rep- 
resentatives and the Senate of 
the U.S. might be wired for sight 
and sound. The camera and the 
microphone might be _ essential 
equipment in the courtrooms of 
the land.” # 


Jay Co. Names Meany 

Jay Co., Los Angeles, manufac- 
turer of Safety-Server and other 
baby equipment, has appointed 
Philip J. Meany Co., Los Angeles, 
to handle its advertising. Cam- 
paigns are planned in baby maga- 
zines, parents’ and family publica- 
tions. Meany has moved to larger 
quarters at 751 S. Park View St. 


Hal Sandy Names Smith VP 

Hal Sandy Inc., Kansas City 
agency, has appointed John Lee 
Smith a vp. Mr. Smith for the past 
seven years has been a midwestern 
field representative for Capper’s 
Farmer. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


39,430 i 


HELP WANTED 


HELP WANTED 


TELEPHONE SUPERVISOR with several 
years classified experience for a mid- 
western morning daily. Must be qualified 
to hire, train and instruct in phone sell- 
ing. Fine opportunity for supervisor of 
small paper or capable classified girl 
moving to more responsibility. Give full 
resume, include photo, age and salary 
expected. 
Box 9967, ADVERTISING AGE 
200 E. Tlinois St., Chicago 11, Illinois 
SPACE SALESMAN WANTED 
Chicago business paper publisher with 
multipublication operation has opening 
for advertising space salesman operating 
out of Chicago. Publisher is aggressive, 
promotes intelligently, helps salesman, 
has top publications in growing markets, 
rovides adequate secretarial and office 
elp, home office records and assistance 
of editorial, circulation, sales, production 
and management people. Cooperation to 
salesman tops. Fine opportunity. Good 
starting compensation Future growth 
possibilities. Incentive plan. Send photo- 
graph of self with complete letter of ap- 
plication. 
Box 9982, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 
ADVERTISING MANAGER for Spencer 
Gifts, one of the nation’s largest (and 
fastest growing) mail order gift houses. 
For the young man who has what it 
takes this position is a genuine oppor- 


| “All 


tunity to achieve quickly the authority, | 


responsibilities and income of a top-flight 
business executive. Here's what it takes: 
You must be young (approx 26 to 30), a 


in advertising or closely related field 
YOU MUST BE ABLE TO WRITE TOP 
NOTCH MAIL ORDER COPY. You must 
be familiar with the graphic arts, the 
production of printed matter (particular- 
ly catalogs). You must like detail work 
when it is necessary. To the right man 
we will offer an attractive salary, a year- 
end bonus, a profit sharing arrangement 
—and a lifetime career in the fascinating 
mail order field. If interested—send re- 
sume, best copy samples, salary require- 
ments to: 
PRESIDENT, SPENCER GIFTS 
1 8S. South Carolina Avenue 
Atlantic City, N. J. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St.. HA. 17-1991 Chicago 
MATURE SUCCESSFUL 
SPACE REP(S) WANTED 


If you are an able Representative who, 
despite good current earnings, feels you 
aren’t building anything substantial for 
the future, this may be just what you 
have been hoping for, without knowing 
exactly what you do want. 

This is a new publishing idea, originated 
by a space rep. It is really a combination 
of old proven principles in a new form. 
It seems destined to succeed in a big 
way, has the endorsement of some of 
the ablest men in the general business, 
industrial and commercial publishing 
fields, where if successful, it will find 
a place of its own without the necessity 
of bucking established competition. 

The man or men who are instrumental 
in establishing this property will enjoy 
a franchise of permanent value. No in- 
vestment required and after selling your- 
self on the proposition you can test-sell 
it without disturbing your present con- 
nections. Write expressing interest—your 
letter will be held in strict confidence. 


Box 9984, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 
BGIIT  cacccccccccsnsceccrionse weeKublie Relations 
Copywriters ...... vv Advtg Managers 
Artists ......Media ....... Production ......Service 


is grist which comes to our mill’ 
Andover 3-4424, 105 W. Adams St., Chgo 3 


ADVERTISING COPYWRITER. . .Chica- 


go advertising agency has challenging | 


| future for a man who wants the oppor- 
college grad, with 2 to 4 years experience | 


tunity of working directly with an agen- 


cy principal in client contact and who} 


likes a wide range of assignments in 
industrial and business advertising. Give 
full details and salary requirements in 
your application. 
Box 9983, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!! 
202 S. State St., Suite 1302-4 


Can you identify 


this type face? 


We don’t require any such specialized knowledge. But 
we do welcome the curiosity that would lead you to 


read beyond this headline. 


The men needed for our Advertising Department must 
have a broad interest in advertising, marketing and sales 
promotion—they will work in all three fields. They re- 
ceive immediate responsibility in their work and in con- 
tacts with other departments and advertising agencies. 


Only in this way can we train executives as rapidly as 
needed to administer one of the nation’s largest and fastest 
growing advertising programs. Promotion only from 
within is one of the policies that has placed us among 
the top ten best-managed companies. 


To qualify you should be a college graduate between the 
ages of 21 and 30 with confidence in your ability to lead 


others. 


MAIL THIS COUPON FOR FULL DETAILS 


MAIL TO: 


Box 795 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Gentlemen: Please send me an application form and full information 
on career opportunities in your Advertising Department. 


Leen) 


| IN MIDWEST AGENCY 
||| To increase and better co-ordi- 


I received a from_— in 
(degree) (school) (year) | 
EE ee 
| 
i * ea ae ae 
| 
. CATy. : SA ee ee ES 


L peewee ewe em meme we ewe mend 


POSITIONS WANTED 


REPRESENTATIVES AVIALABLE 


EXEC. ART DIR., 35, HIGHLY 
CREATIVE, MODERN LAYOUT DESIGN. 
Box 9923, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV. MGR. - ACCT. EXEC. 
Strong creative background, 8 yrs’ exp 
on consumer package goods-Agency and 

Mfr. Now with a national company. 
Box 9960, ADVERTISING AGE 
480 Lexington Ave., New York i7, N. Y. 


YOUNG LOS ANGELES MAN, SINGLE 


years exp. Would like position with 
growing co. Agency preferred. Would 
consider aggressive studio. Hard worker. 
Desire job with future. 
Box 9985, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE WRITER 
Direct mail—copy ($7 hour) or whole job. 
All media. Experienced. Fast service. 
Box 9986, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS — Experienced na- 
tional press, community relations. Capa- 
ble house organ editor, writer, advertis- 
ing manager. College graduate, 7 years 
experience, 33 years old. Now employed 
by large advertising agency. $10,000. 
Box 9989, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE-LANCE COPYWRITER 
Skilled wordslinger—fast, prolific! 
exp. retail, catalog, editorial. 
Box 9987, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
IF YOU SELL THRU SUPERMARKETS, 
other large retail chains, or want to, I'm 
your Gal. Been doing PR and Promotion 
for years. Successfully? Take a look at 
my clips—my Radio and TV Pix! Come 
high, but worth it. New York or West 
Coast. 
Box 9988, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
DON’T ANSWER THIS AD. . .unless 
you're looking for an Art Director who 
is an Advertising Man! Creative thinking 
in any position—backed up by eleven 
years in the Ad Agency business (in- 
cluding “top ten’). Non-temperamental, 
extremely un-lazy, very much married, 
| and definitely interested in going up the 
ladder. P.S. “Create-ability’ ‘is of the 
contagious variety! 
Box 9990, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FOR THE PUBLISHER who needs one 
| man to wear many caps. ..young (32) 
writer-editor-artist ‘(ex-publisher) with 
solid national news-stand and company 
magazine background desires challenging 


position. 
Box 9991, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Newest sounds in singing commercials, 
music, lyrics, talent and sound track. 
Lowest complete package price. Handled 
by famous musicians and writers. ROgers 
Park 4-1717. Chicago. 
MEDIA DIRECTOR 
Available January ist. Want place with 
small or medium-size agency where full 
benefit of long experience and reputation 
will be of value. Know rates, contractual 
conditions in all media. Experienced in 
budget composition and dealing with cli- 
ents. Present connection 10 years. Prin- 
cipals know all about this advertisement. 
Box 9992, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Proven ability and experience to handle 


Yrs. 


all sales & adv. problems. 15 yrs. Sales 
Adv. Mgmt., Industrial, Consumer, 
Direct Mail. Dealer, Wholesaler, Dept. 


Store. Also 3 yrs. space sales top medi- 
um. Age 37, family man. 5 figure income. 
Phone RI 7-3055, North Riverside, Il., or 
write: 


Box 9994, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING, 
OUTDOOR 


Young man, experienced; 
willing to travel, frequently 
at short notice. Please mail 
résumé of past experience. 
Box 797, Advertising Age 


480 Lexington Ave. 
New York 17, N.Y. 


Design 1 year exp. Studio Prod. Mgr. 5) 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

By appointment on 
59 E. MADISON - SUITE 1417 
CHICAGO 2, TLL. 
CEntrel 6-5670 


KEY JOB ON TOP ACCOUNT 


nate our service to a $2 million 
consumer and industrial client— 
we're addi a SENIOR AC- 
COUNT CUTIVE to the 4- 
man group now handling the 
account. 

uirements: PROVEN abilities 
in both copy and contact. Super- 
visory or copy chie experience 
will help you. So will a flair for 
planning. Salary will be in line 
with your experience; profit shar- 
ing with your production. Write 
in confidence re present income, 
experience; no samples. Box 793, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


PUBLISHERS REPRESENTATIVE 
specializing industrial field eastern ter- 
ritory desires established publication for 
all or part of territory. enty years 
proven ability space sales. 

Box 9993, ADVERTISING AGE 

480 Lexington Ave., N. Y. 17, N. Y. 


BUSINESS OPPORTUNITIES 


SELL YOUR AGENCY TO US. We are 
looking for a small agency, owner con- 
sidering retirement. Have plan to take 
over accounts on graduated split-fee ba- 
sis, present owner to control during 
transition. Mature, experienced, well 
rated and recognized. Rebert Peterson 
Adv., 20 N. Wacker, Chicago. CE 6-6749. 
WANT TO BUY 
Trade publication showing annual 
over $100,000. Also established newsletter 
service. Responsible buyers. Write in 
confidence. Chas. K. Feinberg, Broker, 
Box 1036, Newark 1, N. J. 


MR. BIG AGENCY 
Small, new agency will act as your 
branch, cen. & so. Ill., western Ind. Per- 
sonal service in your behalf. Protection 
guaranteed: Hughes & Associates, Box 
411, Charleston, Il. 


MISCELLANEOUS 


net 
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ATTN: EXECUTIVES 

Choice home on Chicago's North Shore— 
Kenilworth, Il. 9 rms. 5 bdrms, 3% baths, 
den, sun parlor scrnd porch, 2 car gar. 
Everything for gracious living and enter- 
taining. Walking distance to the finest 
schools, churches and _ transportation 
Large wooded corner lot. Immaculate in- 
side and out. Nothing will compare at 
price of $52,500. 

MICHIGAN SHORES REALTY, INC. 
421 4th Street Wilmette, Til. 
ALpine 1-7910, 1-5102 
SAMPLE COPY of “INDUSTRIAL ED- 
ITOR”, the only magazine for staff of 
company—sponsored publications. Inter- 
esting articles on communicating, print- 

ing typography, layout. 
Box 45589, Los Angeles 45, Calif. 


ADVERTISING 
DIRECTOR 


Grocery 
Products 


Fast growing AAA-1 Southeast- 
ern manufacturer of grocery 
products offers challenging po- 
sition with real future to top- 
notch man with proven success. 
As Advertising Director, you 
will be responsible for a size- 
able growing advertising, pack- 
aging, and sales promotion 
budget, work with advertising 
agency and contribute to over- 
all marketing plans. You should 
have the experience and ability 
to expand to national distribu- 
tion. Public Stock Corporation. 
Profit Sharing, retirement and 
insurance benefits. Young ag- 
gressive management. Salary 
open. Send complete résumé, in 
confidence, to: 


E. H. Kittredge, Jr. 
TEXIZE CHEMICALS, INC. 
Box 1820 
Greenville, S. C. 


Outstanding 


fully. 


young man on his way up. 


200 E. Illinois St. 


FOR SALES PROMOTION 
AND MERCHANDISING MAN 


We are looking for a capable, experienced sales promotion and mer- 
chandising specialist. He will join the executive group in an already 
large and expanding Midwestern brewery. Here the right man will 
have an opportunity to assume broad responsibilities working 
closely with congenial, aggressive merchandising and sales execu- 
tives. He is in his thirties now; has a good business background and 
a record of accomplishment. He can quickly prove his ability to 
create practical promotional ideas and follow them through success- 


He will enjoy generous employee benefits and will start with a 
very good salary and a liberal expense account. 


The man we are looking for will have strong consumer package 
goods experience; a brewery background is helpful, but not essen- 
tial. He will be backed by a powerful advertising campaign in 
television, radio, newspaper and outdoor. 


Your résumé with recent snapshot will be seen only by the execu- 


tive heads of the business. It will, of course, be held in complete 
confidence. This is an outstanding opportunity for an experienced 


Box 792 ADVERTISING AGE 


Opportunity 


Chicago 11, Illinois 


Our 46th Year 
RARE JOB: Coordinate copy, 
contact, mchdsg., planning, big 
industriai-consumer client for its 
long-time agency. Profit-sharing, 
retirement, stock options. Base $12,500 
FIRST-RATE RETAIL LAYOUT 
ARTISTS (men or women) $8-9M 
MARKET RESEARCH ANALYST $8-8500 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 8. Dearborn CE 6-5353 Chicago 


CANDLELIGHT COPY SERVICE 
Retail, mail-order, agency ad copy 
house organ copy .. . greeting 
card verse, gags . . . personnel bro- 
chures . . . general-interest articles 
for calendars, pamphlets and maga- 
zines written on assignment. Fast, 
ey service. Box 791 Adver- 
ng Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


—_ 
a 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


2 gi MA ha 4 +P SOE Gee PC One Ped (ore ME Wrest ee A ie RE ccs S gees Ge Sea a a Se A edie SO ge ain Sed oe ales ta Oss ke a a eee ee Soe a ace el Gt et Seen ee en ke Se ste 
aaa oy ET: ee Keene ee SS, ot Crane Pies ot). pe Cee nS I a feat eet mee far ea ONS Nee os 5 ee Ree a ie CRT eS ae ee oka hi rs Sa ae Sa 8 =f at ell lc le eee: ae ; 3 
oe : em Mes) i, ds 8 er ee ee. eae Sete ee ge eee i a sa 
eee a ee s othe ea eee ke Fara ae tt ae act ad ae Le A) gh ws RY ry = ee ms : SOAS i hee ga Nai a a eas cade ne bat . Pe “ere? 3 noes cA ve tet 1 i ce sear 2} te eae j Ray ey 
ie eae tte TP se ane bith ~ eres * ‘ Et Ot Sy re le: a RRS cE a Re ea, cy ee sere ae ae 2 mVeA\: eet le ere ieee 
a ie ee ee ea. eet Ee eer cs. ica 
ae ee ee | a | Se Sh ama cs Tn PERI ON Wmere ASS aa ee = 1 Ae eh eee Me aS Wee ree 2 ; Sore ee Seer 
on - : . e = ‘ . ata : - 
f ee eee 
_ iy = 
oa 
= ee ar 
; “es 
ee 
pa ee at 
ee ; ~ T 7 ; 
= — > os 
5 ee i 
, > * a” 
ee - - —— Pd a 
: a | i a i 
1 es a 
" ss | ey 
: 
ee re 
: aos 
i my 
: ie 
2 | ot 
= ie ; 
a ea 
_ ——__ —————_ ets 
Pe = | aw 
! ss 
32 ata 
3 | 
3 
Nhe | 
| 
| 
=: | veal 
| 2 oh 
? ye 
oo ea 
a mens 
‘ epee 
= Rts fi 
r Poet 
? | te 
2 | oF aie 
Fi Rie 
ice 
S a 
iy re 
hes —_ | = ied si 
is ae 
; hes 
“ ta ae 
e we; 
ue pias! 
br ae 
is res 
i | Sap 
= | 8 
¥- | ee 
* ae 
ia ay 
ie | ee 
< . ee 
: — ~- ae 
, | Seca! 
a eniged 
is | ayer 
ta it ng 
F ee | Bee 
: | as 
7 ee | 
| bees 
“OM 
: ee Ss cs 
a a 
is ak 
er ice 
4 + Sa 
ier. <7 
A = 
2 gee 
S oe 
‘ oat 
ee 
na ee 
e iY, —=S ae 
= anit armen sia 
4 sete 
BO eae, 
: BIRCH ae 
Bod “ / 
“ Be ai ee ! Y ‘ oe 
ei y er rsonne 4 : 
: Servic oop. 
| — Ine. | 
' eee el ee | 
| 2 
| | q 
‘ ! | se 
i | | ae 
, alee 
eae 
= 
e pee 
ear 
ee 
: . te 
, NP Oe 
ia ots 
Cit | 
ee care ica neler : ‘ as ae - Bere a ee ters i pee Sta 4 : dibgatabiaedd eee gee, Berge te ae Exh Pitt 2 igri ee bia es 
aris ts asks ous ane er. eee ae ‘ ba et Pere er eR te Al a pNcaiaae eee Re Ne, ue a a 4 id pei aetna 2 C2 pace andra i ilag a on d Mipitie : : hi gle Ae A OR Mts |) Mer ae 
gp eee PFO ee ne es eee saci sm SoS. i NR RN i ae" 
Pee eh i asian suite Ale NN EE ates Bea ET ly Seneca eee a eo plied coe es ee evince apne ee ee ete Ri ue 
Seren aie gai ae wiaen ree” : - : “a me (ese Ag ee ee ee a A pee ch ee NOD, Seas : CAN ee ee Oe I: ka Ae a aor Sai 
= ad prt ee i * ee tat en Se eae fern perfor \ ae SRS SE ore Mee ee eon do. Sips chine  isaedes Poe heel 4 big iy A oe yt A Dea se 3 i 2 = aren See ae 
' 5 Yoo Oro sia aa eee nea er ay ee et Re eee, re er eee re pire cere oper per a ae RR SRS Be ous ee mentee sen ae © ae Alc ORM hg eS Pe Eon eee ER Loo, TSE mn” oo tee eee ee ge 2 


Advertising Age, October 28, 1957 


Here's a Special Opportunity for a 


CREATIVE MAN 


with advertising or publicity experience. He will join the 
staff of a growing New York agency which has served a 
select group of industrial accounts for over twenty years. 
He'll be given plenty of rein to exercise his imagination 
and to prove himself as a writer of original copy. If he is 
interested and shows potential for it, he has a chance to 
move into the contact and service side of the operation. 
Starting salary $8,000 to $12,000 with excellent earnings 
potential. Candidates are requested to reply in detail to 
Box 794, ADVERTISING AGE, 480 Lexington Ave., 
New York 17, N. Y. 


Our employees know of this ad. 


CAN YOU USE A 


20 million Club W omen’s Market 
in your Sales, Advertising, 
or Public Relations Program 


A woman with more than 15 years expe- 
rience in cultivating and selling women’s 
clubs (with personal contacts at national, 
state and local levels) seeks association 
with a reputable organization able to uti- 
lize this profitable and influential market 
in their sales, advertising, or public re- 
lations program. Thorough understanding 
of convention p i and 

Complete resume upon request 

Box 798 ADVERTISING AGE 

ovens New York 17, N. oy 


CARTOONS 


ae Oe tian tens Gee, 


+See eon 
1 1 

4-A Midwest agency seeks man with good 
B/G in — media, plus some experience 
in pr and P/R materials. Contact 
me in pa Af 


GEORGE E. PYLKAS 


WE'VE GOT IT! 
Nationally known toy and hobby manu- 
facturer in Metropolitan New York area 
has niche for young man with ideas ga- 
lore. Ability an essential rather than ex- 
perience. State background and minimum 
salary requirements. Write fully Rh 


Executive Advertising Consultant 796, ADVERTISING AGE, 480 Lexi 
DILLAC ASSOCIATES, INC. ; 
220 S$. State St. + Chicago - WA 2-4800 Oy SE CS Oy & B- 


Unusual opportunity for Media 
Department assistant and space 
buyer in Chicago Office of top ten 


agency. Young woman preferred. Wy a 
Need not have buying experience, ( — Y 
i but general knowledge of media 

operations and estimating nec- a DOUG SMITH, semrer 

essary. Will consider experienced S _ 

Media secretary with ambition 

and ability to become space A complete pl , 

buyer. A real chance to start a 

career. to match experi- of Ad men, for Ad men... by an Ad man 


who has worked in all the jobs himself 


ence. Write full details of back- 
for over 20 years 


ground and experience. 
Box 802 ADVERTISING AGE 


333 NORTH MICHIGAN AVENUE - 
200 E. Illinois St., Chicago 11, Ml. E - CHICAGO 


FRenklin 2-3280 


ADVERTISING MANAGER 


Here is an outstanding position for the man who can qualify. 
Must have heavy top-level experience in packaged goods with 
national distribution, be 30 to 45 age bracket and able to work 
effectively with others. Five figure salary. Send us your résumé 
for confidential consideration by our client, a major California 
firm. 


MEREDITH WILEY & ASSOCIATES 


Management Consultants 
727 West Seventh St. 


Les Angeles 17, Calif. 


ADVERTISING MANAGER 
Alert, aggressive 4A AE, 38, experi- 
enced in sales promotion, advertising, 
display, PR, sneeenne. powses. 


HOW MANY HATS CAN YOU USET 


Creative decisive administrator, 
er with 


Au 
industrial and consumer ‘goods. Strong 


idea man, planner, contact, liaison. iy act ware, too tools Sy 
i ed . a. s. 
ioval shies op marksting: position with ||| fornam =e °F rae ed 
al 
aggressive | frm. $12, Complete Sy 
resume air-m 


ADVERTISING AGE 


Chicago 11, Illinois 


1 
ADVERTISING AGE 00 2. thas ot 


Chicago 11, tlinois 


Box 801, 
200 E. iMlinois St., 


You’re The Man We Want... 


AS ASSISTANT TO AGENCY VICE 
PRESIDENT IN CHARGE OF COPY... 


if you can demonstrate to us . . . 


you are looking for a challenging opportunity 
and security with an expanding agency where 
copy standards are high. 

you are a highly creative thinker, capable 

of creating outstanding campaigns and sparking 
ideas in others. 

you have at least 10 years’ experience in 

writing highly effective industrial and 
consumer advertising campaigns; and strong 
sales promotion material that motivates 
distributor and dealer cooperation. 

you can work in harmony with a creative staff. 
you would be happy in Reading . . . a pleasant 
community that offers convenient living, 
moderate costs, freedom from 

commuting headaches. 


Write in strict confidence to Robert A. Kline, 
Vice President, BEAUMONT, HELLER & SPERLING, INC., 
6th and Walnut Sts., Reading, Pa. 


Trode Pebleations. yo = on pol 
CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


CIRCULATION PROMOTION 
HELP NEEDED 


We have opening for young experienced 
Circulation Promotion Man with ability to 
write convincing direct mail sales letters 
for subscription and agent programs. Ex- 

t opportunity to advance as Assist- 
ant to Circulation Director. Idea) living 
conditions in quiet progressive mid-west 
community. Attractive salary, profit shar- 
msion, group insurance, and other 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = FLLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Creative Acct. Exec. 


for Connecticut Agency 


Successful 4A agency in Hartford is 
on the alert for another able, crea- 
tive associate. Trade and consumer 
copy experience essential. Equally 
capable on contact. No job for an 
amateur or ialist, but a terrific 
opportunity for an all-around ad- 
man with a flair for copy and a 
liking for clients. Liberal starting 
salary (free group insurance, profit 
sharing) and a chance for rapid and 
substantial increases if you measure 
up to our standards and require- 
ments. Tell us all about yourself— 
by mail only, please 
Graceman ——— 4 Inc. 
983 Main St., Hartford, Conn 


Frankel Leaves 
Politz to Join 
Audits & Surveys 


(Continued from Page 3) 
nationwide probability sample. He 
is currently a member of the ad- 
visory committee to the U. S. Bu- 
reau of Census, chairman of the 
federal census committee, New 
York area, and adjunct professor 
of statistics at New York Univer- 
sity. 

Audits & Surveys was formed 
four years ago by two former Elmo 
Roper executives, Mr. Dukta and 
Robert Williams, who is a vp. It 
does conventional market research 
surveys for clients, but its chief 
distinguishing feature is its na- 
tional total market audit service. 

Through this service the com- 
pany offers companies a continu- 
ous, nationwide audit of sales and 
inventories at the retail level. A 
probability sample is used to cover 
all types of retail establishments. 
This phase of the operation is simi- 
lar to the audit maintained by A. C. 
Nielsen Co. in the drug and grocery 
fields. 


s The company has expanded to 
the point where it now employs 50 
persons and claims to be one of 
the six largest market research 
companies in the field. Clients who 
have used its audit service include 
Gillette (and its Toni and Paper- 
mate divisions), Johnson & John- 
son, S. C. Johnson, Charles Pfizer, 
Parker Pen and Scripto. It has 
done survey work for American 
Telephone & Telegraph, Life, Syl- 
vania, General Electric and the De- 
partment of Agriculture. Currently 
it is doing an urban renewal study 
for the New York City Planning 
Commission. 

At Audits & Surveys Mr. Frankel 
will be rejoining other Dun & 
Bradstreet alumni. Mr. Dukta and 
vps James Partner and Joseph 
Slattery are all ex-D&Bers. Irving 
Roshwalb, who recently joined the 
company as a vp, was formerly 
with Opinion Research Corp. 


ADV. appre 


ACCOUNT EXECUTIVE ........... 
Administrative; consumer ae 
Top potential with 4A Agency. 


MARKET RESEARCH 
Indust. Chem. bkgd. for Mfr. 


MARKET RESEARCH 
Food or Drug exp. for 4A Agency. 


SE GEE on bveckaconesseed 
Consumer magazine experience. 
P. R. WRITING 


Indust. publications writing. 
P. R. & promotional copy. 


B. L. CLEM 


Imperial Personnel 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


s Mr. Frankel is leaving the com- 
pany that is the volume leader to- 
day in the market research busi- 
ness. Politz employs some 200 
persons, exclusive of its large field 
staff, and has as continuing clients 
| Socony Mobil, Coca-Cola, Chrysler, 
|Bristol-Myers, Kimberly-Clark, 
|Accent, S. C. Johnson, U. S. Steel 
| and the American Institute of 
| Men’ s and Boys’ Wear. In addition, 
Politz handles many assignments in 
the media field. 

The latest Alfred Politz client 
is the House of Seagram Inc., 
|which has just appointed the com- 
|pany to handle market research 
|studies relating to consumer pref- 
erence, media and advertising. The 
|liquor company said the Politz as- 


WE KNOW 


clients will automatically be 


Tu 


Mr. Noble is Chairman of the 


A new sales representation firm seeks non-competitive ac- 
counts in the display, sales promotion, visual aids, graphic 
arts field with high potential in the New York area. Our 


sentials Shows and the National Sales Aids Shows in N.Y.C. 
We have offices and showroom three blocks from Grand 
Central. Moderate fee with incentive plan. If you need 
promotion and sales effort in the largest market consider — 


NEW YORK! 


in the annual Advertising Es- 


OMAS B. NOBLE ASSOCIATES 
135 East 39th Street 
New York 16 
LExington 2-9921 


Advertising Trades Institute, Inc. 
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signment will not affect the inter- 
nal market research studies which 
have been directed for 10 years 
now by Dr. Frank Hypps at A. 
Asch Inc., a Seagram house agency 
for outdoor advertising. # 


Shamie Buys ‘Grocer-Graphic,’ 
"Yankee Grocer’ from Bill 

Shamie Publishing Co., Detroit, 
has purchased Grocer-Graphic and 
Yankee Grocer from Bill Bros. 
Publications, New York. Grocer- 
Graphic is circulated to the food 
industry of metropolitan New York 
and Yankee Grocer has coverage 


throughout the New England 
states. Shamie publishes the 
Grocers’ Spotlight, Michigan and 


northern Ohio editions. 

John Hartman, Bill Bros. presi- 
dent, said the two regional pub- 
lications were sold so that his 
company “could speed up expan- 
sion in the national publications 
field.” Shamie said no changes will 
be made in the editorial policy or 
publication staff of its new publi- 
cations. 


Grey Adds Greyhound 

Greyhound Corp., Chicago, will 
consolidate advertising for bus and 
rent-a-car operations in Grey Ad- 
vertising Agency, effective Jan. 31, 
1958. Grey, which has been han- 
dling the company’s bus advertis- 
ing, will succeed Maxon Inc. as the 
agency for Greyhound Rent-A-Car. 
Robert A. Conahay Inc. wiil con- 
tinue as agency for Greyvan Lines. 


Steinbach Boosts Gross 

A. D. Steinbach & Sons, New 
Haven and New York, lithograph- 
er, has elected Albert J. Gross vp 
in charge of sales, For many years 
with Remington Rand, Mr. Gross 
has been New York sales director 
of Steinbach since 1953. 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectiona! or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


GEE I Now there’s 


a detergent!” 


Commercials on WGN-TV have 
a way of getting results — because 
WGN.TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“WGN-TV = 
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AFA, FTC Agree 
to Cooperate in 
Weeding Bad Ads 


(Continued from Page 1) 
effort. 

However, last week AFA Chair- 
man Robert M. Feemster told an 
AFA district meeting in Memphis 
that the session with FTC officials 
would explore such possibilities as 
the role local adclubs can play in 
helping to investigate complaints 
against businesses in their com- 
munities and perhaps in helping 
to stop unfair and deceptive ad- 
vertising before it gets to the FTC 
cease and desist stage (AA, Oct. 
23). 


s The FTC release said the two 
organizations—AFA and FTC— 
were agreed that a voluntary cam- 
paign for truthful advertising will 
produce more lasting’ effect 
throughout the nation than the 
punishment of a few offenders. 

The impression at FTC today was 
that the project will be in the na- 
ture of an educational campaign, 
with AFA pointing up to its mem- 
bers the kinds of common offenses 
which are of particular concern to 
the commission. 

But the details of the project 
reportedly are still subject to fur- 
ther consideration by the commis- 
sion. 


es FTC Chairman John Gwynne 
said the principal target areas at 
this time are “such abuses as fic- 
titious pricing, bait advertising, 
and exaggerated and untruthful 
claims of curative value” for drugs. 

He praised the AFA “for its 
cooperative attitude’ and empha- 
sized that Congress originally re- 
garded FTC essentially as a co- 
operative body to help business 
stay within the law. 

Reportedly the initiative for last 
night’s meeting originated with 
Mr. Feemster, who was a college 
classmate of Alex Akerman Jr., 
FTC’s executive director. Before 
taking office as AFA’s chairman, 
Mr. Feemster approached his ex- 
classmate to inquire how the ad- 
vertising industry could cooperate 
with the FTC in order to help 
eliminate questionable ads which 
are harmful to the entire industry. 


® In addition to AFA officials, last 
night’s dinner group included three 
of the FTC commissioners, plus 
key members of the staff. 

The proposal for a cooperative 
arrangement between FTC and 
the advertising industry was not 


| 


| 


entirely original. As recently as| 
July, 1953, representatives of the | observed, “The prestige of adver- the search for faults in the free 
ANA and Four A’s met with for-|tising should not be jeopardized | broadcasting service. 


mer FTC Chairman Edward F.|by an unscrupulous get-rich-quick | 


| velop a “continuing liaison” look- 


ing toward joint efforts to deal 
with questionable campaigns. 
After three sessions the nego- 
tiations collapsed, however, with 
FTC taking the position that final 


| responsibility in all false adver- 


tising situations could not be 
shared with any outside groups. 
# Chairman Gwynne said _ the 


agreement between the FTC and 
the AFA demonstrates that co- 
operation is still the cornerstone 
of FTC policy. He hailed the offer 
of cooperation from AFA, pointing 
out that “false advertising injures 
all advertising.” 

“Advertising is the handmaiden 
of competition,’ he observed. 
“Therefore, we welcome any prac- 
tical down-to-earth system of co- 
operation with the advertising in- 
dustry that seeks to improve the 
character of advertising. Certainly 
this is needed, and we at the Fed- 
eral Trade Commission consider 
it a privilege to have the help of 
the industry in clearing the ad- 
vertising road for honest competi- 
tion.” 


s Mr. Feemster said the likelihood 
of a $15 billion annual volume of 
advertising in the years ahead is 
sure to result in such a large num- 
ber of ads that FTC couldn’t hope 
to police it adequately. 

“Therefore it behooves us to take 
advantage of the fact that most 
advertisers are in thorough agree- 
ment that the law has to be en- 
forced. Any percentage point we 
can gain by working together to 
achieve truth in advertising is a 
good healthy percentage point. I 
am convinced we ought to be able 
to do this and real accomplish- 
ments can evolve,” he said. 


8s Among the other FTC officials 
commenting on the ineeting were 
Commissioners Robert T. Secrest 
and Edward T. Tait. 

Commissioner Secrest expressed 
confidence that 99.9% of business 
men and their legal advisors favor 
honest advertising but don’t al- 
ways know what is legal. He said 
he is convinced that newspapers 
and radio-tv stations are equally 
interested in assisting any effort 
to assure honest advertising. 

Commissioner Tait said he con- 
sidered the cooperative program 
“most welcome.” 

Charles Grandey, director of 
FTC’s office of industry coopera- 
tion, said the advertising industry 
in general has given evidence of 
its growing and sincere desire to 
use advertising properly for pro- 
moting goods, but he added, “We 
have only touched the hem of the 
garment of what the industry and 


FTC can accomplish jointly.” 


Daniel J. Murphy, FTC legal 
specialist on deceptive advertising, 


Howrey in a similar effort to de-| minority.” + 


— @EZAOM THEIR 
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McHugh 


Griswold 


P. R. AWARD WINNERS—Keith McHugh, president of the New York 
Telephone Co., and Keith Funston, president of the New York Stock 
Exchange, recently accepted Public Relations News achievement 
awards from Denny Griswold, editor and publisher of Public Rela- 
tions News. The phone company award was for “a program train- 
ing employes to serve as public relations ambassadors for the com- 
pany,” and the stock exchange award was “for helping to strengthen 
the economic system through a long range campaign to acquaint the 
public with an opportunity to own a share of American business.” 


MEM er rues 
MAINTAIN GFPt 


Funston 


{Continued from Page 1) 

“This is a prospect of concern 
not only to the public but to Amer- 
ican business which relies too 
heavily on the advertising impact 
of television to sell its goods and 
services. It is no coincidence that 
television’s first 10 years as an ad- 
vertising-supported medium par- 
allel the 10 years of America’s 
greatest economic growth. During 
this decade advertising and mer- 


front as the economy’s prime 
movers and among all merchandi- 
sing media television’s growth has 
been the greatest. 


@ “We can only speculate mourn- 
fully on what might happen if 
television’s powerful advertising 
voice were stilled or reduced to a 
whisper. For even though it’s likely 
that pay tv will seek advertising 
revenue, it is inconceivable that 
it will be able to deliver an audi- 
ence of tens of millions hour after 
hour as television now does, and 
without such a continuing mass 
audience, television will cease to 
exist as a primary national adver- 
tising medium,” the NBC president 
said. 


e Mr. Sarnoff also lamented the 
| government's preoccupation with 


“The effects which the develop- 


chandising have come to the fore-| 


NBC May Join Pay TV Ranks, if 
Public Buys It, Sarnoff Reveals 


| wireless, would have on the public 
'and the economy must surely con- 
jcern the officials of government,” 
he said. “Yet it is ironic that with 
such basic issues posed for reso- 
lution, the principal government 
preoccupation with broadcasting 
is devoted to searching for faults 
in the methods by which television 
stations and networks operate to- 
gether in providing a free broad- 
casting service. It is also ironic 
that after two years of laborious 
investigation, a government study 
staff has concluded that although 
networks perform a major public 
service, they should be barred 
from operations which most ex- 
perienced broadcasters feel are 
essential to the network function,” 
Mr. Sarnoff asserted. + 


Pay TV Will Boost 
Station Competition, 


Warner Tells Admen 


HOLLYwoop, Oct. 22—Pay tv will 
increase present competition be- 
tween stations tremendously, Har- 
ry Warner, attorney for KTLA and 
Paramount Television, told mem- 
bers of the Hollywood Advertis- 
ing Club yesterday. He spoke as 
|}one of a panel discussing closed- 
circuit tv. 

Mr. Warner said that when 
pay tv comes to Los Angeles, there 
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nels, making a total of 10 compet- 
ing for the advertiser’s dollar. In 
his opinion, closed circuit chan- 
nels will carry advertising. 

He predicted closed-circuit chan- 
nels would not be on a pay basis 
at all hours. Instead, subscribers 
would probably find pay events 
on from 7 to 11 in the evenings, 
with pay programming in after- 
noons being only for sports events. 
The rest of the time such channels 
would be devoted to sponsored tv, 
he said. 


® Mr. Warner said that in view 
of the fact the FCC has not yet 
authorized air-link pay tv, obvi- 
ously the first pay channels will 
be over wires. Wire channels are 
also more economical, he said. He 
reported that a Telemeter survey 
of Los Angeles has indicated wire 
is cheaper until more than 400,- 
000 subscribers have been ob- 
tained. 

Doug George, western represent- 
ative of Theater Network Televi- 
sion, said that pay tv would not 
be any more successful than closed 
circuit radio, which was tried back 
in 1931. He said the trouble now 
is the same as then: “Too many 
hands reaching into the pot.” 

Speaking of TNT’s experience, 
Mr. George said, “Lord help any- 
one trying to get people to pay 
money for opera.” He pointed out 
that closed-circuit tv can be many 
more things than pay tv as such. 


s Walter McNiff, western head of 
the Television Bureau of Adver- 
tising, expressed the belief there 
are too many claims on the spec- 
trum for pay tv to get channels 
for air-link use. If wire is used, 
this represents a new business 
and should be given a chance if 
it is needed and gives a value. 

Noting the claims that opera 
and similar cultural events will 
be brought to the public, he com- 
mented that when it is opera 
versus Ed Sullivan, “goodbye pay 
tv.” Mr. McNiff asserted the pub- 
lic will be the loser from pay tv. 
He said that even the most ex- 
pensive tv show costs the adver- 
tiser only $4 per thousand, or two- 
fifths of a cent per home. Yet pay 
tv proponents never speak of any 
program costing less than 25¢, 
and mestly in the $1 range. 

To Mr. MeNiff, the growth of 
the tv industry is proof the public 
already has the widest program 
selection and likes what it sees. 
He declared that since some of 
tv’s growth has come at the ex- 
pense of newspapers, they are for 
pay tv. Also, he says, newspapers 
expect to get added revenue from 
pay-tv operations, # 


Coman Starts New Agency 
John S. Coman & Associates, a 
new agency, has opened offices at 
917 Ramseur St., Durham, N. C. 
Mr. Coman, a former advertising 
and sales promotion director for a 
Durham lumber company, is presi- 


{ment of pay tv, wired as well asi will be at least three more chan-| dent. 


Vance Wintersteen 


ABP MEETING—In the center photo Dr. Bergen Evans, professor of English at Northwest- 
ern University and moderator of the tv show “The Last Word,” is shown as he ad- 
dresses the midwestern conference of Associated Business Publications in Chicago. 
Also at the speakers table are George Dibert, J. Walter Thompson Co.; Philip Allen, 
Maclean-Hunter Publishing Co.; Nelson Bond, McGraw-Hill Publishing Co., ABP 
board chairman; I. W. Cole, Medill school of journalism, Northwestern, and Walter E. 


Fairchild Dibert Allen 


Evans Bond 


Cole 


Botthof Gould 


Wolesley 
Botthof, Standard Rate & Data Service. At the left Herbert Vance, Vance Publishing 
Corp.; Ned Wintersteen, Reuben H. Donnelley Corp., and Edgar Fairchild, Fairchild 
Publications, take a breather during the sessions. In the discussion group at the right 
are Dr. Arthur Gould, Medill; Roland Wolesley, school of journalism, Syracuse Uni- 
versity; William E. Hall, direator of the school of journalism at Nebraska, and Perry 
I. Prentice, House & Home. 


Hall Prentice 
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OAI’s Moore 
Blasts Senator's 
Outdoor Views 


PHILADELPHIA, Oct. 22—A blister- 
ing attack against Sen. Richard L. 
Neuberger (D., Ore.) and other 
legislators who have been attempt- 
ing to ban outdoor advertising from 
the nation’s highways was sounded 
here today before the Poor Rich- 
ard Club by Warner R. Moore, 
president of Outdoor Advertising 
Inc., national sales organization for 
the outdoor advertising industry. 

Mr. Moore, who formerly was 
advertising director of the Phila- 
delphia Inquirer and business man- 
ager of the New York Herald Trib- 
une, called on other advertising 
media to join in a united front and 
consider such attacks as “attacks 
on the advertising industry as a 
whole.” 

He not only attacked Sen. Neu- 
berger’s proposed bill as an “anti- 
outdoor advertising bill,” but stat- 
ed that the language used by the 
senator was more like the kind of 
language Americans use when 
talking about Soviet Russia. 


= He said the senator’s lack of 
recognition of the progress made 
by the outdoor advertising industry 
was “remarkable.” 

“He pictures it as it was 30 and 
40 years ago,” the speaker declared. 

“We feel we have a problem de- 
fending ourselves editorially as 
other media do not have,” Mr. 
Moore stated, adding that the me- 
dium has difficulty in presenting 
its position to the public. 

For example, Sen. Neuberger at- 
tacked outdoor postings as a safety 
hazard, even though the National 
Safety Council and insurance com- 
panies argue to the contrary, he 
pointed out. 

“Our business in most instances 
is in selling markets,” he declared. 
“We do not want to go into any 
area unless other businesses are 
permitted there.” 


s The speaker pointed out that 
newspapers have presented photos 
of outdoor posters on highways 
which are not part of the standard 
outdoor advertising business. 

He said the outdoor industry is 
now embarking on a very thorough 
public relations problem to help 
counter a bad press. 

While not on a constructive basis, 
the “insidious” undermining criti- 
cism is actually criticism of the en- 
tire advertising industry, he said. 

Mr. Moore warned that even 
though Americans accept advertis- 
ing as an important segment of the 
economy, enough repetition of lies 
can poison the mind. 


® The speaker pointed out that in 
1956 alone the outdoor industry 
gave almost $2,000,000 in free space 
to promote safe driving, charities, 
etc. A survey made in 38 cities 
found that other media spent about 
$1,500,000 during the same period. 

To tell the story of outdoor ad- 
vertising, he added, the industry 
has spent advertising money in the 
other media. 

“We all honestly believe in one 
another’s medium,” he said. “We 
should present a united front.” + 


DuPont Will Run Garden 
Booklet as an 8-Page Ad 

E.I. du Pont de Nemours & Co, 
will run an eight-page, four-color 
garden clinic guide booklet as an 
insert in the April issue of Flower 
Grower. The booklet will provide 
consumers with technical informa- 
tion (written in a non-technical 
way) on how to use DuPont garden 
chemicals. The booklet also will be 
distributed to consumers through 
DuPont dealers. 


No Agency Changes 
Planned at Pabst 


as Lachner Resigns 


(Continued from Page 1) 
board chairman in 1954—a job he 
will continue to handle in addi- 
tion to his president’s duties. Mr. 
Perlstein made it clear to AA that 
his reappointment as president was 
not a temporary one, and that the 
company is not seeking a man to 
succeed Mr. Lachner. 


® A new agency “will be named 
in the next week to ten days” to 
handle Pabst’s Eastside beer, Mr. 
Perlstein said. He asserted that he 
and Richard Hehman, director of 
marketing, would see and offer 
opinions on campaigns for Eastside 
submitted by Young & Rubicam 
and Hixson & Jorgensen—the two 
“finalists”—but the final selection 
will be up to a four-man Eastside 
management team headed by 
Charles Lick, exec vp. 

Both Mr. Perlstein and Mr. Lach- 
ner declined to comment on rea- 
sons for Mr. Lachner’s departure. 
However, both said the resignation 
was a “mutual understanding,” 
and Mr. Lachner told AA that he 
“was happy with the whole af- 
fair.” Mr. Lachner said he had 
“several things in mind as far as 
a job was concerned and that he 
hoped to get back in the grocery 
business.” 


s “There will probably be some 
changes in marketing, advertising 
or sales plans, but I have made no 
decisions as yet,’ Mr. Perlstein 
said. “I have been on the job only 
three days and I am doing a lot of 
listening.” 

In a letter to stockholders Mr. 
Perlstein pointed out that the 
company suffered its only loss 
($767,724) in 1956, and that this 
red-ink condition has continued 
this year. 

“Vigorous action is called for to 
effect more favorable results in the 
future,” he wrote. “While this can- 
not be brought about overnight, I 
am confident that it can be ac- 
complished.” + 


FTC Examiner Hits 
Merchandising Plans 
on Radio and TV 


(Continued from Page 1) 
supporters of the plan, and thus 
paid for time granted the chain 
stores. He expressed the opinion 
that it is “a reasonable conclusion 
that they would not have pur- 
chased broadcasting time at all, 
or would have purchased it only 
at a reduced price or in a lesser 
amount, except for the inducement 
of the in-store promotion.” 

While the decision did not 
identify the chains which par- 
ticipated, it said the system origi- 
nated in New York and Chicago 
in 1950 and 1951, when time was 
difficult to sell. 


s The companies facing cease and 
desist orders under the ruling, 
and the amounts they were re- 
ported to have spent under the 
plans are: 

Groveton Paper Co., $122,000 
with ABC-TV, New York, and 
WEEI, Boston, in 1954; General 
Foods Corp., $206,000 on WABC, 
New York, WBBM, and WMAQ, 
Chicago, in 1955; Sunshine Bis- 
cuits Inc., $132,000 on WBKB 
and WMAQ, Chicago, WNBC and 
WABC-TV, New York, in 1955; 
Piel Bros., $211,000 on WCBS and 
WNBC-WRCA, New York, in 1953; 
Hudson Pulp & Paper Co., $154,000 
on WBKB, Chicago, WCBS and 
WNBC, New York, in 1954, and P. 
Lorillard Co., $210,000 on WABC- 


cago, in 1955. 
The examiner’s ruling is sub- 
|ject to review by the commission. 


TV, New Yerk, and WBBM, Chi- | 


Last Minute News Flashes 


FDA Seizes Vi-Jon Product in Flu Claim Fight 


WasuHIncTon, Oct. 25—Following on the heels of its seizure of several 
shipments of Listerine last week (AA, Oct. 21), the Food & Drug Ad- 
ministration this week seized a shipment of Vi-Jon Hospital brand 
antiseptic mouthwash in another crackdown on an advertiser’s claim 
regarding Asian flu. The Vi-Jon seized was being shipped by G. C. Mur- 
phy Co., McKeesport, Pa., chain store group, to one of its stores in Co- 
lumbus, O. It contained a placard that read: “Murphy’s prevents Asi- 
atic flu. Vi-Jon mouthwash, 39¢.” 


Waldie & Briggs Acquires Christopher Agency 


Cuicaco, Oct. 25—Waldie & Briggs has acquired Robert Christopher 
Agency through a merger. Robert J. Christopher, president and owner, 
has joined the client contact staff of Waldie & Briggs as account group 
supervisor. The principal accounts of the Christopher agency which 
now will be serviced by Waldie & Briggs are Clarin Mfg. Co., steel 
folding chairs; Elkay Mfg. Co., stainless steel] sinks; Federal Tool Corp., 
housewares; Fiat Metal Mfg. Co., shower cabinets; Kyova Fiber Pipe 
Co., fiber pipe and conduit, and Roth Rubber Co., subsidiary of Vapor 
Heating Corp., molded rubber products. 


Kibrick Leaves K&E tor Manott Media Post 


New York, Oct. 25—Robert R. Kibrick, formerly assistant media 
supervisor of Kenyon & Eckhardt, has been named director of media 
and broadcast planning of Richard K. Manoff Inc., a new post. 


Norco Sales Enters Gas Refrigerator Field 

Los ANGELES, Oct. 25—Norco Sales Co., gas equipment manufacturer, 
will put a line of new slim-style German-made gas refrigerators on the 
market in January. The company, which has been selling the German 
units mostly to the trailer industry, had planned to enter the consumer 
field in 1959, but decided on an earlier introduction when Servel 
stopped manufacturing gas refrigerators and left the U. S. without a 
gas refrigerator manufacturer. To handle the new business Norco is 
setting up warehouses and expanding its sales and service staffs. Mil- 
ton Carlson Co., Los Angeles, is the agency. 


Thomas McAvity Moves from NBC to McCann 

New York, Oct. 25—Thomas A. McAvity, formerly an exec vp of 
the National Broadcasting Co., will join McCann-Erickson as vp and 
general executive, reporting to C. Terence Clyne, tv-radio vp. 


EWRR Names Four New VPs 


New York, Oct. 25—Four new vps have been named by Erwin Was- 
ey, Ruthrauff & Ryan: Rollo Hunter, B. W. Matthews, John C. Legler 
and Richard Diehl. Mr. Hunter, in charge of radio and television, head- 
ed up the Erwin Wasey radio-tv department prior to the R&R merger. 
Mr. Matthews and Mr. Legler are former account supervisors, Mr. 
Matthews at R&R and Mr. Legler at Erwin Wasey. Mr. Diehl, head 
art director, began his advertising career with R&R 17 years ago. 


Stone Joins Henri, Hurst; Other Late News 


e A. B. Stone, formerly vp of William Hart Adler Inc., Chicago, has 
joined Henri, Hurst & McDonald, Chicago, as an account executive. 
Two fermer Adler accounts with an estimated combined billing in ex- 
cess of $200,000 followed Mr. Stone to the new shop: Thomas Indus- 
tries Inc., Louisville, with its Moe Light lighting fixtures, Wright Pow- 
er Saw & Tool, and Electric Sprayit paint spraying divisions, and 
Blocksom & Co., Michigan City, Ind., upholstery filler manufacturer. 


e Announcing that a “regrettable incident”—Bob Hope’s appearance 
on a Bulova co-sponsored Frank Sinatra show—had forced cancelation 
of the Bob Hope shows, U. S. Time Corp. (Timex), New York (Peck 
Advertising), signed this week as a co-sponsor with Shulton (Wesley 
Associates) of an hour Bing Crosby telecast Dec. 11 on CBS. Timex 
indicated it also is interested in future Crosby shows. The Timex an- 
nouncement on Crosby came at a time when NBC executives were still 
trying to talk U. S. Time into reconsidering the Hope cancelation. 


e The Federal Trade Commission has charged that Waltham Watch 
Co. misrepresents the origin and quality of its “Waltham Premier” 
watches, with references to “the famed, history rich Waltham crea- 
tions” obscuring the fact that movements for the Premier line are im- 
ported from Switzerland and not produced domestically. 


e The Census Bureau reports that more than four out of five U. S. 
households now have tv sets. The 80% figure was based on a survey 
made in April, 1957, and compares with 76% in February, 1956. Set 
saturation was 87% inside the standard metropolitan areas (up 5%) 
and 70% outside the metropolitan areas (up 11%). 


The networks were not named as|store an equal opportunity to par- 
parties in the complaint, but filed |ticipate,” it meets all the legal 
briefs disclaiming that the na-|requirements set forth in the de- 
tional advertisers contracted toj|cision, he said. 
provide anything of value for the} CBS Radio, meanwhile, an- 
chains which were making dis-|nounced that it will support the 
play space available to network | appeal of the initial decision in the 
customers. | supermarketing cases. 

“CBS was not made a party in 
8s In New York, Thomas B. Mc-|these cases,” Mrs. G. Zorbaugh, 
Fadden, vp in charge of NBC|vp and general attorney for CBS 
owned stations and NBC spot! Radio, explained. “However, be- 
sales, today said the “Chain|cause we believed the plan ini- 
Lightning” merchandising plan of|tiated by us for the purpose of 
NBC’s radio stations will not bej|increasing sales of radio times was 
affected by the “initial decision|the real target of complaints in 
of an FTC hearing examiner on/)|these cases, we filed a supporting 
media merchandising.” |brief. In our judgment, the super- 

Mr. McFadden said the ruling marketing plan and participation 
“related to an earlier form of the |in it are lawful. We believe the 
Chain Lightning plan which hasjdecision of the hearing examiner 
|been superseded by a broadened|is unsupported by the record and 
plan offering participation oppor-|insufficient in law. We confidently 
tunities to all food retailers fo anee that the initial decisions 
| gardless of type or size.” |will be reversed when they are 
| NBC lawyers feel that since the|reviewed by the full commis- 
current plan gives “every food sion.” # 


MR. LOWELL THOMAS HAS THE HERTE IDEAT 


- 
2 ae 


a 


NEW HERTZ CAMPAIGN—Hertz Rent 

A Car System will launch its 1958 

ad campaign, which features fa- 

mous persons, with this Lowell 

Thomas ad in the November issue 
of National Geographic. 


$6,800,000 Budget 
Set by Hertz for 
‘58 in Four Media 


Cuicaco, Oct. 24—Hertz Rent A 
Car System will invest a record 
$6,800,000 in local and national 
advertising in 1958, a 23% increase 
over the estimated $5,200,000 in- 
vested by the company this year. 

Joseph J. Stedem, exec vp of 
Hertz and chairman of the Hertz 
advertising committee, said the 
company will boost its consumer 
advertising in newspapers and 
magazines and also expand the 
number of publications. At least 
50% of the 58 budget will go into 
national advertising. 

Four large electric signs to be 
built in four cities will be used by 
Hertz for the first time. Business 
Week, Town & Country and AOPA 
Pilot, a new magazine to be pub- 
lished by the Aircraft Owners & 
Pilots Assn. beginning in March, 
have been added to the magazine 
list, making a total of 31, Mr. 
Stedem said. 


s Advertising in the Sunday tra- 
vel sections of metropolitan news- 
papers, used on a limited basis last 
year, will be expanded to include 
more cities, he added. 

The 1958 Hertz consumer ad 
campaign will consist of testimoni- 
al ads built around famous person- 
alities. The first of the new ads, 
which will feature Lowell Thom- 
as, will appear in the November 
issue of National Geographic Mag- 
azine. Five other personalities will 
be featured. 

Campbell-Ewald 
agency. + 


HARRY A. KOEHLER 

Cuicaco, Oct. 22—Harry A. 
Koehler, 67, died Oct. 17 in Prés- 
byterian Hospital. He had been ill 
for some time. 

Mr. Koehler, who retired in 1948, 
was publisher of the former Chi- 
cago Herald-Examiner from Au- 
gust, 1938, until the newspaper was 
merged with the Evening Ameri- 
can in August, 1939. He then be- 
came vp of the combined Herald- 
American and remained in that 
position until his retirement. 

Mr. Koehler organized the mer- 
chandising department of the old 
Evening American in 1921. Three 
years later he became manager of 
the Rodney E. Boone organization, 
which then was national repre- 
sentative for Hearst Newspapers. 


ANDERSON PACE 

Cuicaco, Oct. 22—Anderson 
Pace, 72, died Sunday in Evanston 
Hospital. Mr. Pace was a onetime 
advertising manager of Butler 
Bros., Chicago, and was a partner 
in the Pace Co., advertising and 
industrial engineering organiza- 
tion. ' 


is the Hertz 
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Bertsch + 
Cooper 


...it also means 


Chicago's 


largest, complete 
typographic service 


facilities 


Type faces used are: 


Egyptian Expanded - Stymie Medium 


Toilet Soap Marketers Gird Loins 
for Bitter Battle in Chaotic Field 


(Continued from Page 2) 


only in drug and department stores. 
The deodorant soap market was not 
large then, and what there was of 
it was owned by Lever’s Lifebuoy. 

The major soap companies failed 
to take any retaliatory measures 
against Dial for more than three 
years. Dial, meanwhile, attained 
national distribution by moving in- 
to food stores and supermarkets 
(where the large majority of all 
soap is sold), moved into the na- 
tional advertising picture with im- 
pressive campaigns and cut its 
price and offered half-price sales 
and other deals (standard proced- 
ure in soap marketing). 


s The Dial story is a remarkable 
marketing success story. At the end 
of 1950, three years after its intro- 
duction, Dial had 3.2% of the entire 
toilet soap market. At the end of 
1954, Dial captured first place in 
dollar sales in the soap field with 
about 15% of the market. In 1955 
and last year, Dial retained first 
place in dollar sales and boosted 
its share of market to an estimated 
18.5%. 

Armour made its first change in 
Dial earlier this year when it test 
marketed Dial in five new colors 
(AA, April 1). Two months later, 
the company kicked off an exten- 
sive four-media ad push for a new 
soap, Golden Dial, which has re- 
placed the standard Dial bar. The 
new soap contains Super AT-7, 
which Armour claims is “twice as 
effective as any deodorant ingre- 
dient in any soap.” 

Just last month, Armour 
achieved national distribution for 
Dial—in the complexion bar 
(small) size—in three new colors, 
blue, pink and green. A six-media 
campaign for the new colors broke 
earlier this month (AA, Sept. 16). 


= Lever Bros. was one of the first 
soap giants to recognize the Dial 
threat. In 1952 Lever revamped the 
Lifebuoy bar and introduced new 
Lifebuoy with Puralin (AA, May 
26, °52). A year later, Lever 
brought out a new coral-pink Life- 
buoy soap, with the “new, new 
Puralin,” said to be an improve- 
ment on the 1952 soap, which was 
found to contain a slight carbolic 
odor (AA, June 22, ’53). 

Lever boosted the price of Life- 
buoy and adopted a more sophis- 
ticated advertising theme for the 
soap, dropping the heavy mascu- 
line copy approach that it had used 
before. The company gave its pink 
Lifebuoy a $500,000 ad push to 
get it started. 

Lifebuoy’s share of the market 
jumped to more than 8% in 1954 
and 1955. Before then, Lifebuoy 
had about 6% of the toilet soap 
market. Lifebuoy’s current chunk 
of the market is estimated at be- 
tween 7% and 8%. 

Obviously worried about declin- 
ing Lux toilet soap sales, Lever 
introduced a new Lux soap in a 
new gold-foil wrapper in June, 
1955. Lux, which enjoyed an esti- 
mated 18% of the market in 1951, 
slid to less than 12% of the market 
in 1954. 

Last fall Lever began test mar- 
keting Lux in four new colors— 
pink, green, yellow and blue. Ear- 
lier this year (AA, Feb. 18) the 
tinted soap was introduced in about 
half of the U.S. The new wrapper 


An expensive soap, Dove is 
priced at two for 39¢ in the regular 
size and two for 49¢ in the bath 
size. Lever claims that despite 
special lathering ingredients and 
cleansing cream content Dove lasts 
as long as other soaps. More than 
1,000,000 sample bars of Dove were 
mailed to homes in the New York 
market earlier this year (AA, April 
8). 
Swan, a Lever floating bar which 
has had its ups and downs over the 
last ten years, may be revitalized 
to again compete with Procter & 
Gamble’s Ivory. Last month Lever 
moved Swan advertising, which 
had been inactive, from Batten, 
Barton, Durstine & Osborn to 
Needham, Louis & Brorby (AA, 
Sept. 23). 

Gayla, a new translucent green 
soap which Lever began testing 
last year in several upstate New 
York markets, is still in the test 
market stage. 


® Procter & Gamble is staking its 
future in the soap field on two old 
and well-established toilet soaps— 
Ivory and Camay—and a newcom- 
er called Zest. 

P&G started test marketing Zest 
five years ago, but did not go into 
widespread distribution of the soap 
until this year. Zest is a synthetic 
and soap combination with a de- 
odorant ingredient added. 

Ad copy emphasizes the soap’s 
deodorant protection qualities, no 
dulling film on the skin and no 
bathtub ring. Zest sells at two for 
29¢ regular, two for 39¢ bath-size. 
P&G undertook a huge sampling 
for Zest earlier this year which was 
followed by a typical P&G hefty 
ad push. 

After watching Camay’s share of 
market slump from about 13% to 
8%, P&G introduced pink Camay 
in a foil wrapper a year ago, and 
backed the new product with a 
huge promotion campaign. 

Sales reportedly have boomed, 
and Camay’s share of market now 
is believed to be about 12%. P&G 
also brought out a new Camay de- 
odorant soap earlier this ‘year, 
which is still in test markets. 

P&G’s most stable soap product 
is Ivory, which has maintained a 
steady share-of-market average 
over the years. Probably more 


Ivory is sold than any other soap 
but much Ivory is used for laun- 
dry, and this is not included in 
toilet soap sales. 


= Colgate-Palmolive has two prin- 
cipal toilet soaps—Palmolive and 
Cashmere Bouquet—and a new en- 
try, Vel, which was introduced in 
the past year. Vel is a combination 
soap and detergent selling at 25¢ 
per regular-size bar. 

Palmolive’s share of market re- 
portedly has declined steadily 
from 12%-13% in 1951 to an esti- 
mated current figure of between 
8% and 9%. Palmolive has been 
given a face-lifting this year, with 
changes in color and perfume and 
a redesigned foil wrapper. 

The company reportedly invest- 
ed $3,000,000 in advertising for the 
two soaps in 1956, and probably 


How Leading Soaps 


Share Market 


Based on ‘56 Dollar Sales 
Dial (Armour & Co.) - 18.5% 
Lux (Lever Bros.) ........ 
Ivory (Procter & 


RE ak hs 4 eo Sue 9-10 
Palmolive (Colgate- 

Palmolive Co.) ....... 9-10 
Camay (Procter & 

I i in ae de 4 9-10 
Lifebuoy (Lever Bros.) .. 7-8 
ME ons 5 bie ad ade ao i 29-32 


will invest more than that this 
year. 


= Two other soaps which are ex- 
pected to make serious bids for 
profitable shares of the market are 
Woodbury (Andrew Jergens Co.) 
and Sweetheart (Purex Corp.). 
Both have been around for years 
and are well-known names to con- 
sumers. 

Just a year ago Jergens intro- 
duced nationally a new _ soap, 
Woodbury Beauty and Deodorant 
Soap with “miracle antiseptic XL- 
7,” packaged in a white-and-gold 
foil. Jergens describes XL-7 as “a 
superior antiseptic that reduces 
odor-causing blemish-spreading 
bacteria up to 97%.” 

Advertising has been based on 
the theme that Woodbury is the 
only foil-wrapped beauty and de- 
odorant soap available at the price 
of ordinary soap. 


s Sweetheart soap, with a new 
image, a new wrapper, a new agen- 
cy and a new owner, is expected 
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to make a strong bid to boost its 
share of market above the respec- 
table 4% to 5% that it currently 
enjoys. 

Purex Corp. acquired Sweetheart 
when it bought the Manhattan Soap 
Co. last summer (AA, Aug. 6, ’56). 
Purex then hired Edward H. Weiss 
& Co. to take over advertising from 
Scheideler & Beck, effective Jan. 1, 
1957. 

The soap now comes in a newly 
designed blue-green metallic foil 
wrapper (sans coupons). Cast as 
an image of leisure luxury, the 
soap has been advertised exten- 
sively this year in magazines and 
on network tv. Cut rate deals for 
the soap have been discontinued. 


® If what has already happened 
this year is any yardstick, things 
are going to be mighty rough in the 
soap field for some time to come. 
It has been estimated that 75,000,- 
000 American homes received free 
soap this year, or about two bars 
of soap for every home. 

This was enough to keep each of 
these homes out of the toilet soap 
buying business for one month. + 


Pinkley Resigns as Editor, 
Publisher of ‘Mirror-News’ 

Virgil Pinkley has resigned as 
editor and publisher of the Los 
Angeles Mirror-News. He is suc- 
ceeded as editor by Hugh A. (Bud) 
Lewis, city editor of the Los An- 
geles Times. A successor to his 
post as publisher has not been 
named. The Mirror-News and 
Times are owned by the Times- 
Mirror Co., of which Norman 
Chandler is president. Mr. Chan- 
dler’s son, Otis, has been named 
assistant to the president and as- 
signed to the Mirror-News. 


Faultless Rubber Names Swink 

Faultless Rubber Co., Ashland, 
O., has appointed Howard Swink 
Advertising Agency, Marion, to 
handle its advertising and sales 
promotion. Trade publications, di- 
rect mail and point of sale materi- 
als will be used in a new campaign. 
Leech Advertising Co., Cleveland, 
is the previous agency of record. 


Brooke, Smith Adds GE Unit 

Brooke, Smith, French & Dor- 
rance, New York, has been ap- 
pointed to handle advertising and 
sales promotion for the technical 
products department of General 
Electric Co., Syracuse. Maxon Inc. 
is the previous agency for the de- 
partment. 


THE INQUIRING ADVERTISER: 


“Why Am | Missing 
Sales In Memphis ?” 


Answered by John Pepper 
and Bert Ferguson, owners of 


Memphis, th 


average, 80% of this income on consumer goods. 


Mr. Ferguson: Indicative of his vital role in the steadily 
prospering econom 


of the Memphis area, the Negro is 


elevati his standard of living. He is trading himself 
up ... buying more and more consumer g s 

Mr. Pepper: He is buying more because he is earning 
more! xapece in the Memphis area have a higher com- 


parable income than Negroes in any other region in the 
whole country. According to a 129-city surve 
of the country’s largest corporations, Memp 
first in ratio of total Negro to total white income. In 
\ ere is $28.79 of Negro 
income for every $100 of white in- 
come. Over three times the average 


by one 
is ranks 


and tinted soaps apparently did the | 
trick, as Lux’ share of market | 
jumped to more than 15% by the | 
end of 1956. 


= Lever’s newest entry in the soap 
derby is Dove, which is part soap, 
part detergent and one-quarter 
cleansing cream. In test markets 
about two years, Dove expects to 
have national distribution before 


the end of the year. 


Radio Station WDIA, Memphis 


QUESTION: I understand that I may be missing 
sales in 40% of the Memphis market. How can I 
reach—and sell—this market? 


Mr. Pepper: WDIA, the first radio station in the area to 
program exclusively to Negroes, is your dominant sales 
contact with Memphis Negroes ... who make up over 
40% of the Memphis trading area! 
dhe and magazine readership and low per- 
centage television tw 4 mean that 
a can’t effectively sell the Memphis 
eT Lay A egro through these media. 
Mr. Pepper: You don’t reach this market 
Memphis Negro 
listens first and foremost to WDIA. Within one 
after its change to exclusive Negro ~~ —,- WDIA 
jumped to first position in overall audience in every 
rated time period. It has maintained top bracket position 
at the most listened-to-station ever since! 
consider WDIA their station. Its all-Negro staff programs 
exclusively to the Negro’s particular 
tastes, and combines unique personal 
appeal with high-powered salesmanship, 
to capture the Memphis Negro’s listen- 
;. and does—deliver this 40% of the Mem- 
his trading area to you as a unit! 
r. Pepper: This sales responsive listen- 
ership is backed by a staggering buying potential of 
well over half-billion dollars! With an annual earning 


Mr. Ferguson: Low Negro newspaper 

with any other radio station, since the 
ear 
Mr. Ferguson: The 1,237,686 Negroes within its radius 
| 7 ership and loyalty. WDIA alone can— 
power of $616,294,100, M Negroes spend on the 


of comparable Negro income in / 
Philadelphia . . . almost five times 
t of New York! ‘2 ) 
Mr. Ferguson: This high volume oe _ 
market buys 52.5% of all the shortening sold in Memphis 
. 41% of the packaged soaps and detergents . . . 5b 8% 


of the deodorants! 


Mr. Pepper: And, before it buys, this Memphis market 
listens —to WDIA! WDIA, the only 50,000 watt station 
in the Memphis area, delivers your sales message to a 
ready-made market of 1,237,686 Negroes . . . almost one- 
tenth of the Negro population of the entire U.S.! 


Mr. Ferguson: Scores of such year-round national ad- 
vertisers as Taystee Bread, Procter and Gamble, Camel 
Cigarettes and Blue Plate Foods rely on 
1A to create high volume sales and profits 
for them. WDIA consistently carries a larger 
number of national advertisers than any 
other radio station in Memphis! 
Mr. Pepper: With its matchless combination 
of exclusive Negro programming, unequaled 
power and coverage, and hard-hitting salesmanship .. . 
DIA sells the Memphis Negro market. 


Mr. Ferguson: And WDIA can be a high powered selli 
force y vee Write us today. Tell us what product mn 
want sell. 


Mr. P r: Let us show you how WDIA can deliver 
over 40% of the Memphis market to you . . . as a unit! 


WDIA is represented nationall 
John E. Pearson Company u by 


Commercial Manager, Harold F. Walker 
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“A FOURTH 
DIMENSION IN 
PRINT MEDIA 
EVALUATION” 


@ A pioneer investigation of advertising values in Ladies’ Home 
Journal, Life, Saturday Evening Post, This Week and Puck, and their FOR YOUR COPY, WRITE TO 
relationship to the Life Cycle. . 


@ A never-before-done analysis of the quality of advertising reader 
response in eight product fields—automobiles, cigarettes, dentifrices, WAS 
foods and beverages, pharmaceuticals, razor blades, soaps and cleans- 


ers, and toiletries. THE COMIC WEEKLY 


63 VESEY STREET, NEW YORK 7, N. Y. 


@ A complete appraisal of individual campaigns in terms of today’s 
most important market—the 18 to 34 age group. 


@ An eye-opening examination of advertising readership values found io 
in the young adult audience and the establishment of it as the chief 
target for consumer goods advertisers. 
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Sugar and spice, and everything nice 


.. thats what todays market 
1s made of... 


le 


& 


Te, 
= 
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P=) 
‘=: 


more pots and pans more tableware more appliances 4 more furniture ...More of almost 


any product you can name. 
Let’s face it—in going after a larger share of 


mt today’s market, maybe you should put more of the spirit 


M. 4 IIs of Togetherness* into your advertising ... and target 
¢; a your advertising at the woman and her family—in McCall’s. 


“Registered trademark of McCall's 


THE MAGAZINE OF TOGETHERNESS. REACHING MORE THAN 5,000,000 FAMILIES 
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